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Set No. 418-4880 
Simulated Pearls 


for years. 


~ " % ' a 
2 ‘4 
ae “%, 


Set No. 6209-4388 
Simulated Rhinestones 


and Poarts ee Yes, finish is part of it. But in any field, 
one product always leads. It’s that way 
with beverages to baby carriages, 
and fashion jewelry is no exception. 
The SELL in VAN DELL is the result of a 
solid 15-year background in the field... 
and because today as always, 

VAN DELL remains unsurpassed 

for craftsmanship, design, finish and, 
most important of all, value! 


DESIGN 





It's the finish, according to many jewelers 
who have been selling fine VAN DELL pieces 











Set No. 259-4557 
Genuine Cameos, 
Hand Carved. 








FINISH HERE’S THE STORY 
Set No. 6245-4510 CRAFTSMANSHIP IN A NUTSHELL... 
Simulated Opals VALUE 






and Rhinestones 


. thru wholesalers 2 Delf . VAN DELL CORPORATION 


AMERICA’S FINEST GOLD FILLED JEWELRY 





® PROVIDENCE 3 @ &!: 





























BROKEN EXPANSION BANDS ? 






All makes — all models 
EXPERTLY REPAIRED 


48 HOUR SERVICE 


Average charge 75 cents 


A. SAUER & COMPAN 


KON-ITE BUILDING, CINCINNATI 2, OHIO 
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MANUFACTURING JEWELERS 
REPAIRING SPECIALISTS 
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The Cover 


The Jewelry Industry Council has 
been highly successful in getting 
jewelry publicity before your custom- 
ers. The extent of this productive ef. 
fort is in direct ratio to YOUR sup. 
port. Join JIC today! (608 Fifth 
Avenue, New York City. 


P. M. FAHRENDORF, President 
and General Manager 
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There's an unmistakable air of elegance in Marce- 


conceived diamond-studded watch cases that 


distinguishes them from all others... Natural result 


of combining brilliant design-originality with the 
flawless craftsmanship that has become characteristic 


of all creations identified by the WBO mark. 





WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W) NEW YORK 23, N. Y. 


BY) 












Symbol of Quality 
In Fine Watch Cases 
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SAVINGS ON 
BULOVA 


STAFF AND STEM CABINET 79 —— 
> 50 for STAFFS & STEMS i 
ONLY 29 WORTH $38.25 
Standard Size Flexible Cabinet with 
movable dividers for expansion... F REE i 
CABINET CONTAINS: 
60 Staffs covering 110 BULOVA Movement Models 


60 Stems covering 111 BULOVA Movement Mode!s 
for 457 Job Possibilities 





Build Your House of Watch Repairs on a Solid Foundation 
of Genuine BULOVA Parts and Cabinets. Order Them from Your Jobber! 


BULOVA WATCH COMPANY INC., MATERIAL SALES DIVISION, WOODSIDE, NEW YORK 








170 Design-tested for consumer pulling- 


available sizes 7 > power . . . Sales-tested for profit 
1/32 (.015-.07 pt.) ’ 
1/16 (.04 -.12 pt.) pulling-power ... the K&B Die Struck 
1/8 (.07 -.17 pt.) 

3/16 (.11 -.22 pt.) line, available as finished ring mount- 
1/4 (.20 -.38 pt.) 

3/8 (.30 -. | ings or as findings, is your guarantee 


2 62 - 
of a Step by Step build-up to a bet- | 
ter ring at a better profit. 











gUCK RINGS © = — | RI 
3 163/47037/96 44075/286 
FINDINGS... : (6-.01 pt.) (10-.01 pt.) “= 


PKA cb (| _ 


(Jesters lesguegel tect hag nabngs 188 WEST FOURTH STRELT NEW YORK 14.M.Y 
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For 
-&the Best Bet 
of the Year. 


This ad will appear 


in the September issue | 


of ESQUIRE...the 


magazine whose readers 
represent the best 


of your men's market. 


Tie—in with Counter 
cards...display SIROCCO 
.and cash in 


all the way around. 


COUNTER CARDS AVAILABLE 
..-ORDER YOURS NOW WHILE 
SUPPLY LASTS. 


WRITE DIRECT TODAY TO: 


R. F. SIMMONS COMPANY 
Attleboro, Massachusetts 
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‘N FISHTAIL ILLUSION MOUNTINGS 4 ie8 





WEDDING RING 
FINDINGS 










Mace in jewelry palladium, gold and 





ae —— . — — palladium-gold combinations, these find- 






ings for fishtail illusion mountings and 






wedding rings make diamonds appear vA" = y re, 






larger than they actually are and any of our 









7630B settings can be used with the mountings. 





We supply only the unassembled parts. 





For selecting the styles and sizes you need, 


4230A/599 we think you will find the table very handy. 4240B /597 











Knife Edge Knife Edge Half Round Half Round ial vu j 
Wedding Rings.| Mountings. {Wedding Rings.| Mountings. Rogge @? Le) 
No. of Stones. | No. of Stones. | No. of Stones. | No. of Stones. 5 ey i 
















7630A —9 4230A — 6 7640A —9 4240A — 6 
3 each side 3 each side 
76308 — 8 7640B — 8 


7630C — 7 4230B -— 4 7640C —7 4240B — 4 
2 each side 2 each side 
7630D — 6 7640D — 6 

































THESE FINDINGS TAKE DIAMONDS FROM 
100 PER CARAT TO 40 PER CARAT 











‘ay ECOL. 


113 Astor Street, Newark 5, New Jersey 


New York San Francisco Chicago 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 
FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 


FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 


Princess Rings and a 
varied line of Diamond 
Wedding Rings, set part- 

way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 


We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 


RINGS ENLARGED 
TO SHOW DETAIL 


NEWSPAPER MATS AVAILABLE 


DIAMOND_RINGS 


Se a 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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FLEGANT STYLING DISTINGUISHES 
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The old adage “Variety is the Spice of Life” aptly evr ee 
describes the extensive Bristol Line of quality Dia- PP fie es ssc 
mond Wedding and Engagement Rings and 14K Li _S 
Seamless Gold Wedding Rings. Our assortments ae 
assure you the proper ring to fill any 
requirement... and of course, 
“economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


gees 
« 
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RINGS ENLARGED 
TO SHOW DETAIL 


A new selection of Extra Wide Diamond 
Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 


Retail Priced from $60.00 up. 


Y 





BRISTOL SEAMLESS RING COMPANY ¢ 71 NASSAU STREET, NEW YORK 7, NN. Y. 
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The superiority of our designs and 

| uniform perfection is an. 
established fact in the trade, | 

Many manufacturers are producing 





better and smarter rings with a 
improved settings from our — = 
“Gem Setting Line’, 
“PREMESCO TOPS IN RING TOPS” 


| on inside concave s . 


urface. Stone 
} sizes from .05 to .75. 





Bs aa 
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SERIES H—Heart design piercing 
_on two sides, with the new pat- 


HR—"“REFLECTOR”’ 
ented reflector top. Stone sizes 
.05 to .50. 






156712 


eee 


FH—"“FACETED”’ 





SERIES A—Iimproved Fishtail 3: 


bead setting. Higher and oblong 
base. Stone sizes 14 to 2ct. 
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PRECIOUS METALS SPECIALTIES CO., Inc. 
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1] Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 
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TO WHOLESALERS AND 
MANUFACTURERS ONLY 





ASK US ABOUT 
OUR PLAN 


carry a minimum stock 
order any quantity you please 


always have correct finger sizes 
AT LOWEST PENNYWEIGHT (dwt.) PRICES 





WE ARE ONE OF THE LARGEST PRODUCERS OF SEAMLESS GOLD WEDDING RINGS 


PRECIOUS METALS SPECIALTIES CO., Inc. 


1] Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 
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3 GOOD REASONS 

why ROSARIES by 
CATAMORE 

are FIRST CHOICE 


... with consumers 
with retailers 
with wholesalers 











R77 R/C Sterling silver 
Square shaped beads 





R89 R/C Sterling silver 
Round faceted beads 





These three new creations speak well for: 


1. artistic beauty—genuine rock crystal 
beads cut in sparkling patterns. 


2. skillful craftsmanship—delicately engraved sterling sil- 
ver medal and crucifix in classic lines. 


3. profits—once they are shown, these genuine rock crystal 


, : : R76 R/C Sterling silver 
rosaries are certain to appeal to your customers, assuring Lantern shaped beads 


you of high volume sales. 
So order your stock now! 





CAINS 


231 PINE STREET e PROVIDENCE 3*®Re1° 
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When we said advertising we meant ADVERTISING ! 


New Wadsworth Watch campaign starts building new watch business for you 





Arthur W. Wadsworth 


When we announced a new sales 
policy to go with our new Wads- 
worth Watches, we said powerful 
national advertising would be put 
to work to build the kind of public 
confidence that would create busi- 
ness across your counters. 

It is ready to go to work now. 
The first week in October will be 
‘Wadsworth Watch Week”’’—with a 
full page announcement advertise- 


ment introducing Wadsworth 
Watches to an estimated 43,891,000 
readers of Life, Look and Collier’s. 
That averages out to better than 
one reader in every family in your 
town! 


In November, we do it again. 
And early in December, another 
full page goes to work. 


That makes nine full pages in all 
this fall—more than 100 million 
salesmen working to build watch 
business for you. And that averages 
out to better than 3 “‘sales calls” to 
every family in your town! It is a 
sound advertising program, round- 
ing out the complete new Wads- 
worth sales policy that includes— 


—quality watches that protect 
jeweler reputation 


—an established, reliable 
source of supply 
—association with jewelers 
chosen under a selective 
distribution policy 
So if you haven’t already ordered 
your initial stock of Wadsworth 
Watches, consider this: 


The start of Wadsworth Watch 
advertising marks the opportunity 
for you to launch the kind of watch 
business in the low priced field that 
will satisfy both you and your cus- 
tomers. Make the most of it. 


Meith ttl (adgeore 


PRESIDENT 


The Wadsworth Watch Case Co., Dayton, Kentucky e subsidiary of Elgin National Watch Co. 





A GOOD WATCH AT A BETTER PRICE 
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CAVALRY CHARGE ON THE SOUTHERN PLAINS 4y FREDERIC REMINGTON 














from the collection of The Metropolitan Museum of Art 


Just as this famous painting preserves the 
life and vigor of another era...so the 
Gemex Sonata Charm-Band enhances the 
aura of romance that belongs to the Amer- 
ican woman. You present the Sonata 
Charm-Band with pride and assurance... 
because it’s a Gemex quality masterpiece, 
a very personalized treasure. 


Sold only through authorized wholesale distributors. Gemex Co., Union, N. J. 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM -IRIDIUM - GOLD - PALLADIUM 


WE SUPPLY MANUFACTURERS 
THE ABOVE METALS IN ALL FORMS: 


AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 

















H) ACCURACY 





yy 
HONESTY fé 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Tie in with these products 
to be advertised in 
LIFE during September 





JEWELRY, 
CLOCKS & WATCHES 

Artcarved Diamond & Wedding 

Rings 

De Beers Diamonds 

Elgin Watches 

G-E Clocks 

Girard-Perregaux Watches 

Keepsake Diamond Rings 

Le Coultre Clocks & Watches 

Liberty Watches 

Marvella Pearls 

Movado Watches 

Telechron Clocks 

Watchmakers of Switzerland 

Westclox 












































SILVER & GLASSWARE 


15 -year-old LAMBERT BROTHERS wses rete co 


Libbey Glassware 
ADVERTISED IN 1847 Rogers Bros. Silverplate 


Bia for a month of extra sales “" 


’ PENS & TYPEWRITERS 
A well-known Manhattan landmark is Lambert Brothers Jew- B. B. Pens 


elers at Lexington Avenue and 60th Street. Esterbrook Pens 
m _ Eversharp Pens 
For three quarters of a century, Gotham families have bought cites ie 


their engagement rings, wedding bands, baby gifts, and sterling Royal Typewriters ; 
Smith-Corona Typewriters 
Waterman Pens 








silver occasion presents from Lambeit Brothers. 


But though their prestige is traditional, Lambert Brothers is Wearever Pens 
known for their modern merchandising methods. So it was only 
natural for them to promote LIFE-advertised products in all SMOKING ACCESSORIES 
six windows for the second year in a row. The results are only Alfred Dunhill Holder 


Parker Flaminaire 


natural, too... Ronson Lighters 


Says Vice-president Henry Lambert: “We received a great Zippo Lighters 
deal of favorable comment... and benefitted materially from our 
display. We look forward to a repeat performance.” OTHER 


Ansco ¢ Eastman Kodak 
; : ' Buxton Billfolds « Meeker Billfolds 
in with LIFE. Remember, 2 out of 3 people in upper economic Rolls Razor « Schick Shaver 


groups are LIFE readers. 


You can have the same kind of success in your store by tieing 





First in circulation 
First in readership 

First in advertising revenue 
First with retailers 


9 Rockefeller Plaza, New York 20, N. Y. 
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Extra Wide (34") Extra Bold Extra Handsome © 





Style Retail S. P. Style Retail S. P. Style Retail S. P. 
Number Fed. Tax Inc. Number Fed. Tax inc. Number Fed. Tax inc. 


1251M $ 9.95 1250 $ 9.95 4020 $ 8.95 
1250M 9.95 1237 8.95 4019 8.95 
1252M 9.95 1254 12.95 4001 8.95 
1241] 8.95 4015 8.95 617 5.95 
1242 8.95 4000 8.95 3014M 7.95 


Featured in 1/20-12k. Gold filled YELLOW or WHITE. Men’s watch bands and Lady’s bracelet “P” have 1/20-12k. gold- 
filled tops and non-corrosive backs. 








ale 
“~ 


A, B, C, P have 3 center mirror-finish plaques—a perfect surface for engraving initials, insignia, serial numbers, etc. 


BRETTON QUEENS—Most Beautiful, Most Practical Ladies’ Watch Bracelets 





bimpittl me eae 














Brettom DOUBLE QUEEN «..,. 


FOR SPORTS, NURSES AND WATERTIGHT WATCHES 


ee ee ee ee ne 
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ie 


Style Retail S. P. 
Number Fed. Tax inc. 


1243 $12.95 

3501 12.95 

4021 16.50 

1250 ID 12.95 
R,S,T—featured in YELLOW or WHITE. 
R,S,U—1/20 12k. gold-filled tops, non-corrosive backs. 
T—1/20 12k. gold-filled. 


Brettom 


BRUNER-RITTER, 630 FIFTH AVENUE, NEW YORK 20, N. 
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presentations 


on nation-wide network radio and TV shows will tell 


| millions of women about these exciting RITZ necklaces! 
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- SIMULATED PEARLS 
exclusively 





the one pearl line 
advertised for jewelers 
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ee DIXIE ROSE (6069) | 

- S The look of custom jewelry in a band of modest 
price. Double row of dimensional half-rounds, 
with the gleam and polish of cabochon gems. 
Shown on watch, Dixie Rose with regular end. 
Aliso with special tailored end, No. 6064. Avail- 
able in yellow, pink or white.  -- $8.50 Retail 


CAPRICE (6063) 

Fitting companion to the finest watch! Richly | 
sculptured oblong design combines sparkling 
beauty with superb craftsmanship. Full expansion — 
band, available in yellow or white. $8.50 Retail : 


CORSICAN (6015) 3 ) 
Ingeniously constructed! Keeps its dashing ap- 
pearance even when fully expanded... keeps 
the wrist cool with its exclusive “air vents’. 
Available in yellow, pink or white. $11.95 Retail. 





AMERICAN PATRIOT (6014) - 
A masculine design that is simple, distinctive 
with the sturdy good looks that men go fo 


a big way! A good gift choice. Available in yel ov 


or white. $10.95 R 


All bands have 1/15—12 Kt. gold filled top shell 
with non-corrosive stainless steel backs. 


All prices include Federal Tax 


Jacoby-Bender, Inc. * 161 Avenue of the Americas 
New York 13, N. Y. 
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WEAR THIS Ine 
ON Your w 
ATCH 


| TS mm 6555994 
COMPLETE “‘IDENT-I-BAND DEPARTMENT” DISPLAY § am | 


_ me OP eae » 


$ 


Every style you need for a complete “Ident-l-Band Department” invitingly 
displayed on rich, royal blue velour background. All fast-selling, top-profit 


numbers; All in sterling silver. Expansion bands with non-corrosive stainless 
steel backs. 


Sader 


\ 





4 MU ie 
x i 

Man’s full expansion Ident-l-Band * Man’s heavy link style bracelet 
2 Man's comb. watch bands with identification bracelets 


Lady’s chain Ident-l-Band » Lady’s expansion Ident-l-Band 


Your Cost $27.75 Your Selling Price $66.80 YOUR PROFIT $3 90 


>. (ineloding Fed 


SENSATIONAL ROUNDED -WRIST DISPLAY 


, Ss J-B No. 120... featuring DIXIE ROSE, CAPRICE, 
=wogeneeesernes tea RN | SERENADE, LA ROYALE PETITE 





This unique, three-dimensicnal display works overtime selling watch- 








bands for you ... because it shows just how a J-B Watch Band 
actually looks on the wrist! Balanced assortment is sales-tested for 








/ : és top consumer appeal. Assortment of 6 ladies’ bands as shown, 
ERAT —* e complete with J-B “money-maker”’ display. 








: a aeete, Your Cost $19.75 Your Selling Price $50.00 
{GAP IBRVRABMIIHAA 


YOUR PROFIT $30.25 


(including Fed. Tax 
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Carat lo Fifty ECarals, these who 
tnow diamonds, choose from the House 
of Diamonds...one of the world's largest 


Merchandise sthiifred on Memorandum 
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designs your Fall Fashion Promotion 


Gracefully wind-blown maple leaves, 1 pebbled 
and smooth-finished 1/20 12 Kt. gold-filled 


quality, touched with gleaming simulated pearls. 


JEWELRY’'S NAME FOR QUALITY 





A top style item for top sales volume. 


FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 





SPECIAL 
DEAL 
855K6000 
8 
BRACELETS 
& TRAY 


(Assorted for 
boys, girls, 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 
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THE traditionally pop- 
ular Tiffany setting with 
the luxuriously new 
K&P “illusion” top—is 
sllustrated above. Notice 
the superlative construc- 


ner & Pines. ine. # 
CS : : i tion which enhances 
| A). | arr 


“small” diamond . . . to 





MAKERS OF DISTINCTIVE MOUNTINGS 
give it the illusion of 


1S WEST 47th STREET* NEW YORK 19 ome: ee — . 1] size,valueand brilliance. 


KH KNOWN FOR QUALITY 


FOR SEPTEMBER, 1951 
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Bracelet Order May 
Accelerate Jewelry Plants 


on or Increased production and em- 
ployment in local jewelry manu- 
facturing plants may result from 
a move made by the federal civil 


identification bracelets for all ci- 
vilians. The administration has 
asked the N. E. Manufacturing 
Jewelers and Silversmiths assoc. to 
supply a list of jewelry manufac- 
turers interested in producing the 
bracelets and circular letters are 
being distributed among manufac- 
turers. 


Donald W. Pickup, assistant ex- 
ecutive secretary, has asked that 
all interested respond in writing as 
the administration is anxious for 
a list of manufacturers some time 
during the current week. The ad- 
ministration desires that every ci- 
vilian, regardless of age or place of 












Uncle Sam says “bracelets”. And, if you 
know Mr. & Mrs. America, you know they 
won't settle for any dog-tag type of ident, 
—not when you offer an ident that has 
beauty, style, and individuality. 


That’s why you should make your store 
Fd 


Z we 


FOSTER METAL PRODUCTS INC. 
24 






yf 





defense administration to procure | 








residence, wear some form of per-! welding or soldering. 


TAKE A TIP FROM UNCLE SAM 


manent identification and antici- 
pates that eventually the respon- | 
Sibility for identification devices 
will rest with the states. 


Tentative specifications call for 
a corrosive-resisting steel or other 
chrome-iron tag having a high 
melting point of at least 2600 de- 
grees and with slow oxidation at 
elevated temperatures. The tag 
size suggested is two by one inches, 
corners rounded and pierced to 
receive bracelet. 


The bracelet would be of curb 
style chain, filed with sister-hook 
type clasp and be a component 
part of the tag. It should contain 
metal at least as heavy as the tag 
with no light wire links or catches, 
the administration says, and the 
tags should be attached without 








“ident” headquarters now with a wide selec- 
















tion of idents for the whole family. The great 








Foster and Bristol lines are shown on the 





opposite page. Note especially the watch- 
idents, so popular with men who don’t want 
to wear two bracelets. Every watch band 
replacement can be a watch-ident sale. Ask 


your wholesaler to show you the Foster line. 
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ATTLEBORO, MASSACHUSETTS 
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WATCH ““IDENTS*" 
EXPANSION 


WITH AMPLE 


EXPANSION IDENTIFICATION 
























Through 
Wholesalers 
Only 








FOR 
MISSES 
AND 
LADIES 


FOR 
NURSES 
AND 
SPORTS 














STYLED BY 


TRADE MARK 


BRISTOL 


TRADE MARK 
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THE JEWELERS’ CIRCULAR-KEYSTONE 























with but a very small investment 





a 
children’s jewelry department 


AND HERE’S WHY 










‘sales proven 
DDIE KRAFT line 






Here’s the outstanding children’s jewelry line styled 
by specialists, for over half a century. It has national 
consumer acceptance, known from coast-to-coast, 
all packaged in special trays, ready for easy dis- 
play and selling. There’s wide variety in rings, 
lockets, bracelets, crosses and sets, made in 12K 
1/20 GF — 10K gold — retail $2.00 to $10.00. 





















= = = Yi Nees | Kiddie Kraft makes it easy for you to set up a children’s 
Sp / department. The special assortment shown above includes 


INIMUM 





Na 


SJ 2 dozen items; 12 rings, 7 lockets, 3 bracelets and 2 crosses. 













NVESTMENT eee Sie ie only $34.75, complete with display trays. The retail price 


tags insure you 100% mark-up. 







| ye-catching 
SALES AIDS... 








This beautiful new full color eye-catching display card (size 9 x 614) can 
be used anywhere. It’s smart and will help you sell jewelry as “the ideal 


DER TODAY THRU YOUR WHOLESALER gift for a child”. IT’S FREE upon request along with NEWSPAPER MATS. 
These things mean more business for you. 


MARATHON COMPANY «+ ATTIFRORO + MASS 

















Westinghouse 
SCORES AGAIN | FOR ITS RETAILE 
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Westinghouse Named Sponsor of All College Games to be 
Televised on Inter-connected Network Sept. 22 to Nov. 24 


Thirty-eight top college teams! Twenty-four Selling Power! You said it! Week after week, 
key games! Seven games to be telecast in each hard-hitting sales demonstrations of Westinghouse 
market during the period from Sept. 22 to Appliances and Television Sets will be pre- 
Nov. 24. That’s the program that Westinghouse sented to TV grid fans watching the games. 
and its retailers will present this fall as a result They'll be urged to go to their Westinghouse 
of the National Collegiate Athletic Association’s retailer—-YOU—and get further details about 
naming Westinghouse the exclusive sponsor of all these great products. Plan now for a great sell- 
Saturday games on the Inter-connected Network. ing season with Westinghouse. 


THROUGHOUT THE BIG FALL SEASON MILLIONS OF GRATEFUL FANS WILL 
REWARD WESTINGHOUSE RETAILERS WITH INCREASED SALES 


More Good News! Westinghouse you CAN BE SURE...IF ITS 
“STUDIO ONE’, TV’s Top Dramatic Show 
, Westinghouse 


Back on the Air September 17th 
. of course, it’s oot 








































Toaster + Water Heater > Food Crofter + Range ~~ Radio 
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Manufacturers of Gold and Platinum Watch Cases 
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Fashion decrees: *“Be Feminine,” 
and millions of women are all out 
to recapture that frankly alluring 
note, aided and abetted so remark- 
ably well by JMS pierced earrings. 


JMS creations in karat gold and 
gold filled are available with four 
different types of pierced ear wires 
...carded or boxed in a gleaming, 
plastic showpiece. 


JMS regular earrings have won unt- 
versal acclaim. That’s why so many 
retailers specify... “Only JMS for 
Earrings.” 


Wholesalers Only ~—ChUUTHBTTL AS O ; 


256 Liberty Street @ Bloomfield, New Jersey 


Eastern Midwest West Coast 
Representative Representative Representative 
Herbert Stein C. J. Leavitt ira W. Smith 

29 E. Madison St., 315 West 5th St., 
Chicago Los Angeles 





Gerald W. Gelb: Sales Manager 
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necklace and 
ear-rings to 
match! 


it in your window and 
you'll sell it! Gotham’s 
smart new covered brace- 
let watch ensemble set 
with simulated sapphires, 
or rubies, and pearls. 


ALL PRICES 17 Jewel Gotham 























p = INCLUDE move ments. 
© FEDERAL TAX : 
| HOICE OF SIMULATED STONES 
Set Reyst Weck ss Keyst Per § te rystoce 
AS ADVERTISED IN eee tial Gest Oy ost 
D0 11338 «=i (is BRAC OPAL... .. $89.50 $75.08 $69.50 $53.90 BD 1149S or R SAPPHIRE or RUBY... . . $95.08 $79.90 $71.50 $57.90 
‘ : BO 11326 or $ GARNET or SAPPHIRE . . $89.50 $75.00 $69.50 $53.99 and PEARL ‘As shown above) 
POST- eR ERR TURQUOISE MATRIX... $89.50 $75.00 $69.50 $53.90 BD 1159R RUBY... ....... $70.50 $64.90 $59.50 $43.90 
OD 1134A AQUAMARINE...... . $69.50 $57.90 $39.75 $37.50 DD 1154A AQUAMARINE....... . $71.50 $67.50 $62.50 $50.90 
DD 1135C or L or T CRRYSOPRASE* $95.00 $79.90 $71.50 $57.90 (With beautiful pin instead of necklace) 
. | RADIO TIME SIGNALS ar BLUE LAPIS or TURQUOISE MATRIX 00 2122 RHINESTONE... .... $29.75 $29.90 
OTHERS FROM $19.95 1c @) $2500 00 *These sets include new style locket wotch. Two stones adjacent to watch lift, olso, revealing two double lockets to hold four favorite snapshots or photographs 


=— 


Gotham Watches 
Product of M|lendortf Watch Go INC, 20 W. 47th STREET 


1 a ee oe On ee, ee NEW YORK, N.Y. 
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| tHE TANKARDS 


that turned 
into trophies 


Wien Wc mn, Ser ae kg OE 


Drinking cups and bowls are conspicuous at this 
13th Century feast. From the Bettmann Archive 








From the Middle Ages on through the 17th century, drinking, many were massive and ornate. Numerous 
banquets and feasts and ceremonial gatherings fine specimens of silver and gold vessels may be 
played an important part in English, French and found in the Art Museums of the World. 

German life. Drinking was an inseparable part of 
these affairs. For in addition to the normal indul- 
gence, it was the established custom to pledge the 
health of all present. 


With drinking vessels so popular and valued, it 
followed as a matter of course that cups and bowls 
and tankards should be given as prizes in contests of 
every sort and as presentation pieces. This custom 
The prevalence of drinking led naturally to the cre- still prevails and the Davis Cup Tennis Bowl, the 
ation of a wide variety of drinking vessels — punch Jockey Club Gold Cup, the Kentucky Derby Cup 
bowls, standing cups, two-handled cups, tankards and many other famous trophies of the day can 
and the like. Most of them were made of silver, and trace their ancestry to the drinking vessels of old. 


because of the ceremonial nature of much of the 


SILVER and GOLD 


that facilitate trophy making 


Trophy manufacturers of today have available 

sterling silver and karat golds specially devel- 

oped for the deep spinning involved in making 

cups and bowls. They combine ideal ductility 

and deep-drawing qualities with exceptional 

beauty of finish and depth of color. For the past 

27 years the Kentucky Derby Cup, and for the 

past 20 years the Jockey Club Gold Cup, have 

been made from Handy & Harman Deep-Spin- 

Se ning Karat Gold Alloy #29. Information about 
The Jockey Club Gold Cup these metals will be gladly supplied on request. 


HANDY & HARMAN 


82 FULTON STREET © NEW YORK 38, N.Y. 


BRIDCEPORT, CONN. © CHICAGCO,ILL. © LOSANGELES, CAL. © PROVIDENCE, R.!. © TORONTO, CANADA 
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beating a drum 
doesn’t make a 


business boom! 


Loud noise doesn’t give you long profits! Carnival 
promotions behind a questionable product are 
no substitute for sound merchandise with 
built-in appeal and value! That’s why 
the Flex-Let policy always has been to give you: 












now — more 
than ever — 
it pays 

you 

to feature 


Dy fers - WA C A / - Ae , LONG-LIFE WATCH BANDS 


IDENTIFICATION BRACELETS 


BEAU BRUMMEL MEN’S JEWELRY 
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MERCHANDISING UNIT 
FOR IDENTIFICATION BANDS 


New! Timely! Speeds Sales! 


Compact, eye-arresting display fixture in golig 
















wood, satin-finished in rich blue-grey enamel, 
= Highlights three of your top-selling Flex-Let z 
| a Identification Bands, in your window—on — 











your show-case. Helps you capitalize on the 


Shipped FREE on request with order constant gift appeal — ever-increasing 
for as few as 6 Idents. Ask for it! 


popularity of Flex-Let Idents! 











T-63...$3.95* 
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Complete, High-Style Line— 
All Gold-Filled— 
M oderate Price! Here’s the appeal of 


custom-made jewelry — at a price that allows 








customers to indulge their good taste. 
1/20-12Kt. gold-filled. Distinguished styling - - 
magnificent craftsmanship! Handsomely 
packaged to boost your gift volume. High mark- 
up nets exceptionally high profit for you. : 





FLEX-LET CORPORATION 
580 Fifth Avenue, New York 19 
Factory: East Providence, R. I. 
















*Plus Fed. Tax 


SISKIND & SISKIND 


COUNSELLORS AT LAW 


11 PEMBERBT<, 
HENRY SISKIND 
PAUL M. SISKIND 


July 24th, 1951 


Gordon Brothers 
18 Province Street 
Boston 8, Massachusetts 


Dear Sirs: 


As trustees for the benefit of the creditors of 
Rs we are now preparing to distribute 
the dividend to each of the creditors out of the 
proceeds of the liquidation of the business. My co- 
trustees and I feel that the size of the dividend is 
due largely to the splendid and efficient manner in 
which your organization conducted the liquidation. 





We wish to go on record as stating that we 
believe you realized the maximum from the debtor's 
assets, and did so under extremely difficult 
conditions. It has been a pleasure to deal with your 


organization of experienced, efficient and diligent 
people, whose commitments, were carried out to the 
letter = and beyond. We sincerely trust that your 
services will be available to us should we again have 
occasion to use then. 


With personal regards to all who participated 
in the liquidation, I an, 


Very truly yours, 


FOR SEPTEMBER, 1951 
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“Typed Ten Eyck the Jeweler finds PERFECT QUALITY 


the “‘keystone”’ to Keepsake program 
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DIFMOND RINGS 
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— Keepsake offers 
YY. You AU These 7¢7 Big 
< Selling Advantages 






5. Keepsake prices are nationally _ y Yen, 
tised by the biggest campaign in _ established. aN 


I. Saleability—Nationally Adver- 














brand-name rings. 


2. The Fashion Ring of the Year 
—only ring chosen to receive the 


Fashion Academy Award. 


3. The strongest Guarantee in the 
trade . . . gives every Keepsake 
customer written proof of quality. 


4M. The words “guaranteed regis- 
tered perfect gem” appear on the 


Keepsake Tag. 






Se anaes 
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Sell more by — the Bult, 





G. Guaranteed by the Good 
Housekeeping Institute. 


7. Exchange privilege is assured if 
turned in later on a Keepsake of 
greater value. 
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COMBINING THE “SUCCESS 
FEATURES” OF 


dually 


The varied and trend-expressing Creations of Seidman have 
that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 

to the reputation and profit of many of America’s most 
successful jewelers ... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47rH STREET 
NEW YORK 19, N.Y. 
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THE JEWELERS’ 


CIRCULAR-KEYSTONE 








| 











»YOU CAN'T MAKE PROFITS WITHOUT SALES ¢ 










For the HOLIDAY SALES" 
You need... Feature 


CROSBY DREAM SETS 4 quis 








Be 
See 


2 Raa 


THIS NEW CROSBY DREAM SET carries 


forward the characteristics of quality, 

















beauty and elegance that have boomed 
~ sales for so many dealers throughout 


the nation. It introduces an exclusive 


compact package, containing 14 prac- 





tical pieces, including a buffer. All 


metal, jeweler’s bronze finish. Impres- 
sively presented in the stunning dream 
box that has achieved new levels for 
packaging distinction. Ecstatic beauty 


—at dramatic low price! 






Minimum Order 2 Sets 
Order only on your firm 
letterhead or order form. 






Se 


A. COHEN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N.Y. 


-Ste-¥, S8- UO ss. - 


23 BROAD ST., S.W., ATLANTA, GA. oa 47 W. 23rd ST., N. Y. C. 
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Silver is back in men’s jewelry—and that 
means a golden opportunity for you. SWANK 
is ready to help you cash in with a wide 
assortment of sterling silver jewelry 

that’s smart, good-looking—and designed 

to sell at handsome profit margins. 

See your SWANK salesman for details. 








SWANK on jewelry, belts and wallets means QUALITY  SQAK —e swank. Inc.. Attleboro, Mass. 
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Try this 


simple 1Q-second 








Have your secretary wear an ordinary 
diamond bridal set. After a while see 
how these ordinary rings shift, twist and 
separate. NOW...duplicate the same 
motions wearing a set of FEATURE 
LOCK rings. NOTICE HOW EXQUIS- 
[TEte 1HEY STAY LOCKED TO. 
GETHER THANKS TO THE TINY SE- 
CRET LOCK THAT CANNOT BE SEEN. 





ate 


FEATURE LOCK RINGS. ARE 
KNOWN FOR THEIR breathtaking 
beauty, incomparable quality and 
superb styling. | 


ONLY FEATURE LOCK BRIDAL SETS 


CAN BE PURCHASED AND WORN IN. ' oe — 


DIVIDUALLY, OR TOGETHER, WITH. | Stay Together! 
OUT ANY TRACE OF THE LOCK a | < 

fick of a pin or your fingernail brings 
the patented lock into position for inter- 


eas BS 
LOCKING. 








x‘ * 
: INCREASE YOUR SALES & PROFITS % FEATURE LOCK RINGS ARE | 
: WITH FEATURE LOCK RINGS. Write, N crlioney ities tie ae sat 
AVNGMOMQIHIY AQveriIsca — Nationally Anown 
Wire or phone your FEATURE LOCK , 
Distributor Coleone Nationally Accepted 


reature Ring Company, Inc. 
(26 West 46th Street | New York 19, N.¥° 














QUESTION: 0 
Why do more fine jeweler 


© U/Tf 
Sl 


ature 


al 


than any other fine watch? 


ANSWER: 


First in Uialue — 


First 2n Customer Wecyolanct _— 




























An open and 


shut case... | 








for greater , 
Holiday volume! 


Here’s the powerful promotional idea 





—rich in good taste—to give you 


the enthusiastic attention you want 


/ 
\ 


#) 7 - from shoppers and customers. 
Ct Vf 77 | It’s “SMART SET’’—a lustrous 17-inch 
ki 4 CAC 8 7, | strand of Marvella graduated 


SIMULATED PEARLS | : : : 
pearls, with sterling silver Rhodium 


++ first with merchandise and merchandising aids filigree clasp. lt’s the perfect gift = 
to moke your jewelry department more profitable. | 
136 West 52nd Street, New York 19, N.Y. and it’s packaged in a lovely 


brocade evening purse with white 

satin lining. You'll sell more pearls 

than you ever thought possible at this | 
low price. Only $7.25, F.T.I.—retail. 
‘Wholesale—only $36.00 per dozen. 
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The heart that never breaks 
can help you break sales records 


THIS PLASTIC HEART with the miniature 
mainspring inside is the symbol of one of 
the most powerful watch-selling themes in 
years—‘“The heart that never breaks.” 


It’s the new way that Elgin advertise- 
ments describe the most exciting exclusive 
in the watch business—the DuraPower 
Mainspring guaranteed to never break. 


This new theme and Elgin’s new slogan, 
‘The beautiful way to tell time,” are to be 
featured in 22 pages of advertising to ap- 
pear in magazines your customers read. 


What’s in it for you—zf you get behind 
Elgin ? You already know the answer: more 
watch sales, more profits, a bigger fall and 
Christmas selling season, and a bigger 1951. 


For what’s new in the watch business, watch - I (j | N 
Eigin National Watch Company « Elgin, Illinois 
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LESTAGE BABY JEWELRY — A COMPLETE LINE 


TWO HUNDRED FIFTY-ONE SIZES, SHAPES JAND DESIGNS 











ASA 



















= 
9 J 00d times or bad, 


babies are here to stay. 





And that means a steady flow 


of customers for the 
jeweler who stocks LeStage 
baby jewelry. 


Thru your wholesaler 


ne Ne 


All merchandise 1/20 12 
Kt.G.E — Lockets and 
crosses also in 10 Kt. gold. 
Baby idents also in sterling. 
Boxed three-in or six-in 


assoriments, New York Chicago San Francisco 


9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero G. A. Harrah 


CeAtmoe * BRACELETS = tOCKETS - KNIVES - BABY JEWELRY : IDENTIFICATION BRACELETS 
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WORLD RENOWNED SYMBOL 
OF ACCURACY 


Announcing...A New Address 


Effective September Ist, 


Norman M. Morris Corporation will be 






located in its new and enlarged offices, oc- 
cupying the entire 14th floor, in New York’s 


newest and most modern office building. 











New Home of Omega Watches 
located at 055 Madison Avenue 


NORMAN M. MORRIS CORPORATION 
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or Omega Watches 












May we take this opportunity 
to thank the Omega dealers throughout the 
country, who by their consistently increasing sup- 
port of Omega watches, have necessitated the move 


into these new and substantially larger quarters. 








To time the arriving and departing in New 


York’s newest office building...an Omega 
timepiece... World Renowned for Accuracy”. 


655 MADISON AVENUE, NEW YORK 21 
Telephone: TEmpleton 8 -O880 
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sells FOR you... = 
I | % a 4 Re speciat fe "hs " ae Pe cialinggs 
not just TO you! dee Sem 


The LARGEST, 

MOST POWERFUL 
Xo Ni-tait yale mm Gell elelie ia 
ever put behind any 
Self-Winding 
Waterproof’ Watch! 


alae) cas 
wppnrantomatc 


worip's Only 


ee" 


IN” bvey-Fhee 


WATCHES! 


Todaro Ih a-+ ie ole o Mel colaslohilet-1i late 
[eol-lopmm olelal 4-toM oh MaeiKIIS(-111F 

large ads, every other week in 
America’s greatest publications... 


SATURDAY EVENING POST, HOLIDAY, 
NEW YORK TIMES MAGAZINE... 


to help you sell more watches 


than you thought possible. 


RUURY AISENSTEIN : BROS.., INC. 


REMAINS WATERPROOF AFTER CLEA 


WORLD: 


WORLD 's 
SPECtALicy 
iy ”, 


wa a Sty reg 


Litterieg Keli. ton Specialise f 
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America Relies on Spee ialists! 


8 woro's Only 
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Sole U. 8. Distributors: 16 E. 40th a New York 16 


\F SERVICED BY MIDO JEWELER USING GENUINE MiDO cathe 
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OPPORTUNITY 


for an outstanding loose diamond salesman 
















to represent us in the southwest 











Nationally known, progressive diamond house has well- 
established territory, ready to take over and expand further. 
Headquarters would be in Dallas. Sales efforts would be 


throughout the entire Southwest. 


The right man for this job is an unusual salesman, qualified 
in every way to fulfill the requirements of an exceptional 
opportunity. If you believe you are the man, please write us 


in confidence, outlining your experience, background, etc. 


een 


|e A-2024. Jewelers’ Circular-Keystone, 100 East 42nd Street, New York 
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SULP URED 


THAT WINS 
AGCLAIM 
EVERYWHERE... 


LEN 
ppruMgorig, 


Only GLEN gives you high quality 
precision made bands at 


incomparable prices. 


+200 — 1/20 10 kt. gold filled top — stainless steel back. 


=600 — 1/20 12 kt. gold filled top — stainless steel back. 
=700 — 1/20 10 kt. gold filled top — stainless steel back. 


=450 — Stainless steel top — Stainless steel back 


Sold through wholesalers only. 


GLE JEWELRY COMPANY, INC. 
22-14 40TH AVE., LONG ISLAND CITY 1, N.Y. 
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Next month, Phe Watchmakers of Switzerland 
will inaugurate the most consistent, powertul 
national advertising campaign ever planned, to 
build the reputation and prestige of Quality 
Jewelers everywhere. 

Here, in the following pages, you will see the 
first of these advertisements promoting YOU, 
the Quality Jeweler. 


All of them will contain the same mayor 
idea: That Quality Jewelers like yourself are 
the experts to see jor skilled, specialized service 
and advice in the choice of gifts. 





YOUR SLOGAN: FEATURED IN ALL OUR ADVERTISING . . . 
“For the gifts you'll give with pride—let your jeweler be your guide” 


OF SWITZERLAND 











This is the Number One Advertisement 





in the new Watchmakers of Switzerland 
Campaign to feature YOU, the Quality Jeweler. 
Note how you dominate the headline! 


Here’s how the Watch Fashion Parade ties 
right in with the Quality Jewelry Story! 
Sixty million people make up the audience 
for this persuasive tull-page message! ‘lo 
build extra traffic, it points up the national 
jewelry store promotion— The Watch Fashion 
Parade (Oct. 25 - Nov. 10). And, above all, it 
promotes good will tor Quality Jewelers every- 
where, and for the fine Swiss watches they sell. 
With proper planning, you can make The 
Watch Fashion Parade lead customers right 
to your store. Follow up this quality advertis- 
ing! Build eye-catching windows around your 
many types of fine Swiss watches! And sell wp, 
with your famous, customer-catching booklet, 
‘The Inside Story of the Fine Swiss Watch.” 
It adds conviction to your selling—and estab- 
lishes you as a specialist—a Quality Jeweler! 























Here’s how it pays to sell UP—as only a quality 
jeweler can! You achieve more than higher profits 
on cach quality-watch sale. You gain more satisfied 
customers, too—and you win the trust and respect 
of your community as a quality merchant. And that 
means not only during ‘The Watch Fashion Parade 
—but throughout every month of the year! 


Twin Selling Ideas 


lake a good look at “your” advertisement on the 
opposite page. Its format will soon become familiar 
through over half a billion reader-impressions the 
campaign will make. Phe twin selling ideas it fea- 
tures (Duy a quality Swiss watch, deal with a Quality 
Jeweler) will be driven home to readers for the next 
solid year. 





For the gifts you'll give with pride, let your jeweler be your guide 


+ 
Why only a, eweler 


can help you choose a fine Swiss watch 


Your jeweler is an expert who knows the inside story 
of all watches. With his knowledge and ability, he can 
tell you the quality differences between a fine jeweled-lever 
Swiss watch and an ordinary watch. He’s best qualified 
to help you choose from a wide range of types and 
styles. And he'll give you his assurance that any fine 
Swiss watch can be serviced economically and promptly. 


No wonder 7 out of 10 jewelers wear fine Swiss watches! ae 
See NS 


nai ;, i oaalreat see The Wate shi —"s 95- 
The Watchmakers of Switzerland See The Watch Fashion Parade, Oct. 25 


Nov. 10 at your jeweler's. \sk him to show you 
“The Inside Story of the Fine Swiss Watch.” 
FEDER, 
> » 


TIME IS THE ART OF THE SWISS 


©1951 Swiss Federation of Watch Manufacturers 





This new, full-color “exploded watch” chart 


works two ways for you! 


ine Swiss Watch 


Behind the Dial of the F 


epeeteeb et? b Loe 
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It’s a selling-up help to use in explaining the quality 
story behind every fine Swiss watch. 


And it’s a repair department demonstration chart, 
too, that lets you show your customers the impor- 
tance—and accuracy—of good watch repair. 


Designed and prepared by experts, this two-sided 
am . s ] 
Repair is important, too! 


For profit, for prestige, keep promoting your “Off- 
cial Swiss Watch Repair Parts Program.” Every time 
your repair expert—working with the help of the 
Program —demonstrates his craftsmanship to your 
customers, your reputation tor guality service grows! 


Every day, more and more people are looking tor this 
“Quality Jeweler” Decal shown below. So be sure 
that yours is prominently displayed. It tells cus- 
tomers that your store gives quality service with 
Official Swiss Repair parts! 




















The WATCHMAKERS 
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counter chart clearly shows all parts of a fine Swiss 
movement. Keep it on your counter during The 
Watch Fashion Parade as an attention-getter, use 
it as a sales-maker. Remember to tell your customers 
that the wondertul fashions in watches are based on 
the great variety and types of precision-made Swiss 
movements—yust like the one pictured above. 








OF SWITZERLAND 
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Smart looking . . . personalized I & R emblematic men’s 
jewelry offers a combination that’s hard to beat. 


Men take pride in their appearance and in their fraternal 


membership . . . and I & R’s creations are perfect answers for 
both these “reasons to buy.” Finely made, top-quality, stylish 
accessories . . . with that desired attractive emblem providing 


the sales clincher. Available in a wide assortment of lodges and 
civic Clubs . . . beautifully boxed individually or in sets. 


ORDER... DISPLAY...SELL... 
Emblematic Jewelry by | & R. 





Trade Mark 


RUSSELL COMPANY 


Emblems Since 1861 ... Through the Wholesaler 
CHICAGO > PROVIDENCE * SAN FRANCISCO 
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Feature these 
Tested, Terrific, Top-Traffic Building 


Promotion Specials by 


LAN | 


AMERICA’S GREATEST 





DIAMOND RING VALUE 


@ Full Cut Center Stones 
Cut and set the exclusive BERLAND way to 


look far larger than their actual size. 
@ Carefully Selected Side Diamonds 
@ Smart, High-Style Mountings 


@ Certificate of Insurance and Guarantee FOR SPECIAL 
PROMOTION 


=5300 
, S 
Faceted Top Setting ° | fo ee 


@ AMAZINGLY LOW PRICES 


to bring customers | 
your store! Full cut center diamonc 
gleaming, faceted-top setting — xg 
cately chased design. Your greates 
pbromotion-special by BERLAND—Ame! 


{ ; Vaiue 
ica § Greatest Diamond Ring 


A miracie value 


int 


JOSEPH BERLAND ” Manufacturing Jewelers, Diamond Importers since 








il prices subject to 
hange without notice. 
ystrations enlarged for 
etter detail. 








=6938 
1] elfelaate}ate ks . 750 the set 


Exclusive ‘‘Needlepoint’’ Setting 


=6933 
| are lTelaatelarer: 


°72.50 


the set 
Exclusive 
‘““Semi-Needlepoint’’ 
Setting 


West 48th St., New York 19, N. Y. 


=6939 
ie lrelaatejare ks 


°39 


the set 
Exclusive 
Needlepoint’ 
Setting 


yu NIVMay, 
S ——— 


——— 
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Cluster | 
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TO KEEP THE eyzs Vl 
CUSTOMERS COMING... 7 3 
SALES-TESTED MATS 

WITH PLENTY 

OF SALES PUNCH! 


Write for your set of these 
result-getting ads. 
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... But we’re mighty proud of the 45 leading 
jewelry wholesalers who have been appointed 
distributors for the new Seth Thomas line of 
fine watches. 


And of course we’re proud, too, of the quality and 
value of Seth Thomas Watches. Once you’ve seen them 
you'll know why we feel they’re headed for the best- 
seller list. Cased and timed at the Seth Thomas factory 
at Thomaston, these 17-jewel beauties retail in the 
fast-selling medium price field. 


Your Seth Thomas Watch distributor's salesman will 
be visiting you soon. Don’t complete your purchases for 
holiday selling until you see the style and value Seth 
Thomas offers you. 


>. 
yf “We, 


A 
ve 
Qe 


The newest in fine watches 


Seth Thomas Clocks veer 
by the oldest name in time 


Thomaston, Conn. 
Division of General Time Corp. 
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SETH THOMAS WATCHES 
Authorized Distributors 


Benjamin Allen & Co. 
Baldwin-Miller Co. 

J. B. Bechtel and Company 
Biggard and Company 
Blustein Company 
Boas Sons Ltd. 

Emil Braude & Sons 

H. W. Burdick Co. 
Butterfield Brothers 

S. H. Clausin Co. 

A. Cohen and Sons 
Edwards & Co. 
Eisenstadt Manufacturing Co. 
J. Engel and Co. 

A. H. Ficken Co. 
Freudenheim Brothers 
Gerwe-Brown Co. 
Henry Ginnel & Co. 
Simon Golub & Sons 
Gorenflo Company 

A. |. Hall & Son 

B. M. Hammond & Co. 
Heyne and Groves Inc. 
H. O. Hurlburt & Sons 
A. C. Kuesel & Son 

A. F. Long Co. 

M. A. Lumbard Co. 

L. Luria and Sons, Inc. 
Lyles-Van-DeGrazier Co. 
Maschmeyer-Richards 
Mayer Brothers 
Morgan and Allen Co. 
New Jersey Jewelers 
D. C. Percival & Co. 
C. B. Peterson 

H. Polner Inc. 

E. W. Reynolds Co. 

E. H. Saxton Co. 

J. J. Schmukler & Sons 
J. A. Silver 

Standard Jewelry Co. 
J. L. Teeters & Co. 
Albert Walker Co. 
Wallenstein-Mayer Co. 
Thomas B. Wilson Co. 
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Two Seth Thomas Sales Builders 


I. A sure-fire seller 
to spark your fall season... 
The New Belwyn 
























B el Tb | 

° ° °.° OAL 6 yy | Ss 
Never before an electric alarm clock offering such exciting 
features and outstanding value. Look at these selling fea- - a a 
tures of the beautiful new Seth Thomas* Belwyn: . , .. 


Strikingly designed one-piece, solid hardwood case | fe > C2 , 
Styled for modern or traditional décor a r ite. Wena 
Maple, blond or mahogany finish . in rhs MLECTRIC METH pets se apy 


HE I OR. Waas Ry 9 
, | k 
Self starting—pleasant bell alarm : : HOW vipa, etm 


WY4) 


{}) OR mip) 


aAIAY 
Med 


Easy-to-read dial. Plain or luminous 


Featured in full-color ads in Ladies’ Home Journal 
and Better Homes & Gardens, September, October, 
November—write for Free mats 
Order the Belwyn 6 assortment and receive the sales- 
building permanent type display stand FREE of extra charge. 


The full profit Belwyn 6 assortment includes 6 clocks— 
one each in blond, maple, and mahogany finish, with plain 
dial, to retail at $8.95 and one each of the same finishes 
with luminous dial to retail at $9.95. (plus tax) 

*Reg. U.S. Pat. Off. 





<n ne 
SA 


2. New little clocks 
with big gift appeal 





Perfect for last-minute gift purchases, these novel key- 

—— | wound alarm clocks mean extra value to your customers, 

a 3 extra sales for you. These little clocks have the selling 
on . features to open new markets for you. 


ene Go ees aS 


Ideal for home—for travel—for gifts 


Jeweled movements with positive alarms 
Luminous dials and hands 
New and unusual, multi-use features 


Full-color ads in Ladies’ Home Journal 
and Better Homes & Gardens at Christmas to tap 
the huge gift market 


The clever, colorful merchandising display is included 
FREE of extra charge. The Giftrix assortment consists of 
8 clocks; 2 Classmates retailing at $14.95 each; 4 Prims 
oe rey to retail at $13.95 each; and 2 Perts to retail at $14.95 
| each. (plus tax) 
(top | to r) PRIM out of case; PERT white 
and black; PRIM in case; (lower | to r) | 
CLASSMATE in case; Roman dial; CLASS- | 


MATE out of case, Arabic dial; PRIM with 
case. 


If you have not received your copy of the new Seth 
Thomas catalog, write us. 


SETH THOMAS CLOCKS 
Thomaston, Conn. 
Div. General Time Corp. 


i a a tr Fab. 














(Prices subject to change 
without notice) 


eth The nak 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
ATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE »- NEW YORK 19, NY. 


| CATALOGUE SENT UPON REQUEST } 
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New and Beautiful Addition 
To the Growing WED-LOK’ Style Selection 


% 





““\. Diamond Ensembles by GRANAT 


/ ia, 
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f ' ~ 
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WED-LOK* ensem- 
bles always display 
the loveliness of their 
design and full-view 
diamond beauty be- 
cause they lock in 
perfect alignment. 





Set shown, 
$250 retail 
(enlarged to 
show detail ) 





OTHER RINGS that can slip, 
turn and separate lose the ef- 
fectiveness of their design as 
well as of their full diamond 
beauty. 





Jue delicate, romantic 
beauty of the new Lily of the 

Valley series is never, never marred 
because of shifting, twisting rings. These 
exquisite matched rings are always aligned perfectly 
because Wed-Lok* ensembles lock together easily yet 
securely, unlock instantly whenever desired. Granat 


Tempered White Gold* Mountings (not cast), specially 
processed for remarkable strength and resistance to wear, 
assure longer ring life and maximum diamond security. 


Send now for specially prepared Lily of the Valley adver- 


tising mats, yours without charge! Oh } GA 
anifacdubing omy 


* 
Lily of the Valley ensembles retail priced 
from $150 to $350 the set, including Federal tax. Matching 114 GEARY STREET 


groom’s ring, plain or diamond-set. SAN FRANCISCO 8, CALIFORNIA 





*TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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9 LEADERS 


featured in the 
NEW ECONOMY 
LING 


GOODMAN 


DIAMOND SCOTTISH RITE RING 


No. 52250 $5 6°° 
KEYSTONE 


Yellow and white gold mounting 
featuring generous diamond... die 
struck, enameled shank. A ring that 
affords the jeweler a good profit. 


it .< - 4 SF... ? 
akiaciee: oy ee oe DIAMOND EASTERN-STAR 


No. 5226D a LS. 
$5 350 ret 7] weeny as No. 3030C€ $ 28° 
KE GEE NS KEYSTONE 
KEYSTONE , ge WEF 4 | : 
, . 7 Features a genuine cut cen- 


Ty \e j ter diamond complimented 
by surrounding hand enam- 
eled pointsin authentic colors. 


Large diamond set 
10k yellow and white 
gold mounting. Die 
struck, finely enameled 


Jalonal @ 


Mahers of Fine fewely Since 1904 me 


INDIAN APOLIS, 4 IND. 


GOODMA 


42 W. WASHINGTON ST., 
TRI 
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ETERNA-MATIE 


THE FIRST SELF-WINDING WATCH WITH A BALL BEARING 


The ultimate achievement in modern 

automatic watchmaking...the ETERNA * MATIC 
winds itself noiselessly and constantly because it 
is the only watch that contains the exclusive 
minute ball bearing mounting. 

Waterproof*. ..shock-resistant ... non-magnetic 


direct-sweep second hand...40-hour time reserve. 


Write for booklet showing complete assortment. 


°° Look for the ETERNA* MATIC symbol on the dial 


NEW ETERNA-MATIC “GOLFER” 
IDEAL FOR ACTIVE SPORTSMEN 


Winds as you walk 
no danger of shock 


The revolutionary new 


t= a Sry 


watch with a fascinat- 
ing transparent back. 
The ‘“‘second” watch 
every man needs and 
wants! Handsome 
brushed finish stainless 
steel case, gilt stick dial. 


Waterproof*. $71.50. 


Prices include Federal Tax 


“The Miniature Self-Winding Watch For Ladies”...107BC-1195 and 107B-1195 
---in steel, $71.50; 14K gold-filled, $71.50; steel with gold top, $110.00; 14K 


105BDT-1247 in waterproof* cases: steel, $71.50; 14K gold-filled, 
gold, $175.00. 105BDT-1198 in waterproof* steel, $71.50; in 14K gold, $200.00. 


$95.00; 14K gold, $245.00. In non-waterproof cases: 14K gold- 
filled, $71.50; 14K gold, $180.00. 113R-1248 in steel, $95.00; in *Waterproof models guaranteed to remain so provided 
18K gold, $300.00. 107BDT-1247 waterproof* steel, $71.50; “De they are serviced by an authorized Eterna dealer. 


Luxe” applied dial as shown, $95.00; steel with gold top, $125.00. ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 
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don't trust 
your naked eye 





Boney 
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Let Your Own LOUPE rN 4 
prove the PERFECTION of L Oup e~ tested 


LOVE BIRD \DIAMOND RINGS J 


Would you rely on your naked eye 


to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 


is carefully loupe inspected to guarantee diamond 
perfection. An unconditional] guarantee, without 


evasion, certifies this exceptional quality. 
Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 




















ates ohne 


Re oe, of other thousands of jewelers who are now successfully 
ewes wy and profitably selling LOUPE-TESTED LOVEBIRD ‘ 
or Diamond Rings. Franchises are still available. 


’ INC 


630 FIFTH AVENUE. NEW YORK 20. N. Y. « 
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VALE ae, 


FAILLE CASE 

TRIMMED IN YELLOW 

GOLD COLOR BECOMES A 

FASHIONABLE LADY’S 

HAND BAG WHEN PAD 
IS REMOVED 


MEJ)ANA 


"er He bes So Much lr So Lite 


a 
‘ 


The Hollywood 
4 PIECE 
WATCH ENSEMBLE 


Here’s another Medana scoop! Unique and irresist- ° 

ably appealing, this glamorous simulated Ruby and Reta i 5 Fo r 
Rhinestone set, in yellow gold color, is packed in 

an attractive fabric case that doubles as a fashion- Ry 

able handbag. Sure to ring the bell with your 

customers . . . helps ring the bell a lot oftener on Phas 


your cash register, too. Fed. Tax 
"34 

on ce ye 
Advertising MATS FREE Se i, 


Powerful selling aids in 2 col. x 10” and 4 
col. x 10” mats sent upon request with order. 


LOUIS AISENSTEIN & BROS., Inc. 


16 E. 40th STREET 


"OR SEPTEMBER, 1951 


NEW YORK 16, N. Y. 
























@ LiL MOUNTINGS MAGNIFY SIZE, 


BEAUTY AND BRILLIANCE OF ALL SIDE DIAMONDS 


SOLD ONLY THRU AUTHORIZED | | | 
WHOLESALE DISTRIBUTORS FROM 300 PER CARAT UP TO 3 CARAT : 





j 


FREE NEWSPAPER MAT SERVICE ror retainers AVAILABLE THRU THEIR DISTRIBUTORS | 


REPRESENTATIVES: 












7126 WEST 46th STREET — 


THE JEWELERS’ CIRCULAR-KEYSTONE 


MANUFACTURING CRAFTSMEN 
OF ENHANSET 
RING MOUNTINGS... 


: ° A. W. (Patty) Cohen 
a , Arthur Goldstein 
| ° A. B. Grodman 
“he 


Irwin Goldstein 


Chet Mandelbaum 





ee a ee ee " 











certain 
few 
particularly 
fascinating 
and 
exclusive 
timepieces 
like these 
will 
definitely 
add 
distinction 
to your 


entire 

watch 
collection 
and increase 
profits 





Write for 
dealer information 


The Henri Stern Watch Agency, Inc. 
987 Fifth Avenue, New York 17, N.Y. 


© H.S.W.A. 1951 
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GENEVE 





Your money's worth in a fine watch 


€ Fi-COMPAX 


One of the most versatile watches 
in the world for accurate time- 
keeping and precise timing . . 

gives second, minute, hour, day, 
date, month and moon phases. A 
1/5 second stop-watch with 30 
minute register, 12 hour recorder 
and a tachometer scale. 17 jewels. 
In 14 Kt, gold $225; in stainless 
steel. $150 FTI 


¢ Liiliio-COMPAX 


It is am accurate 17-jewel time- 
keeper which features a pulsometer 
that automatically computes 
patient’s pulse rate; and a 1/5 sec- 
ond stop-watch with 45 minute 
recorder for precise laboratory tim- 
ing. In 14 Kt. gold $140; in 
stainless steel. $90 FTI 


 €MONODATE 


Gives accurate time and date at a 
glance. Luminous dial, sweep sec- 
ond hand. 17 jewels. 14 Kt. gold 
top, exceptionally strong stainless 
steel case. Shock and water-re- 
Sistant, impervious to the most 


extreme climatic changes. 
$110 FTI 


& He00-COMPAX 


A fine timepiece that, in addition, 
is invaluable in determining ground 
speed, time between check points 
and for precision instrument fly- 
ing. 1/5 second stop-watch with 
12 hour recording and “time out”’ 
feature, also tachometer scale and 
special hand set ETA dial. 17 
jewels. In water-resistant stainless 
steel case. $90 FTI 





€ Hiin-COMPAX 


An accurate watch with specific 
features for film and television 
script writers and producers in 
timing moving picture film, and 
for photographers in precise color 
and development work. 35 mm 
and 16 mm scale. 1/5 second stop- 
watch permitting intermission 
stops. 30 minute footage recorder 
dial, 12 hour recorder dial. 17 
jewels. In stainless steel. 

$110 FTI 
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of Printéss 
REGISTERED-INSURED 


Diamonds 


S Ht. Clausin & Co. 


DISTRIBUTORS of Princess REGISTERED-INSURED DIAMONDS 
MINNEAPOLIS ‘ SALT LAKE CITY ‘ SPOKANE 




















THE JEWELERS’ CIRCULAR-KEYSTONE 


















ip - a 
Be brage 














aocxs vy DE BIUCE 


When they ring or chime 
or say Cuckoo 
they all sing 


PROFITS TO YOU 



















—-#K24 TRAVELLING ALARM CLOCK. 7-Jewel Folding clock in 
- genvine leather case, small enoug to pack easily; lorge enough 
‘for easy view on hedside table. 

4 1900 POCKET ALARM WATCH. A thin 7-Jewel pocket watch, 
with easel back so it stands upright on desk or table. Luminous dial. 
ANNIVERSARY CLOCK. (400 DAY) Revolving pendulum, requires 
winding only once a year. 1254 inches high, 7% inch base, under 
glass dome. Case and pillars in polished brass or ivory enamel; 
two-tone silver dial with embossed figures. 

CUCKOO CLOCKS. They cuckoo every half-hour and call the hours 
on the hour. in various designs and sizes, all at new attractive prices. 
#1930 DESK ALARM CLOCK. A popular modern design in chrome, 
copper, or copper and chrome combination. Jewelled movement; 
radium dial and hands. 








DE BRUCE CLOCK DIVISION OF 


WALTER KOCHER & CO., 15 West 57th St., New York 19, N. Y. 
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GLOBE OFFERS YOU: 


1. VARIETY—the largest selection 
/ of castings in the country. 

2. BEAUTY—and exquisite work- 
manship by skilled jewelers. 
3. QUANTITY—more castings at 

a low cost. 

4. RAPID SERVICE—to accom- 
modate discriminating manufac- 
turers. 

5. QUALITY—the feature distinc- 
tion of Globe's castings. 






















Globe's know-how in the art of producing 
fine castings, original designs, and smart 
styling gives you a large and varied line 
of over 5,000 models for you to choose 
from. 


Illustrations shown above are but a few 
of the many handsome men's rings and 
other beautiful styles of castings which in- 
clude Bridge rings, Fancy rings, Cocktail 
rings, Ensemble Sets, Ladies’ and Men's 
stone rings, Signet rings, and many types 
of Wedding rings. 

Inquiries from manufacturers and whole- 
salers are solicited. Send for our attrac- 
tive catalog. 


DO NOT ENCOURAGE PIRACY IN CASTINGS. 



















GLOBE RING COMPANY “Sete <au 
81 WiILLOUGHBY ST. BROOKLYN 1, NEW YORK : 
CREATORS OF ORIGINAL CASTINGS 








THE JEWELERS’ CIRCULAR-KEYSTONE 








All dressed up 
and ready to GO 
WwW 


This expansion band — by Jacques Kreisler — is the 
perfect companion for a fine wrist watch. Its simple 


beauty enhances the dignity of the timepiece. 


To display and protect this band — to give it real 


sales appeal the Jacques Kreisler Manufacturing 


Corporation chose a set-up hox by Dennison. 


This black and gold swing-back display package is 
fitted with a pad of lustrous green rayon. It harmonizes 
completely with the band draws direct attention to 


the product. Open or closed, this package suggests 


quality, distinction and good taste. 


Dennison has been designing and manufacturing 


paper set-up boxes for |O7 years. If you want a prac- 


tical, economical package — designed for your product 


— designed to make sales — look to the leader. 


Call the nearest Dennison office or write Dennison 


Box Division. Marlboro. Massachusetts. 


‘Rele] Gaile 


Dennison 


FOR PACKAGING THAT CONFIRMS 
THE VALUE OF YOUR PRODUCT 























Womens Expansion, Beniation 8 
Round the Clock ! 










TANGO 
3F191 $7.75 (FTL) 


A gleaming achievement in ul- 


tra-modern sophisticated beauty, 
with "'Spring-A-Tach’” Ends*. 














JEWELBAND 
3F301 $11.50 (FTI) 


Ornamented with sparkling 
simulated stones to make . 
any timepiece a showpiece. 


"Self-A-Tach” Ends*. 
Onde. Now Trough Your, Whataaln 


*Enable customers to change bands 
quickly, easily without tools. 







CO., PROVIDENCE 3, R. I. 








NEW 
VULCAIN 
"VICTORIA" 


NEW 
VULCAIN 
“"victTo R” 


Squarely modern, # | » Combining traditional f | 
superbly smart for & | = — and modern lines in TEM 
dress or sports wear. 3 : | —- 
Raised gold nee 
acest. new design concept. 


numerals. 14K ee gee 
gold, 17 jewels. 14K gold, 17 jewels. 
wnetail $132.50t S | Retail $180.00t 
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New Revised Edition 


THE STERLING FLATWARE PATTERN INDEX 


Actual size of book, 
73” x 9", 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 


manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 
for identifying patterns to be matched—and leaf form, making it convenient and econom- 


f published 


for making selling suggestions to customers. ical to insert revisions as they 





It contains, under one cover, full-size illustra- periodically. / 
tions of more than 1300 sterling flatware pat- ; — , 
mage ; 5 P In daily use by jewelers everywhere, this book 
terns—active, inactive and obsolete patterns. - a 
has proved its value as an essential reference 

Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. 








With binder .$20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00. 
Prices subject to change without notice. 


All books are sold remittance with order. 
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100 E. 42nd St. ‘ts New York 17, N. Y. 
A CHILTON _ 
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The CERTINA EA line of timepieces, like 
every form of masterpiece, will not be rushed. 
Beauty of the perfection which is the ideal 

of CERTINA EA, is the result of a creative 

and painstaking effort. Our stylists are artists 
who will not settle for anything less than 

the inspired. Perfection takes time. Because 
CERTINA EA will make no compromise 


to achieve its goal of imaginative perfection 


available. When it does come...and that 
CERTINA EA will be 


everything you have a right to expect of us. 


will be soon... 


It will surpass—in style, quality and value— 


| Cortina EA 


in styling, the line is not yet completely 


to create the 


unsurpassed 









a Se ae tae ee Ge oH 


























all previous concepts of excellence in 


the watchmaker’s 
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Certlina A 


Ilinois Watch Case Co., Est. 1888. Mokers of world-famous 


Chain Amorican compacts, cigarette cases, lighters, dresser sets 
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As Advertised in September Ist Issue of Vogue. 


Even a Rajah’s ransom would look paltry beside these 


Su thh feginnd of Pailin. 
mammoth pear-shaped stones. Set in gleaming Gada y- rhe 


rifanium in gold or platinum finish. | R f ‘AR 


Design Patent Pending Not suthentic unless stamped on the hack with the name Trifari 
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VE CHARACTER WATCHES 


front 


sak 













DICK TRACY WATCH Li‘L ABNER WATCH Li‘L ABNER POCKET WATCH TEXAS RANGER WATCH COWGIRL WATCH 
His automatic ‘shoots’ 120 U.S. mule head actuallynods = The entire Yokum Family in Fast shooting western hero. For the girls who love adven- 
times a minute! 120 times a minute! brilliant colors. Gun really ‘‘shoots’’! ture western style. 
* . . 5* 95* 
retoil 5% retail §* retail 4s0 retail 6° retail 6 








PEM 


MEN’S WATCHES 





THE VANGUARD SERIES 


Three truly water-repellent and shock resistant 
watches! Priced to tap the mass market! Luminous © 
dials, sweep second hands — all the wanted fea- 
tures once found only in higher priced watches. 


THE VANGUARD— VANGUARD “SPE- VANGUARD CALEN- 
America's lowest priced CIAL” —Deluxe edition DAR — Recording regis- 1 
jewelled water-repel- — brilliant finish—a su- ter automatically indi- ALSO SEE NEW HAVEN S 95 


lent, shock rest 1095" perb watch in its field. 125° cates day of ane : 1395" SPORTSMEN’S SERIES from retail 
reioi 


retail 


POPULAR SELLERS 


watch. retail 


4 PRO 
















GEM ALARM-Caoses in PRINCESS JEWEL BOX PEDOMETER — Unusval 











ALARM Opens cleverly beautiful decorator col- —Dainty jewel case and gift — records distance 
just like a book. De- ors with tinted dials... clock in assorted colors. walked up to 100 miles. 
pendable time hooper. 1095” Aqua, Brown, aaa 595° ve 735" ad B95" 

4 a \, & e.. Y ‘ e ee 
plus- Greatest Ad Campaign in New Haven’s History! 
Full page 4 colors — Saturday Evening Post, 

_ Half page Fortune Magazine—20,000,000 readers. 
| _...L'imed to help you make sales 
and make profits! f 
... that’s why New Haven will do the business for Xmas 1951 
. The NEW HAVEN CLOCK & WATCH COMPANY 
NEW HAVEN 4, CCNN. 
aa THE RIGHT TIME #y SINCE 1817 
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Premiere of 
Rsciei bY scumpr 





ee: 


é # 





Starring in 
Republic Pictures Tomorrow's Design Today! The creator of the famous H-Link, George 
. ) | ve 
The Sea Hornet Schmidt, presents the appealing RISLET. A first for men only... 


in the World Premiere Showing of a completely different bracelet for men 
everywhere. Distinctive Rhodium finish on Sterling Silver . . . masculine, 


luxurious for the man in uniform and civilians. The nation’s newest volume 


sales creation. Order RISLET by NOW! Jobbers Only. $12.00 Retail Keystone. 





Available in 


9-10-11 Links 


GEORGE SCHMIDT MANUFACTURING, INC. 








716 East 14th Street 
Los Angeles 21, California 
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OVER 60 
MILLION 
PEOPLE 


are looking at the National 
Advertising of 


CALVERT WATCHES 


in these 7 large-circulation 





magazines 


SATURDAY EVENING POST 
COLLIERS © NEWSWEEK 
ESQUIRE @© REDBOOK 
AMERICAN MAGAZINE 

COSMOPOLITAN 


A great many of these people live in 
your town and come into your store. 
They know Calvert. 


YOU SHOULD KNOW MORE 
ABOUT CALVERT WATCH... 


QUALITY 

PROMOTIONAL AIDS 
PROFIT PROTECTION 
CONSISTENT ADVERTISING 


Write to the nearest CALVERT Watch 
Distributor whose name is listed here 
and ask for the facts that mean more 
watch profits for you. 
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EXCLUSIVELY 
DISTRIBUTED BY 


I. ALBERTS’ SONS, Inc. 
Boston - Syracuse 


BALDWIN-MILLER CO. 
Indianapolis 








S. H. CLAUSIN & CO., INC. 


Minneapolis - Spokane 
Salt Lake City 


EDWARDS & CO. 
Kansas City, Missouri 


J. ENGEL & CO., INC. 
Baltimore 


THE GERWE BROWN CO. 
Cincinnati - Dallas 


A. C. POSSIN CO. 
Milwaukee 


E. W. REYNOLDS CO. 
Los Angeles - Phoenix 
San Francisco 
Honolulu 


















PPS S 








681 FIFTH AVENUE, NEW YORK 22, N. Y. 
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ERE’S that once-in-a-lifetime promotion .. . 
H. two prominent authorities the whole world 
knows and respects now tell the world about 
Carvel Hall Cutlery. Emily Post says it’s socially 
correct. Duncan Hines uses it in his own home. 
What more could you ask? 


Emily Post, : | Good Housekeeping, Better Homes and Gardens, 


House and Garden, House Beautiful, Ladies’ Home 


Duncan Hines and | q Journal . . . they all carry “‘stopper”’ ads to boost 


your sales of fabulous Carvel Hall Cutlery in the 


_ most fabulous cutlery promotion ever seen. 
wool de | , And, only famous Carvel Hall offers a lifetime 
: service guarantee, three handsome handle styles, 





over 60 different sets! You can’t afford to miss 


CUTLERY stocking up—and tying in! See your cutlery 
/ jobber. Cuas. D. BrIppDELL, INc., Crisfield, Md. 





FINE CUTLERY VF 
by Briddell NE” ganar 


Good Housekeeping 
2°” 45 anyrarise ena 
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wte7’ works not on one but two 


watchmaking miracles! 





The 


Suter Duamatic 


to retail from $497 5 


ana 








A REPAIR MANUAL AN AUTOMATIC MOVEMENT 
THAT'S EASY TO USE! THAT’S EASY TO REPAIR! 


One of the rarest things in the watchmaking trade is a simple, effective repair manual. 
Equally rare is a fine automatic movement that’s easy to repair...and now Suter 
offers them both! The manual is as simple as any yet devised—anyone can under- 
stand it! Fully detailed and clearly illustrated, it eliminates all unnecessary difficulty 


from watch repairing ...and as a special Suter service, it’s yours absolutely free for 
the asking! 





The Suter Duamatic movement features complete rotary, friction-free winding for 30% 
more winding power...and greater accuracy with the automatic screw regulator! 
So for two miracles of modern watchmaking, see Suter’s Duamatic movement... and 


write for your free copy of the Suter Duamatic manual! (Bey 


Duamatic 













t 
g Departmen 
THE SUTER WATCH Cc 


: N.Y. as 
527 Fifth Avenue, copy of the Suter 


OMPANY Advertisin 
17 


i al. 
Duamatic Repair Manu 








Please send me 4 FREE 








Name 


Address nnn 





REPAIR AND GUARANTEE SERVICE 
535 Fifth Avenue, New York 17, N.Y. 


The Suter Duamatic is available through the distributors listed below: 
Albert F. Long Co. Inc. Moore-DeGrazier Co. Inc. Acme Watch Co. 





Thos. B. Wilson & Co. Inc. Woodstock-Hoefer Naef Watch Co. Inc. 
Colorado Bldg. Akard St. at Wood 448 S. Hill St. 627 First Ave., No. Watch & Jewelry Co. 535 Fifth Ave. 
Denver 2, Colorado Dallas 1, Texas Los Angeles 13, Cal. Minneapolis 3, Minn. 18 East 11th St. New York 17, N.Y. 
Kansas City, Mo. 
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a new product is created of such outstanding 
quality of design and construction that others 


in the field are shaded by comparison. 


The Jewel Case line of boxes establishes a new 
eee ONCE in a while standard for fine jewelry settings. These 

sleek, modern packages will compliment your 

styles and fashions ... and their ultimate success 


lies in the increased salability of your merchandise. 








Why not contact us for samples and information 
on our surprisingly low prices... now, while 


you re thinking of it. 





De 


Re SSF 


JEWEL 
CASE 


CORPORATION 


349 HUNTINGTON AVE., PROVIDENCE 9, R. I. 
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YOUR BEST BUY 


THE ONLY BRACELET OF ITS KIND IN THE WORLD hee 
APEX TRADE MARK REG EXPANSION aT aye} 


av. 
No. 031413 __ Retail Price 13.95* 
7 BRACELETS Sa 
— ie Ey Tek - y, t | 
= | von 
4 
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Superb expansion bracelets and identa- FEATURING 


bracelets with the inspired air of luxurious @ 4-WAY SUPER-CUSHIONED SPRING ACTION No. D31513_ Retail Price 13,95* 
@ NEW SNAPOMATIC* UNIVERSALOK* ——————————— 3 

‘ i EASY-TO-ATTACH ENDS ——— 

transform the simplest watch into an exquisite @ 1/10-12K GOLD FILLED TOP —h' | 

article of jewelry ... all designed with the fa- STAINLESS STEEL, NON-CORROSIVE BACK 46 AS er fa whee 

mous 4-way, super-cushioned spring action @ FULLY GUARANTEED MT 

that makes them the finest, most flexible, most @ ATTRACTIVELY GIFT-PACKAGED 


comfortable expansion bracelets ever created! *PAT. PENDING 








sTRETCHES 4) WAYS FOR COMFORT ALWAYS! 














- glamorous watch bracelets that’ 
beauty... 9 = 


TY ca ; # SO hs p? 4 
ry Sey 


4 \¥ 





é _ y { i = 
No. D31613_ Retail Price 13.95* == 






All Styles Available with Yellow, 


White and Pink Gold Filled Tops PEE TL hs a 
TS NEW TN YL = SILVER IDENTA PLAQUES == 





No. 11413 


. 2 Seo | Snapomatic Universa- 
Retail Price Some 





: ERE Y Ga lok Ends Snap onina 
12.95* - * , Jiffy and Stay Securely 







No. 11513 1 | 
Retail Price Ys oO ct? 


. 
. . * 
=". + 0" 8 « 






FLEXIBILITY 3 
NEVER BEFORE Smart 
ACHIEVED —_ 








No. 11613 
Retail Price 










-* 





: -. , 3 + q : q 3 . 3 . * a Pe, eo peers ; 
DESIGNS PATENTED \ : . ¥ ; .= eee Retail Price 






13 3 gg 9 oe ] 2.9 5 * 


No. 11513SL 
Retail Price 







Prices Subject to Change Without Notice 







No. 116173SL 
Retail Price 






BS 


a = =§=6No. DW31413 
Retail Price 


13.95* 


No. DW31513 
Retail Price 


13.95* , 
\ 


Maj aG ) = ae No. DW31613 Ns 
ee | 2 ———— = — a 3 2 q Retail Price « 
Rigen 8 oem ete are eee s Ls ALL PRICES 


13.95* 
. <a Si Also Available with Ms 9 5091: 
alana SNAPOMATIC UNI- Md4°)2-7-¥1 


UM MTT ICTS EDIT Me velit 4 VERSALOK ENDS. TAX 




















MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


Esre NC. 


--—--— - >" 
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The Mark of  ¥E 


(raffsman,. 


Means Fine Leather Bilffole 



































Wows 


THAN ANY OTHER 
MEN’S BILLFOLD 


ie om 
Pe. 3 
Me 





REMOVABLE 
§ 


Seamless construction 
Removable passcase 
8-way see-through 
windows 

Hid-N-Fold Secret Pocket 
Special pocket for stamps, 
cards 

Spare key pocket 
“Floating Action"’, exclu- 
sive ‘‘stay-flat’’ feature 
Wide range of leathers, colors 
Choice of pigskin, saddle 
cowhide, English morocco, 
goatskin, Iceland seal, 


“agit at 
calfskin, pinseal, etc. sk your 


distributor 
Starting at $5 retail about this 
NEW 
CRAFTSMAN DISPLAY DEAL 


Sold Exclusively Through Craftsman Distributors 


Il. SMALLMAN & SONS CO. MFRS. © SHOWROOMS: 47 W. 34th ST., N.Y. 1 
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ar NO EXTRA CHARGE...FULL DISCOUNT! 


This DeLuxe sales producing A-S-R Ascot Lighter Display Case 
eat no extra charge! 


With three table lighters and nine pocket lighters ...af full discount? 


cay 


' ee ae 
the worlds most ded 

















sa Pee _ >i : 
3 ; : 4 
; : 
= S 3 se t 3 4 
x 4 Be 
‘ > + a 
; > = & & ei 
Pas PEEREE LE 
” + ss S > & os 
& S > es sf > = ¥ => 
4 tS %. % ; : : eS t % 


ae 
“ls Wi; 
a. “ee ee. | 4; i 


— 

eae? Phy Removals 
TSS ae : 

om eo 





The handsomest Lighter Display Case 


ever produced! 


Sp ecifications: Shipped with following assortment of fast moving, 
popular priced models. 


® Unbreakable curved front Quantity Description Retail 


2 Chrome 6.50 
Chrome Midget 6.50 
Rhodium 7.95 
Wind-Proof 8.95 
Brown Alligator 9.95 
Mother-of-Pearl 12.50 
Classic (table) 13.95 
Heritage (table) 13.95 
Pagoda (table) 14.95 


TOTAL RETAIL $117.15 
Dealer's Cost 


LIGHTER DIV. A.S.R. CORP., BROOKLYN 1, N.Y. 


¢ Natural grained pickled oak 
® High gloss finish 


¢ Removable tray for effective 
customer presentation 


© 10” high, 17” wide, 6” deep. 


— e et et et BS e BD 


— 
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PRECISION 3% PRODUCTS 


... the world’s most beautiful lighter 


ON THE COUNTER...IN THE CASE...IN THE WINDOW 











PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 


rr 
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“Oh, it’s Beautiful... 


what metal is this?” 


CUSTOMER: Palladium? I’ve been hearing about 


that. Tell me more about palladium. 


JEWELER: Palladium belongs to the platinum group 
of precious metals. There are six of them ... platinum, 


palladium, rhodium, ruthenium, iridium, and osmium. 


CUSTOMER: It certainly makes a lovely ring. And 


the diamond has such a brilliant sparkle, too. 


JEWELER: Diamonds always show up well in palla- 
dium; it’s a white metal, and that’s the very best back- 


ground for diamonds. Palladium is also a strong metal, 


JEWELERS! Be sure to send for your free copies of 
give-away booklets and attractive counter cards fea- 
turing palladium jewelry. 


“Why, that’s Palladium 





»e newest and one 

of the rarest 

of the precious 
jewelry metals.” 


and that means extra safety in protecting the stone. 
In fact, palladium has long been used as the actual 
setting for stenes in jewelry made of other metals — 


for those very reasons. 


CUSTOMER: Well, | sure am glad to learn all this. 
Palladium makes a beautiful ring. Is it being used for 


other jewelry also? 


JEWELER: Indeed, yes. Designers are using it for 
all kinds of jewelry; we'll be having more and more 
of it because people are learning more about it, and 


they like it. 


PALLADIUM 


NEWEST OF THE PRECIOUS JEWELRY METALS 
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FEATURE 


| 
iit p 
es sentinet | M a 
Pen, $15.00; Pencil, $5.00 [ | oe 






Ensemble, gift-boxed, $20.00 
























\ oes olen) om : 
| vauant |i . f; 
Pen, $12.50; Pencil, $5.00 | 
Ensemble, gift-boxed, $17.50 : 





FOR A MERRY A CHRISTMAS SEASON 


Your Sheaffer’s TW line is just the ticket—the profit-priced ticket 
—for a successful holiday selling season. Sheaffer's TW is the 
newest, most advanced pen on the market today and will enjoy 
the greatest demand in the gift field. Display TW in Sheaffer's 
rich gift boxes, feature them in your windows, cases, on counters. 
Tie in and cash in on Sheaffer’s dramatic, intensive |||" adver- 
tising campaign! Place your orders early. This will be your 


Ve biggest Sheaffer year! 
GOLD-FILLED ii 3 





Pen, $25.00; Pencil, $10.00 - 
Ensemble, gift-boxed, $35.00 . 
Federal tax included ! H E A F F E © 
“ff suentpens | W. A. SHEAFFER PEN COMPANY, FORT MADISON, IOWA, U.S. A. 
Ih | IN CANADA: MALTON, ONTARIO 


w? 
- bed Mooee 


re " SIGNATURE ENGRAVED TM 


7 _ase— Pen, $19.75; Pencil, $10.00 
__— Ensemble, gift-boxed, $29.75 
Engraving included 
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REG. U. S. PAT. OFF. <2 <i 
Sets for /Children 


now with the new Child’s Expansion Bracelet! 





The beauty of gold filled combines with fine construc- 
tion, a good selection of designs, sales-appealing packag- 
ing, and remarkable prices to bring you a highly “mov- 
able” line! The handsome plastic box with clear-view 
cover affords excellent display possibilities with a min- 
imum sacrifice of store space. 














’ = ee 
Embossed Design Embossed Design Embossed Design 
Bracelet, J-24/1 ................ $4.95 Bracelet, J-24/2 $4.95 Bracelet, J-24/3 $4.95 
2 SS * , Qe $6.95 The Set, J-25/2 $6.95 The Set, J-25/3 $6.95 

















Mother-of-Pearl Cloisonne, White or Blue Mother-of-Pearl and Ornament 
Bracelet, J-26 $5.50 Bracelet, J-28 W or B...... $5.50 Bracelet, J-30 $5.95 
The Set, J-27 $7.95 The Set, J-29 W or B........ $7.95 The Set, J-31 $8.95 











Hand Engraved, 3-Tone Diamond-Set, Star Cut Hand Engraved, 1-Tone 
Bracelet, J-32 $6.25 Bracelet, J-36 0 ...........ccccc0000-. $6.25 Bracelet, J-40 $5.75 
The Set, J-33 $9.50 The Set, J-37 $9.50 The Set, J-4l $8.50 

















NOW ALSO AVAILABLE!|— 
Junior Identification Bracelet, 


J-42, 1/20-12KT. Gold Filled, Plain, $5.75 


ALL PRICES KEYSTONE 


Electros or reprints of this ad are available 
to Wholesalers for their own promotions. 


Manufacluring Jewelers Since 14933 


SOLD THROUGH WHOLESALERS ONLY 
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SCMCA Quchd Buin Clocks 


FOR TRAVEL 


AND BOUDOIR 
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No. 718 I-day, 7-jewel boudoir alarm clock. Round gilt-finish 
metal frame set with simulated stones. Silver-finish dial with gilt 
numerals, luminous dots and hands. Height 2% ; Width 3”; Depth 
1% . Colors: Rose, Aqua, Crystal, Amethyst, Peridot and Topaz. 


Retail price $19.95 plus tax 





No. 730 The CONVERTIBLE desk-boudoir clock 
that travels! 1-day, 7-jewel alarm movement. Gilt 
etched metal case; white dial with gilt numerals, 
luminous hands and dots. Panels for personalized 
engraving. Size: (open) 654° x 2%. x 1%... 
closes to compact traveling case 4-3/16" x 24” 


” 





Retail price $1 5.95 plus tax 
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No. 741. 1-day, 7-jewel musical alarm clock. Enamel metal case 
trimmed with bright gilt frame and enriched with gilt floral designs. 
Silver-finish dial with gilt numerals typifying the musical scale and clef; 
luminous dots and hands. Height 542°; Width 4”; Depth 2”. Colors: Blue, 
Maroon, Brown, Green and Ivory. 

Retail price $19.95 plus tax 


Prices on West Coast slightly higher 


Consult your wholesaler 





SCMCA clock com; 


aNnV, INC. 30 IRVING PLACE, NEW YORK 3, N. Y. 
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No. 742 I-day, 7-jewel traveling musical =f 
alarm clock. A unique creation. Genuine mo- SS 
rocco leather case. White dial with lumi- pines 
nous hands designed to simulate the musical 
clef; gilt numerals and luminous dots which 
take the form of musical notes. Size: 354 x 
354” x 1°. Colors: Brown, Red, Blue and 
Green. 
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Retail price $21 .50 plus tax 





No. 112 I-day, 1-jewel traveling alarm clock. 
Attractive simulated leather case. Gilt-finish dial 
with full luminous figures and hands. Size: 334° x 
3%," x 1%. Colors: Maroon, Tan-Pig, Blue and 
Tan, 


No. 77 8-day, 7-jewel traveling alarm clock. 
Genuine leather case. Silver-finish dial with 
luminous dots and hands. Gilt-finish numerals, 
One key winds time and alarm. Size: 3%" x 
334° x 134°. Colors: Blue, Pigskin, Brown and 
Retail price $1 2.45 plus tax Red. 


Retail price $1 8.50 plus tax 


No. 773 8-day, 7-jewel traveling alarm clock. 
Folding gilt-etched metal case. Silver-finish dial 
with luminous dots and hands. Gilt-finish numer- 
als. One key winds time and alarm. Size: 
3-11/16" x 25%," x 1¥%9". 


Retail price $21 .50 plus tax 





No. 7850 8-day, 7-jewel traveling alarm clock with automatic No. 70 1-day, 7-jewel traveling alarm clock. Genuine leather 
calendar. Fine quality genuine leather case. Silver-finish dial with case. White dial with gilt-finish numerals and luminous hands and 
day and date indicators. Gilt-finish numerals. Luminous dots and dots. Size: 334° x 3% x 1%”. Colors: Brown, Blue, Tan, Pigskin, 
hands. Size: 3-5/16 x 3” x 13%". Colors: Red, Pigskin, Brown, Blue. Red. 

Retail price $32.50 plus tax Retail price $1 3.95 plus tox 


Prices on West Coast slightly higher 


NATIONALLY KNOWN * MECHANIGALLY PERFECT © FULLY GUARANTEED 




















No. 723 1-day, 7-jewel Calendar travel- 
ing alarm clock with automatic shut-off 
feature. In genuine leather case. Authentic 
22-year automatic calendar can be adjusted 
for any month with a flip of the finger. 
White dial with gilt-finish numerals and 
luminous hands and dots. Size: 4. x 334” 
x 1%". Colors: Tan-Pig, Brown, Tan, Ma- 
roon, Blue. 





Retail price $16.95 plus tax 
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No. 113 1-day, 1-jewel boudoir alarm clock. 
Round metal case with gleaming gilt finish. 
Silver-finish dial with full luminous figures and 
hands. Size: 23%, x 2%. 
Retail price $9.95 plus tax 
No. 771 Same model available in 8 Day, 
7 Jewel. 
Retail price $15.95 plus tax 
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No. 7854 8-day, 7-jewel ROLL TOP 
traveling alarm clock. A most unique 
creation. Finest quality genuine leather. 
Clock automatically rises to vertical 
position when roll top is opened. Lumi- 
nous figures and hands. Size: 35% x 
2-7/16 x 1-5/16". Colors: Pigskin, Red, 
Brown and Blue. 


Retail price $27.50 plus tax 





No. 7852 8-day, 7-jewel TWIN DIAL desk clock. Lustrous satin-gilt-finish case. Silver-finish dial 
with raised gilt numerals. Height 534°; Width 5°; Depth 2. 


Retail price $42.50 plus tax 


Prices on West Coast slightly higher 


NATIONALLY KNOWN * MEGHANIGALLY PERFECT * FULLY GUARANTEED 








DESK AND TRAVELING CLOCKS 








No. PW27 30-hour traveling alarm. Smallest and thinnes 
American-made clock. Simulated leather case. Silver-finish digi 
full luminous figures and hands. Size: 3% x 3%" x 1%”, Colors. 
Tan, Maroon, Blue and Tan-Pig. 


No. PW26 30-hour traveling alarm. Simulated leather 
case. Silver-finish dial, full luminous figures and hands. 
Size: 4-3/16" x 3-9/16" x 1%. Colors: Blue, Tan-Pig, 


Maroon, Tan. Retail price $8.95 Plus tax 


Retail price $8.95 plus tax 
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No. PW20/AL 30-hour combination clock 
and cigarette box. Gilt-etched dial with gilt- 
finish numerals. In simulated leather case, alli- 
gator finish, with gilt-finish metal rims. Case 


No. PW32 30-hour clock with 22-year per- has three compartments for playing cards and 
petual calendar. Tells both the time and the cigarettes. Height 134°; Width 6; Depth 
date at a glance! Calendar is adjustable for AY", 

any month with a flip of the finger. Square Retail price $9.95 plus tax 


metal case with easel. Bright gilt finish. Silver 
finish dial with gilt-finish numerals. Height 
4”; Width 4”; Depth 1¥,”. 

Retail price $9.95 plus tax 


No. 722 As above with alarm, 7-jewel 
Semca. Size: 34%," x 34%”. 


Retail price $13.95 plus tax 








No. PW15 30-hour traveling clock. 
Attractive simulated leather case. Silver- 
finish dial with full luminous figures and 


hands. Size: 4-9/16 x 4-1/16 x 1%. 
Colors: Maroon, Tan-Pig, Blue and Tan. 


Retail price $6.45 plus tax 
ge No. PW16 Same as above in smaller 
0? GW _) size: 3% x 34%" x 1%. 

Sa 4; Retail price $6.45 plus tax 


No. PW39 ‘“‘Clip-Clock’’. 30-hour ...a 
brand-new double-duty convenience for the 
desk. Square clock is set in strong gilt-finish metal 
clip for holding papers and memoranda; also serves 
as paper weight. Initials may be engraved, if desired. 
Gilt-etched dial with gilt-finish numerals and hands. 
Size: 3° x 2¥%_e" x 44%". 

Retail price $7.95 plus tax 


Prices on West Coast slightly high. 





Consult Your Wholesaler 


iy } Clock Makers Since 1915 
m 30 IRVING PLACE, NEW YORK 3, N. Y. DIVISION OF SEMCA CLOCK CO., INC 


Copyright 1951 Semca Clock Co., In 
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Available in 
e CHESTS e BAGS 


e ROLLS @ WRAPS 
Pacific Silver Cloth makes it so easy to keep silver 
bright, women use their silver more often, buy 
more silver. It’s the only protective covering that 
positively and lastingly prevents tarnish. Smart new 
idea for place settings is this attractive, compact 
SILVERFILE*, completely lined with Pacific Silver 


PACIFIC MILLS, Dept. RR-9, 
1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps chests 








> 


holloware bags , place-setting rolls , packets 











made with Pacific Silver Cloth. Send me names of sources 
of supply and descriptive literature. 














. , . Name 
Cloth .. . featured in 6 leading national magazines 
Positi Dept. 
in October. A natural for extra sales! — - 
*Reg. Trade-Mark Store 
Street Address 
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Top—#778 Hula. Hand polished mahogany 
finish wood case. Gold plated metal frame. 
Life like figure sways to charming Hawaiian 
music—motor driven—separate switch for 
light and music. List price $17.95. 
#777—Same—without music. List price 
$13.95. 


Lower—#781 Sweetheart. Attractive mot- 
tled plastic case, choice of two colors, with 
gold plated metal base. Figures swing to 


accompaniment of motor driven music. 


Separate light switch. List price $17.25. 
#780 Same—Without music. List price 
$13.25. 












United Animated Clocks 
in Your Window. . 


Means Action Plus in 
Your Cash Register 





Illustrated is a series of clocks with a refreshing new 
viewpoint. They attractively combine accurate time. 
keeping — plus lighting effects — plus electric motor 
driven Swiss music boxes if desired. 


PUT THESE CROWD-STOPPERS TO WORK FOR YOU 
NOW FOR THE BUYING DAYS AHEAD. FULLY GUAR. 
ANTEED SELF-STARTING—WESTINGHOUSE DESIGNED 
MOTOR. TELL YOUR JOBBER YOU MUST HAVE 
UNITED'S NEW ACTION PLUS CLOCKS. 


UNITED CLOCK CORPORATION 


Division of 
UNITED METAL GOODS MFG. CO., INC. 
379 DE KALB AVE. BROOKLYN 5, N. Y. 
Established 1905 





#870 Ballet. The surprise animated clock. The 
dancer pirouettes freely in both directions in time 
with the music. Triplicate mirror and light give 
effect of stage and group of dancers. Hand- 
rubbed mahogany finish case. Stage in gold plated 
metal—hand painted porcelain figure protected by 
clear plastic. List price $17.95. 


#710 Fisherman—Gold plated and hand painted 
metal case. Rod and line in motion plus realistic 
moving fish, plus indirect light make this a most 
unusual and appealing clock. List price $13.95. 
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NOTICE 
TO THE TRADE 


HE Office of Price Stabilization has issued indicated below. The effect of these Orders is to 
Special Orders No. 228, No. 230 and No. 284 permit retailers to use our current published 
under Ceiling Price Regulation 7, Section 43 and retail prices at retail, without reference to pricing 
copies have been mailed to the trade. Ceiling charts, or if under the General Freeze, without 
prices for sales at retail are thereby established reference to prices as established under GCPR 


with OPS for the lines of our manufacture as and GCPR—Supplementary Regulation No. 29. 


International Sterling Flatware and Holloware 
Rogers 4 Sterling Flatware 
1847 Rogers Bros. Silverplated Flatware and Holloware 
Holmes & Edwards Silverplated Flatware and Holloware 
* Rogers & Bro. Silverplated Flatware 
Wm. Rogers & Son Silver plated Flatware 
International Silver Co. Silverplated Holloware 
Wilcox Silver Plate Co. Silverplated Holloware 
E. G. Webster & Son Silverplated Holloware 
¢ Rogers t Silverplated Holloware 


A: wholesalers are hereby advised that our below. The effect of such establishing of our 


wholesale prices to Dealers have been estab- wholesale prices charged to Dealers is to permit 
tablished with OPS under General Ceiling Price wholesalers to charge such ceiling prices, without 
Regulation (GCPR)—Supplementary Regulation reference to prices charged under GCPR and 
No. 29 for the lines of our manufacture listed GCPR—Supplementary Regulation No. 29. 


1847 Rogers Bros. Silverplated Flatware and Holloware 
Wm. Rogers & Son Silverplated Flatware 
* Rogers & Bro. Silverplated Flatware 
Rogers & Silverplated Holloware 
¢ Rogers & Sterling Flatware and Holloware 


THE INTERNATIONAL SILVER COMPANY 


Meriden Connecticut 
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Note the THINNESS 
of the smart, sturdy 


SANDOZ 
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SHRIRO WATCH INC. 


V1 WEST FORTY - SECOND STREET 


MEW YOR k«k U8, N.Y. 


LOngacre 4.3530 Cable Address: SHRIROW ACH 
ESTABLISHED IN : 
SWITZERLAND Since 1870 


To the Jewelers of America: 


In other parts 
for their ¢ 


of the World the names SANDOZ 4nd SHRIRoO are 
Those names 


Onstant 4SSociati on wi 


recognized 
th quality, Service 
are new in America, 


and COOperation. 


So that yoy may know ys better, here is our st 


atement of Policy ... 
We Pledge to Offer at all times fine quality 
watches Which wil} be highly Saleable and 
Profitable for you. 
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Why spend your time doing this... 
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You can profit more by selling Artcarved rings 





than by setting loose diamonds! 


Take a tip from top jewelers across the coun- 
try—who are expanding their diamond-ring 
business! Put your time in promoting, adver- 
tising and selling Artcarved rings—the qual- 


ity rings that customers know and prefer! 


Time spent buying, grading and mounting 
loose diamonds costs you real money. And 
it’s money lost—when you consider the sales 
and profits you could make if you put those 
same hours into selling nationally advertised 
Artcarved rings. These exceptional values are 


fully guaranteed by us—so you take no risk. 


Customers know and trust the name Art- 
carved, and the jewelers who feature rings of 
that fine name. This makes your selling job 
easier, quicker, more profitable. And to save 
you the investment of large inventories, you 
can quickly re-order Artcarved rings and be 


certain of exact duplicates in quality and value. 


Your Artcarved representative will explain 
our great Merchandising Plan—which can 
save you time, money and risk, and help you 
increase your sales and profits! Write for in- 


formation today! 
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... when it’s this that really pays off! 



































kaster to sell! Artearved’s creat 
national advertising campaign in LIFE 
and LOOK has won the confidence of Ae 
thousands of customers. And a separate : 
campaign—the only one of its kind— 
helps you sell Artcarved* wedding rings. 
Tie in with these two powerful cam- 
paigns and send your profits UP! 
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GEM DIAMONDS 





WOODCREST ; ; 
Diamond and Wedding Rings 


Beloved by brides for more than 100 years 


*% TRADE MARK REG. 











J.R. WOOD & SONS, INC. 216 E. 45th STREET, NEW YORK 17,N. ¥Y. 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 


(Part Seven) 





There is a much more realistic ap-—- 
proach to stimulating diamond sales 
than the investment angle or the hedge 
against inflation angle. 

Since the diamond engagement ring is 
: so well implanted in the American mind 

as the symbol of a betrothal, major | 
promotional efforts should be directed 
towards brides and grooms. | 

Consider these interesting statis-— 
tics: 

During the year of 1951, about two 
million brides will have "walked down 
the aisle". Furthermore, of all women 
Still single at 30, fifty percent will 
eventually marry. Of women husband—- 
less at 35, one-third will marry; at 
40, one-fifth. 

In fact, one expert points out that 
ninety—three percent of all women 
marry. 

Just imagine, then, the potential 
untapped business in diamond engage— 
ment and wedding rings among those who 
are headed for the altar! And impor- 
tant, too, these items can also be 
sold in practically every community to 
thousands of married couples, who 
could not afford them when first 
betrothed. 

How many such married couples there 
are we don't know. But your guess 
will be as good as ours after you note 
these figures: aside from the young- 
sters and the oldsters, there are 
close to eighty million people between 
twenty and fifty-—nine years of age in 
the United States. Many of those mil- 
lions will be married. Many millions 
are already married, but are not the 
proud possessors of a diamond ring. 
The majority should be--and with 
proper urging would be. 

"If jewelers want to talk of ‘in- 
vestment'", says a well-informed and 
successful Arnstein customer, "it 
would be most profitable to address 
their messages to those millions, and 
speak of the diamond ring only as an 
investment in a cherished symbol of 
everlasting love". 

Such messages skillfully woven into 
well-executed advertisements would 
increase diamond sales immeasurably. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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[i you are a clerk in a West Coast 
retail store, chances are you are 
carrying home bigger pay checks than 
clerks in any other part of the coun- 
try. At least, that’s the way the Bu- 
reau of the Census people find it. 

On the other hand, if your father 
is running a little store in one of the 
East South Central States, you prob- 
ably are not paid much for the job 
you do. Census figures show that 
there are more unpaid family workers 
in retail stores in the East South Cen- 
tral States (percentage-wise) than 
there are anywhere else in the United 
States. 

If you are a clerk in a retail store 
on the West Coast, you take home, in 
pay, 11.6 cents out of every dollar 
that is spent in your store. But, if 
you are a clerk in a store in one of 
the East South Central States, you 
take home only 8.7 cents—provided 
you are not working for your pappy 
(who probably won’t pay you quite 
that much). 

Up in New England, 16 out of 
every hundred retail clerks are the 
proprietors of their own stores. Some 
New England proprietors ask their 
families to work for nothing, but not 
many—only about seven clerks out of 
every hundred skip payday in New 
England. That’s better than working 
in an East South Central State, where 
14 clerks in every hundred work for 
free. 

. If you are an “average” clerk in an 
average’ town in the United States, 
your boss takes 10.4 cents out of 
every incoming dollar and gives it to 
you. And chances are only one in 
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ten that you have to work for your 
family at no pay. 


© © 
EWELERS are optimistic about 


store sales in the final months of 
1951. Most of them are looking 
forward to greater sales this year 
than they had in 1950. And almost 
every jeweler expects to sell at least 
as many diamond rings this year as 
he sold in 1950. In fact, only four 
percent think that their 1951 dia- 
mond business will drop. 

We know that you want to sell 
more diamond rings this year than 
you have ever sold before. And you 
know that your fall and winter pro- 
motion is going to tell the story. We 
think that the customer who is going 
to make the difference in your sales 





Something to Think About 
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this year is the husband who never 
bought his wife a diamond ring be- 
fore. Or who never even thought of 
buying her a piece of diamond jewel- 
ry. If you know how to sell him, your 
1951 sales are going to take an up- 
ward jump. 

We have heard stories about 
jewelers in all parts of the country 
who are going after that particular 
diamond sale. Let us tell you about 
one jeweler’s idea of how that sale 
can be made, because his approach 
might help you. The jeweler is Don 
Gaughenbaugh. He operates Don’s 
Watch Shop in Hastings, Neb. He 
bought four inches of advertising 
space in the Hastings Tribune to tell 
his story. Here is his ad copy, which 
appeared recently under his by-line: 


BETTER LATE 
THAN NEVER! 


Lots of old married folks are saying 
that. Way back when they were mai- 
ried, money was scarce. A simple 
wedding ring did the trick. NOW 
after years of struggle and hard 
work things are easier for them. 
They are NOW buying the diamond 
engagement ring Mom _ always 
claimed she didn’t want. Surprising 
how much she loves and enjoys that 
ring, and the truth is she wanted it 
all the time. Being the wonderful 
person she is, she just wouldn’t em- 
barrass Dad during the lean years 
by admitting she wanted a diamond. 


Too sentimental? Not for Gaugh- 
enbaugh. His 1951 business to date 
is double that of 1950. He says that 
this is the kind of advertising that is 
making the difference. 
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Dounuve the stent in your 
newspaper advertising! 
Ask your 1847 representative for 
special “Club Plan” mats in every prac- 
tical size. The “pull” will amaze you! 











IT’S THE THING TO SELL! 


S47 ROGERS 


Silverware Chest 


CLUB PLAN 
“Homotion ! 


Success i is aamneneed These ads prove it! 
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Some recent store reports (among many): 


**3-column ad sold 30 sets!”’ 
(R. H. White’s, Boston, Mass.) 


*‘Our full-page ad moved 110 sets...’’ 
(King’s Jeweler, Youngstown, Ohio) 


**Ran a full-page ad and sold 42 sets quickly !”’ 
(Perelman’s Jeweler, Newcastle, Pa.) 


**84 sets sold following 5-column ad !”’ 

(Granville’s, San Francisco, Calif.) 
The “secret”? Combination of a natural traffic and 
sales magnet, the “Silver Chest Club Plan” and — 
America’s most-wanted silverplate, 1847 Rogers 
Bros. Have YOU discovered the sales impact of this 
powerful promotion team? If not, NOW’S THE TIME 
to plan YOUR OWN 1847 Rogers Bros. Silver Club! 
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Get your windows Put your salespeople 
into the act! on the club team! 
The 1847 “Club Plan” is a window- Offer them incentive for signing up 
shopper stopper that can’t be topped! 1847 “Club” members. Perhaps a prize 


Prove it for yourself! 


of a set to the clerk who sells most 
memberships during month. 


(S47 MOGGERS BROS. Americas Finest Silverplate 
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YOUNG jeweler from Brooklyn 

found himself in court last 
month for doing some engraving he 
should never have done. It all started 
on a warm, summer Sunday. The 
jeweler was happy; so was his new 
wife. They wanted everybody in the 
borough of Brooklyn to know about 
it, And it was such a beautiful Sun- 
day in Lincoln Terrace Park. They 
wanted something to remember the 
day by. They were sitting in the 
shade of an ailanthus tree (first made 
famous as “A Tree Grows in Brook- 
lyn”). The jeweler said to his bride: 
“Why not this tree to remind us of 
this day?” So he carved their initials 
on its trunk. How nice it would be, 
they thought, to come back to this 
spot in twenty years and find their 
initials here—just as they had carved 
them back in 1951. 

But the park superintendent thought 
less of the idea. He said there weren’t 
enough trees in his park to allow 
people to cut them up with sentimen- 
tal letterings. The judge who heard 
the case disliked the idea too. He 
said, “Look here, young man. You’re 
a jeweler. Don’t you think it would 
be better for you to buy some jewelry ? 
Then you can carve whatever you 
want on the back. And you won’t 



























have to go around defacing our 
trees.” 

The jeweler said that they wanted 
something to remember the day by. 
But the judge said, ““Well, maybe, but 
you Can ruin a tree that way.” 

The jeweler said he guessed the 
judge was right. He said he was 
sorry. He had made a mistake. The 
judge said that he (the jeweler) cer- 
tainly had made a mistake. Another 
mistake like that was going to cost 
him twenty-five dollars. But this time 
—well, it was a Sunday in summer. 
And we all like to remember days like 
that. So the judge warned him never 
to do it again, took him out of the 
clutches of the law, and sent him back 
to the arms of his wife. 


© © 


T HE lonely, silent cattle land of the 
Australian frontier is one of the 
last places in the world where you 
would expect to find a jeweler. Yet, in 
that country of the hard-riding cat- 
tlemen and _ vast, sparsely-settled 
areas, there is a man who is known 
as the wandering jeweler of outback 
Australia. He carries his wares in a 
suitcase, and travels over a territory 
which is nearly twice the size of 
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“Just a moment, Sir. | think | see the exact watch strap you are looking for." 
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Texas. He is E. V. Pengelly, a man 
who is sure of a welcome at any wed- 
ding or dance in every country set- 
tlement. 

When the country folks get to- 
gether for a dance, Pengelly is likely 
to wander in with his suitcase full of 
gifts. He sells tie pins, wrist watches 
and engagement rings, showing them 
whenever he can—on a plain, wooden 
table. He carries a gas lamp with 
him, because most of his showings 
are made after dark. The young peo- 
ple sit on planks and watch Pengelly 
produce new pieces of jewelry from 
his suitcase. He seldom fails to sell ai 
least one engagement ring at one of 
these gatherings, because this is the 
most important social function of the 
year for many of his customers. Most 
inland couples will readily admit that 
this is where their romance bloomed. 

A typical cattle township of the 
outback country has only 60 or 70 
inhabitants. But even the smallest 
township manages two or three wed- 
dings every year, so Pengelly’s busi- 
ness is always good. 

When his sales in one village are 
completed, he sets out again for 
another. He travels by train, lorry or 
truck to another group of outback 
folks. Chances are, they have not seen 
him for a long time. He always 
travels unarmed, because he has no 
fear of bandits. He says that the only 
things ever stolen in this land of the 
tough, hard-drinking stockmen are 
horses, cattle and women. 


© © 


BE CERTAIN 
You are buying 


JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ Cir- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check to 
THE JEWELERS’ CIRCULAR-KEYSTONE 
...not to the Representative. This is 
a double safeguard. 


DON’T BUY AN 
IMITATION 
BY MISTAKE 
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BO But My 
Longines ts the only watch in 
history to win 10 Grand Prizes 
and 28 Gold Medals in important 
competitions at World’s Fairs— 
Longines 1s the only watch in 
history to win First Prizes at the 
four Government Observatories 
Washington, Kew Teddington, 
Geneva and Neuchatel — 


Longines ts correctly called The 
World’s. Most Honored Watch. 


MONTREAL GENEVA 


he Worldi Most Fimnored Yaieh 
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Jewelers’ Service and Ethies 


| Told Public in Co-op Ad Campaign 


‘ 
by BENEDICT KRUSE 


© conriy after the New Year. Norman Ker- 
nis, president of the Jewelers’ Association of Greater 
Chicago, was asked to comment on the success of his 
group's cooperative advertising campaign during the 1950 
fall season—probably the largest of its kind ever con- 
ducted by a local retail credit jewelers’ association. 
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(Please turn to page 132) 





Above: four typical ads of the Association. Each 
is a full page; each appeared in Chicago Sun- 
Times. All ads bore replica of JAGC emblem. 





Left: members of Advertising Committee of 
JAGC who directed ad campaign. From left 
to right: S. M. Phillips, C. H. Gold, Norman 
Kernis (president), |. G. Marks and A. E. Berke. 
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H EREWITH THE JEWELERS’ CIRCULAR-KEY- 
STONE brings you some of the facts revealed by our 
survey, “Mrs. America’s Silverware—1950”. Certain rev- 
elations, in certain sections of this survey, fit in nicely 
and logically with the revelations in other sections, there- 
by tending to authenticate the validity of the findings in 
general. First let us review the manner in which this survey 
was planned, the interviews conducted and the collected 
facts compiled. Everyone interested in the manufacturing 
or distributing of silverware will invariably and instinc- 
tively seize every chance to conduct his own continuing 
“silverware survey’ with anyone and everyone he comes 
into contact with. This he will do whenever the opportun- 
ity presents itselfi—with neighbors, friends, waitresses, 
dining-car companions or casual travelling acquaintances. 
The facts turned up by such conversational questionings 
often add up to revealing findings and frequently serve as 
a basis for sound merchandising ideas. This because of the 
background experience of the jeweler or silverware man 
which causes him to ask the right questions, and whose 
finely sharpened silverware instincts enable him to trans- 
late the respondents revelations into useful information. 

Suppose you personally asked fifteen pointed questions 
of 50 housewives in their homes, regarding their silver- 
ware possessions. You would be interested in studying 
the facts revealed by those 50 Mrs. Americas, would you 
not? Let’s suppose you did just that and added to your 
manpower by enlisting the help of 35 well-trained, ser- 
ious-minded young men. 

In the case of this survey, these 35 young men were 
students of The Bureau of Business Research of the 
School of Business Administration of Fenn College, and 
each one of the 35 personally interviewed approximately 
50 housewives—or precisely 1.868 Mrs. America’s. 

The list of 1.868 Mrs. America’s interviewed is made 
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“Mrs. America’ 


This Jewelers’ Circular-Keystone survey was conducted 


by the Business Administration School 


of FENN COLLEGE, Cleveland, Ohio. 


Based on personal interviews with representative families, 


PART I 


up so that the numbers of women in each economic group 
correspond proportionately with the national distribution 
as shown by the Federal Reserve Bulletin of August, 
1950. Thus, with ten percent of the population having an 
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The list of 1,868 women interviewed in the survey was 
made up so that the proportions of women in each eco- 
nomic group corresponded with the national distribution. 


income of $6 thousand and up, 10% of those interviewed 
had incomes of $6 thousand and up. Those having in- 
comes between $3 thousand and $6 thousand represent 
70 per cent—and those with incomes under $3 thousand, 
20 per cent. This survey is therefore analyzed on the 
basis of three economic groups. These we shall refer to 
as the higher, middle and lower income groups or 4s 
economic groups A, B and C. (See diagram above.) 
Now, in addition to establishing this proportionate 
consistency with the economic strata of the country wé 
also maintained, in the number of our interviews, an age- 
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group balance between the number of women above and 
below 45 years of age. The percentages interviewed are 
consistent with the 1950 U. S. Census figures showing 28 
per cent of the female population to be over 45. 

Now, before our 35 young interviewers went out to 
visit Mrs. America in her home, the Editor of THE 
JewELERS’ CIRCULAR-KEYSTONE had two sessions, a 
month apart, with the class. In the first of these he 
explained the meaning of trade expressions such as 
sterling, plated, overlaid, inlaid, place settings, different- 
sized plated silverware sets, flatware, hollowware, the 
generic expressions of “Rogers” and “Community Plate,” 
and interspersed these explanations with background 
material on manufacturing processes, merchandising 
methods and distribution channels. The second session 
with the class was devoted to the students’ personal edit- 
ing of the proposed questionnaire which gave them con- 
fidence in their understanding of the questions. 

Conducted in the fall of 1950, the then existing silver- 
ware conditions among consumers, can be considered to 
be perhaps more “normal” than those existing during 
any other period within the past ten years. This because 
during the war years, no plated was made, and even 
sterling was not offered in full lines. By 1950, however, 
enough flatware of both types had been available for long 
enough so that consumers had caught up on their “needs.” 
In fact, shortly before the time of the survey, manufac- 
turers had cut down on their production, which was 
greater than their sales. 


HOW MANY OWN MATCHED SETTINGS? 

We first wanted to determine how many households 
had matched place settings (in sterling, plated or stainless 
steel). 

Ninety-five per cent have matched place settings: 

Economic Group A—97% 


ee 66 B—96% 
66 66 C—91 % 


TYPES OF TABLEWARE 

What type of tableware was found in the homes? 
Seventy-five per cent had matched place settings in plated 
—37 per cent had sterling matched place settings and 
27 per cent had stainless steel. These, as with other groups 
of percentages throughout the survey, add up to over 
100 per cent, because many households have more than 
one matched set of flatware. At this point the reader 
might raise a question about the high percentage of 
homes with “matched place settings” of stainless steel. 
In questioning the housewife as to the type of flatware she 
had in matched place settings our interviewers did not 
distinguish between different qualities of stainless steel. 
Therefore this 27 per cent ownership of matched place 
settings represents everything from picnic-basket-stainless 
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lo the finest. In a later part of this survey it is revealed 
that half of the sets of so-called “matched place settings” 
of stainless steel contained only four pieces of stainless 
per place setting and that another 30 per cent of the 
so-called matched place settings had only three pieces 
in each place setting. So it can be seen that this 27 per 
cent of matched-place stainless setting ownership does 
not, in the generally accepted sense, represent what we in 
the trade would call a set of flatware. 

An analysis of the ownership of sterling, plated and 
stainless from the standpoint of comparing the income 
groups and the age groups, provides one of the most 
interesting phases of this survey. 

For example, on Chart 4 (below), the figures are 
shown by income Groups A, B and C-—a composite of 
both age groups. 


(CHART NO. 4) 


BY INCOME GROUPS 


A —197 % 
STERLING —_ 105 ome 53.4 
PLATED oo 154 _ 78.2 
STAINLESS — 42 —_ 21.3 

B—1207 
STERLING _ 413 _ 34.2 
PLATED — 920 _ 76.2 
STAINLESS _ 332 _ 27.5 

C—371 

STERLING —_ 139 —_ 37.5 
PLATED oo 256 — 69.0 
STAINLESS 108 ~ 29.1 


In Income Group A—in which there were 197 respon- 
dents, 105 (or 53 percent) owned sterling; by far the 
largest sterling percentage to be found in any economic 
income group. But this does not mean that Group A 
constitutes the biggest market for sterling. Actually the 
smallest sterling percentage in any group (34 per cent 
in the economic Group B) represents the biggest volume, 
for it is 34 per cent of 1207 households. This Group B 
is, therefore, in sterling owners, four times as big as that 
in Group A and three times as big as that in Group C. 

(Please turn to page 172) 
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Window Displays Must 
Tell Your ‘Sell’ Message... Quickly! 


COPY PRESENTATION IN WINDOW DISPLAYS 
by VIRGINIA DIXON 





W avow displays are essentially posters— 
so designed that “he that runs may read”—simple, dra- 
matic presentation which puts the selling idea across 
almost instantaneously. As with a poster or a magazine 
advertisement, a short “headline” is usually needed to 
clinch the story or to catch attention. This “copy” may 
appear on a conventional window card or on a gay 
banner across the background, or on appropriate cut-out 
patterns—on a dignified scroll of fine paper—in cut-out 
letters tacked to wall or panel and in any number of 
other ways. While lengthy “editorial” copy should always 
be avoided in the window—-since it just won’t be read— 
concise, informative copy that relates to the merchandise 
Doves hold copy cards in this wedding gift display. should nearly always supplement the window “headline.” 
And such informative copy should generally include 
prices. 

The jeweler has an exceptional opportunity in telling 
his sales story. The facts about the mining of gemstones 
and precious metals and the manufacture of these mate- 
rials into jewelry, watches and silverware are interesting 
and are not generally familiar to the buying public. Con- 
siderable sales resistance can be overcome by simple 
explanations in your window copy of the characteristics 
which indicate quality and craftsmanship in jewelry mer- 
chandise. Many potential customers are timid about 
entering a store to make such inquiries, particularly about 
higher priced articles, and so, because of their ignorance 
of price and quality standards, never make purchases they 
might really like to make. 

(Please turn to page 148) 
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Slate is popular copy card in back-to-school showing. Comic strip balloon idea is novel copy presentation. 
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Pennant-bearing figures key display of men's and women's watches, with background supplied by the JIC. 


The Wateh Parade... cxr2su-now- io 


A Window Display for Nationwide JIC Promotion 


y 

Bins DRUMS display watches and small pen- 
nants carry copy to point up the parade motif of next 
month’s Jewelry Industry Council promotion — “The 
Watch Fashion Parade.” Paper doll figures cut from 
fashion fabrics and mounted on heavy cardboard empha- 
size the fashion angle. An enlargement of the Council’s 
emblem for this promotion is used against the window 
background. 

Both men’s and women’s figures are used for the dolls 
—and each should be cut from a different type of dress 
or suit fabric. Watches are grouped according to style 
and arranged with appropriate dolls—“For Dress,” “For 
Sports,” “For Tailored Wear,” “For Evening,” “For 
Daytime,” “For Business.” .. . 

For the man dolls, use tweed, serge or gabardine suit- 
ing fabrics. For the lady dolls, flannel, silk faille, satin 
and velvet would be a representative selection of fabrics. 
Make two patterns for the dolls—one for the lady, one for 
the gentleman—both about twelve inches in height. Trace 
as many as you need on heavy cardboard and cut out. 
Cover one side of the cardboard pattern with rubber 
cement and lay flat, cement side down on the wrong side 
of the fabric. When cement is dry, trim around edges 
of cardboard. This way, fabric and cardboard will match 
exactly. Each doll is displayed on a circular pad covered 
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in matching fabric on which a selection of watches is 
arranged. 

To make the drums, cut circles of white cardboard or 
drawing board about four inches in diameter—two for 
each drum. Cut strips of heavy paper three inches wide 
by fourteen inches long—one for each drum. Notch the 
long sides of each strip one half inch in from the edge at 

(Please turn to page 149) 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Source 
Have your showcard writer 
make up from emblem 
supplied by Jewelery 
Industry Council, 608 
Fifth Avenue, New York 
20, N. Y. 


Cut by hand from heavy 
cardboard 


Department store 


Material 
Poster reproducing emblem 


of “Watch Fashion 


Parade” 


Paper doll cut-outs 


Fabric for covering doll 
cut-outs and display pads 
Small pennants 


Drums for displaying 
watches 


Your showcard writer 

Make from heavy paper and 
cardboard. Cover with 
fabric or colored paper 
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‘Feminine and 


‘io major style trend for fall is, “feminine 
and formal” and jewelry heightens this trend with designs 
that are done in a very grand manner. Big... bigger... 
beautiful! And oh, so promotable, is the latest news jn 
jewelry fashions with magnificence in size, color, and 
glitter predominant in every price bracket. This new trend 
for bigness in jewelry, which makes old designs look ob. 
solete, plus a timely co-ordination with the clothes story, 
plus new ways to wear jewelry offers retail jewelers a fine 
opportunity to increase their sales through style promo. 
tions. 
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NEW WAYS TO WEAR DIAMONDS 


“The best dressed women on both sides of the Atlantic 
will wear diamonds as close to the face as possible this 
season!” said Bianca Gilchrist, Paris fashion authority 
for N. W. Ayer & Son., Inc., in a recent showing of new 
diamond designs at the Waldorf-Astoria in New York 
City. “Women have discovered from the movies what light 
can do for a woman’s face,” continued Miss Gilchrist, 
‘and have decided to do something even better—they will ff 
light up their faces with diamonds!” | 

Smart women, when dressed for formal occasions this 
season, will wear diamonds as close to the face as pos- 
sible. Their earrings will fit snugly and climb up the ear, 
drawing attention to the eyes rather than to the shoulders 
as the long, pendulum-type earrings did. Their necklaces 
will hug their throats, and the clips usually worn on them 
will often be removed and worn provocatively in the hair 
or on a hat. 

The diamond jewelry seen at this show was breath- 
taking in the new fashion trend or bigness of size. Pins 
of exquisitely interlaced diamonds had a spread of six or 
more inches, and rings climbed to sparkling new heights. 





Diamond collar and up-curve earrings bring 
radiance close to the face as women “light 
up their faces with diamonds" for the Fall. 
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WINIFRED PARKER REPORTS... 





Jewelry is magnificent in size, 
color and glitter! 

Diamonds are worn close to the 
face 

Earrings have short-swinging 
pendants 

Armloads of bracelets balance 
billowy sleeves 

Bulky fabrics need big rings for 
glitter accent 

Swathed necklines are drama- 
tized with big pins 

Low necklines wear lavish jewel- 
collars 

Bouffant skirts need important 
necklaces for symmetry 

Bouffant hair-do’s need big eat 
rings 
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Armloads of bracelets bal- 
\ ance billowy sleeves, and 
magnificent ring balances 
the billowy bouffant skirt. 
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|} Formal, Newest Fall Fashion Note 














Despite the increase in size, however, this new diamond 
jewelry looks light and gossamer—nothing heavy! There 
was a notable percentage of yellow gold settings and some 
pieces were set in combinations of yellow gold and plati- 
num. Two pins, in particular, with four-inch concave 
settings of yellow gold were bedded in two inch outer 
edgings of platinum, and looked like golden nests sparkled 
with diamonds. In all of the finer pieces each diamond 
is backed with platinum when set in yellow gold so the 
jewel will pick up no tinge of yellow color and the result 
is warm contrast between the gold setting and pure dia- 
mond radiance. 

Fabrikant Bros., Inc., have a superb collection of dia- 
mond and platinum jewelry emphasizing the newest 
fashion trends. There are extravagant circlet earrings 
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High closing neckline wears pin of 
rhinestones and pearls for delicacy 
of design with important size and 
glitter. Earrings extend upward. 
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by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 


An important pearl and rhinestone collar 
gives chic proportion to this full skirt. 








blending marquise, pear-shape and brilliant-cut diamonds, 
and pendant styles that swing in the new, just-long-enough 
length to give movement, and reflect their sparkle in a 
woman’s eyes. There are natural throat-line chokers fea- 
turing marquise and square-cut diamonds, and a fabulous 
diamond collar blazing with sixteen separate pendant 


(Please turn to page 137) 
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Tracy & Hauser gift department occupies separate section at rear of the store. 


Want a Gift Department? 





... Build it Yourself! 


BENEDICT KRUSE 





Right: All gift items are shown in open 
display to encourage customer browsing. 


Middle: Dinnerware and glassware are 
openly displayed in a separate alcove. 


Far right: Small appliances were found 
to be good traffic builders, which serv- 
ed to acquaint customers with store. 
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Lack of experience didn’t stop this Beloit, Wisconsin jeweler from 


doing the work himself in building his new gift section. What he 


saved enabled him to buy the merchandise to stock the new department. 


; opening of a giftwares department 
proved a natural avenue of expansion for Tracy and 
Hauser, a Beloit, Wis., jewelry firm. 

On opening for business in December, 1949, this firm 
used only about half the length of its store, which is more 
than 100 feet deep. A temporary partition cut off the 
sales room from the unused portion of the store. 

After the first full year of operation, Wyman Tracy, 
part owner and manager of the firm, decided it was time 
to start thinking of ways to use the rear portion of the 
store. After much consideration, it was decided to break 
through the partition and build a giftwares, china and 
glass department. 

After investigating thoroughly the matter of the con- 
struction of fixtures and trimmings for the new depart- 
ment, Tracy did the bulk of the work himself, on evenings 
and on days when the store was closed. By building the 
fixtures himself, Tracy saved enough to buy whatever 
merchandise he needed for the new department when it 
was completed. 

Neither Tracy nor the store’s watchmaker, who helped 
with the building project, had any previous carpentry 
experience. 

Despite this lack of experience, the new department 
has a “professional” look, a very professional job of store 
decoration. 

The giftwares room is entered through an archway 
leading from the front portion of the store. On either 
side of this archway is a small room. One of these is 
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set up for the display of the store’s top dinnerware and 
stemware patterns. The merchandise here is well dis- 
played and easily visible through a wide opening off 
the corridor. 

Opposite this dinnerware display is a diamond room, 
equipped with a door which can be closed to give com- 
plete privacy to customers contemplating diamond pur- 
chases. 

The back room itself is square shaped. Both side walls 
are lined with glass shelves containing a large variety of 
gift items and decorative accessories. Most of the space 
along the rear wall is taken up by the repair department. 

The center of this room is devoted to a modern, three- 
tiered display stand which allows the showing of mer- 
chandise on all four sides. For a dramatic effect there 
are several lighted panels on which to display mer- 
chandise. 

In buying merchandise for this new department, Tracy 
made his selections as broad as possible. This section of 
the store contains a large variety from the point of price 
as well as type of merchandise. There are a number of 
salt and pepper sets; a large variety of figurines; a num- 
ber of serving pieces, both pottery and aluminum; small 
appliances, including toasters, electric mixers. broilers. 
waffle irons, coffee makers and heating pads, and eight 
patterns of dinnerware and several of glassware. 

Tracy uses the smaller of the store’s two windows for 
giftwares displays. Prominent mention of the giftwares 

(Please turn to page 151) 8 














‘Stunt’? Promotions 
Liven Sales on Small Appliances 


HGH 
apc cieces 





by ROBERT 
LONGSTREET 


Ben Wurtzel, manager of 
the store, knows how to 
promote appliance sales. 
In one day, he sold $520 


worth of coffee makers. 


Appliance sales are only a ‘sideline’ with this Illinois jeweler. 


He prefers to sell his staple jewelry store lines, but uses this 


type of promotion to build traffic for his regular jewelry line. 


I. the jeweler looks at small electric appli- 
ances on his shelf as dull, everyday items, which need no 
specialized promotion to move, his sales are likely to 
become “dull and everyday,” according to Ben Wurtzel, 
head of Edward’s Jewelry Company, Kankakee, Illinois. 

If, on the other hand, he takes the stand that such 
electric housewares items require plenty of novelty, stunt 
promotion to sell themselves, sales results can be quite 
surprising. 

Wurtzel is well-qualified to express his ideas on small 
appliance merchandising—for through a series of unique, 
attention-attracting “stunt promotions,” Edward’s Jewelry 
Company has achieved such solid sales successes as $520 
worth of coffeemakers in a single day, two dozen $26.50 
electric shavers in a single day, etc. About six times a 
year, Wurtzel focuses his promotional ideas on the small 
appliance department . . . and invariably, “things begin 
to pop.” 

“There is so much advertising on electric housewares in 
magazines, newspapers, and in windows, and so many 


102 


types of retail outlets carry them that unless the prospect 
is specifically searching for a small appliance, it is prac- 
tically invisible,” Wurtzel said. “It takes something out 
of the ordinary to get the homeowner to pay specialized 
attention to any small appliance. Unless he is thus stimu- 
lated, the chances are that he will know nothing of the 
strides which have been made in electric housewares 
development, such as automatic timers, simmering de- 
vices on coffeemakers, handsome design, and other such 
features.” 

As a result, during his average of six special promo- 
tions per year, Wurtzel “wakes up the public.” For ex- 
ample, on October 1-3, he announced “Edward’s is throw- 
ing a party” with a colorful newspaper ad, inviting 
Kankakee residents to “be our guest for coffee and 
doughnuts.” The rest of the ad was devoted to a well- 
known coffeemaker, selling at $32.50, with a life-size 
blowup of the coffeemaker itself, and a cut of a contented 
coffee-lover sniffing his favorite beverage. For this pro- 


(Please turn to page 151) 
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fm Recent nation-wide surveys prove the | 
public’s overwhelming preference for ia 
Ronson! Read the results. , 












86% of the Brides... 
77% of the leading Hostesses... 
76% of the Sportsmen... said 


he lighter for me is KONSON 


And among top business executives interviewed,Ronson WORLD’S GREATEST LIGHTER 4 

















was preferred more than 4 to I over any other brand! 


This is what we're telling your customers! This story of the public's 
overwhelming preference for Ronson... for themselves and as gifts! 
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We're telling it in exciting full We're telling it on Ronson’s We'll be telling iton Ronson’s 
page magazine ads—in Life, mew coast-to-coast TV show, exciting new network radio 
Saturday Evening Post, Look, “Star of the Family,” starring program, soon to be an- 
The New Yorker. Peter Lind Hayes and Mary nounced. 

Healy,on the CBS-TV network. 


ONLY RONSON HAS WON SUCH OVERWHELMING PUBLIC 
PREFERENCE— PROVED BY NATION-WIDE INDEPENDENT SURVEYS! 


This is a powerful story! Tell it to your customers! Display and promote 
your Ronsons and Ronson Lighter Accessories! Send now, for informa- 


tion on free selling aids. 











Ronson Art Metal Works, Inc., Newark, N, J. 
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Outline of design hammered into the 
metal with blunt chisel-shaped tools, 


A chaser at work. The tools used 
are mostly handmade, except for 
the hammer. Chasing tools are 
made from scuare-shaped tool steel 
of 3/l6-in. square stock, 4!/) in. 
long. However, bigger and smaller 
sizes are also used for the work. 


The Art of Chasing 


Chasing is vaguely described in most dictionaries, even to the extent of 


erroneously confusing it with engraving, although the latter is a distinctly 


different trade. This article describes the art of chasing for jewelers. 


as art of chasing is little understood, even 
among jewelers. It is often confused with engraving. 
although each of these terms refers to a distinctly differ- 
ent trade. An engraver cuts or incises with sharp gravers. 
a form of cutting tool, while a chaser never removes any 
metal in decorating a metal object. His tools are a ham- 
mer and blunt, nail-shaped punches. 

But skill alone does not make a chaser. He must also 
be an artist in order to have a feeling for form and, in 
addition, have an intimate knowledge not only of con- 
ventionalized ornaments but also of growing things, so 
that he can define each vein and swelling curve in leaf 
and flower. Technically, the work of a chaser is un- 
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by EMIL F. KRONQUIST 


rivalled; artistically, it is of singular merit because no 
two chasers ever have the same touch or technique. It 
takes infinite patience and practice to attain mastery in 
guiding a chasing tool, especially when it comes to the 
crescendoes and diminuendoes of the hammer’s blow. 

In a broad sense, “chasing” is the making of impres- 
sions on metal by means of punches and a hammer. But, 
there are several kinds or types of chasing. 

I. One type of chasing involves tooling the surface of 
a casting, ornament, or figure, to remove all traces of 
sand and the mold impressions, even on objects made by 

(Please turn to page 144) 
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The design is then hammered into re- 
lief from the back side of the metal. 


Modeling completed and chiseled away from stock 
after last finishing touches heave been completed. 


Chased silver vase 
made by the author. 








Right and below: Perhaps the most re- 
markable tool of the silversmith and 
chaser is the snarling iron; its use 
goes back for centuries. When it is 
time to raise the ornamentation into 
relief, it is impossible to do any 
hammering from the inside, so a snar- 
ling iron is used. The opposite ends 
are bent into the shape of two right 
angles. The points may be filed into 
various shapes. One end is tightened 
in a strong vise; the other, upturned, 
goes into the inside of the hollow 
vessel to the spot which is to be ham- 
mered up. The next operation is that 
of holding the vessel firmly with one 
hand and against the body and strik- 
ing the snarling iron near the vise, 
light successive blows with the ham- 
mer. This gives a jar to the upturned 
end, thus striking the inner surface. 





Embossed into rough relief, lines 
chased in metal serve as guides. 





Background is tooled to eliminate the 
original outline. Ups and downs shaped. 





Repoussé or chasing in its simplest form. Work 
is done entirely from the back side of metal. 
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A Short Course in Gemology 






The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part VI 


= taking up the diamond, it might be 
best to discuss the next of the traditionally “precious” 
stones. The reader will find that these terms, “precious” 
and “semi-precious” have little meaning today, when low 
quality emeralds can be bought for a fraction of the 
price of a “semi-precious” alexandrite or opal. The use 
of the names is discouraged by the trade. Nevertheless, 
in the minds of the public, emerald belongs to a regal 
group, with rubies, sapphires, pearls and diamonds. And 
in the case of emerald, we again find ourselves faced with 
a whole family of stones to discuss, not a single gem by 
itself. 


As with the corundum group, there is a group of related 
gemstones, stones related by the fact that they are almost 
identical in chemical composition and actually identical 
in crystal structure and physical properties, one member 
of which is emerald. The jeweler testing one of these 
stones of the BERYL group would find them to be doubly 
refracting with a refractive index between 1.57 and 1.58. 
Then by its color, he would know it to be either emerald, 
aquamarine, golden beryl (very rare), or morganite 
(pink). The hardness is 8, which means that a bery! 
gemstone will wear fairly well. The exception is emerald, 
which, though equally hard, is brittle and tends to break. 
despite its high hardness. 


Beryl is a combination of beryllium, silicon, aluminum 
and oxygen. Since the metal beryllium is rather rare in 
nature, and is deposited only under special conditions, it 
follows that the mineral beryl is somewhat uncommon. 
The number of localities where it occurs in colorful trans- 
parent crystals are relatively few. If we couple this with 
the rarity of chromium in nature, it is not unnatural that 
the chromium-contaminated variety, emerald, is extremely 
rare. Pure beryl is colorless, the presence of a small per- 
centage of chromium gives it a green tint. (It is interest- 
ing to note that the same element in the corundum crystal 
accompanying otherwise pure aluminum oxide makes the 
red of ruby). Beryl colored by iron is blue or yellow, or 
yellow green and is known as aquamarine, golden beryl 
or heliodor. A slight variation in the composition results 
in a pink beryl, known as morganite. It was named for 
J. P. Morgan, in appreciation of his interest in gems and 
his gift of the great gem collection to The American 
Museum of Natural History in New York. 

Emerald, like ruby, appears to be under some sort of 
internal strain, with the result that flawless crystals of any 
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by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


large size are extremely rare. This is also reflected in the 
relative fragility of the gemstone, it is extremely liable to 
chipping and fracture. For this reason it cannot be recom. 
mended for exacting ringstone use, as in an engagement 
ring, for example. It is also responsible for the common 
misconception that there is no such thing as a flawless 
emerald. Flawless emeralds do exist, but they are mainly 
small and are certainly rare. On the other hand, since 
this is common knowledge, emerald is in the fortunate 
position of being in demand even though it contains 
some flaws, flaws which would reduce the value of another 
stone to the vanishing point. 


Fig. |. Typical of beryl 
crystals is this six-sided col- 
umn form of aquamarine, 
one of beryl family which 
includes emerald, morgan- 
ite and rare golden beryl. 





Emeralds range in color from very pale to fairly deep, 
the African stones are often said to be too dark. They 
also range from yellow-green to blue-green, being spoken 
of respectively as Siberian emeralds and Colombian 
emeralds. The latter are considered more desirable. 
Crystal cutting direction is important in emeralds, the 
best color is obtained in stones which are cut with their 
tables parallel to the elongation of the six-sided column 
which is the natural crystal form of beryl. (Fig. 1). The 
orientation can be checked with a dichroscope, there 
should be a difference in color between the two sides of 


the stone seen through the instrument in a properly cul 
stone. —_—_—, 
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...AND 2382 HAPPY CUSTOMERS! 


“We sold over 80 a day—every day for a month! No 
wonder we're sold on the G-E Clock-Radio. It’s the 
hottest item in the radio business—and your display 
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Emeralds have been in vogue for generations. The 
earliest, of poor quality, came from Egyptian mines 
reputedly worked for Cleopatra. The Siberian emeralds 
are of good quality, but the old deposits were worked out 
many years ago. New Russian deposits have been found 
since World War I, but the quantity of good stones was 
small. Colombia has taken the lead as the principal 
source of emeralds, and its emeralds are considered the 
finest. There are two important mines in Colombia, the 
Muso Mine, which is operated by the State and Somon- 
doco or Chivor, which is privately operated. Many crystals 
have been found at Chivor in the past few years, but most 
were rather pale in color. Other sources are unimportant, 
the African mines have not produced many stones and 
their quality has not been high enough for continued 
operation. Most of the Brazilian stones found up to now 
have been too pale, selling for around $10.00 a carat at 





Fig. 2A. Photomicrograph of cabochon-cut synthetic emerald. 


wholesale. The North Carolina emeralds are mainly of 
mineralogical interest. A new occurrence in India has 
supplied a few stones of fair quality. 


Small emeralds are not common, hence, the price of 
small calibre stones is higher than that of comparable 
rubies and sapphires. On the other hand, large emeralds 
are not so rare as to be, like rubies, unobtainable at any 
price, so their cost, while starting high, does not ascend 
at the rapid rate that characterizes the ruby. The follow- 
ing list refers to stones of average quality, comparable 
to that of the rubies and sapphires listed last month. 
Calibre $290.00 per carat; up to 14 carat $400.00 per 
carat; 1 carat $850.00 per carat; 2 carats $1,200.00 per 
carat; 5 carats $1,800.00 per carat. 


The high cost of calibre emeralds suggest that there 
may be a place in the trade for the most expensive of the 
new synthetic jewelry stones, the synthetic emeralds made 
by Carroll F. Chatham of San Francisco. These are made 
by a secret process which results in the growth of syn- 
thetic emerald crystals, crystals which closely resemble 
the natural crystals found in the rocks. As a result of 
this method of manufacture, the inclusions and growth 
lines found within the stones follow the crystal directions 
and have the straight lines and the angles that character- 
ize a natural stone. This is quite a contrast to the curving 


108 


lines that are to be seen in the stones made by the melting 
of a powder in a flame. The result is that the recognition 
of these emerald synthetics is infinitely harder than the 
recognition of the corundum synthetics. There are several] 
methods. One not too satisfactory method is to observe 
them in an emerald filter or under ultraviolet light. The 
red which is seen in either of these two methods is fay 
more intense than the red of any natural stone. Russian 
emeralds often show little or no red in an emerald filter, 
Colombian emeralds are more or less pink to red. A more 
positive test is the observation of characteristic inclusions 
which thread their way through the crystal like wisps of 
cigarette smoke floating in the air. (Figs. 2a & b.) Loupe 
or microscope examination shows them to be made of 
innumerable flattened little bubbles; which are unlike the 
inclusions of any natural emerald. Today. when these are 
present, they are the greatest help. Small flawless stones 
mixed with natural calibre would be almost impossible 
to detect with certainty. However, if these same deep 
clear stones also proved to be brightly fluorescent jn 
ultra-violet light, it would certainly be a suspicious cir. 
cumstance. To date few stones of one carat or more have 
been sold and anything of any size would probably have 
the typical recognizable flaws. Calibre stones are very 
probably in the trade mixed with natural stones, and are 
not being recognized. 

The other beryl gemstones are much commoner and 
are easily obtained in larger sizes. Some jewelry stones 
increase geometrically in value as they increase in size, 
others arithmetically. This is caused by the nature of 
their occurrence. We have seen that large crystals of 
emerald and large crystals of ruby are extremely rare, 
hence, the value of those stones increases enormously 
with each slight increase in size. This is also true of dia- 
monds. Many other stones, however, commonly occur in 





Fig. 2B. Photomicrograph of synthetic and genuine emeralds 
shows difference in the inclusions of the synthetic at top. 


large masses, in crystals so large that the problem is not 

how to get the biggest stone out of the rough, but rather 

how to divide.the:mass:to get the most salable stones and 
(Please turn to page 143) 
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The Engagement Diamond Tradition 
...in Life... Look... The Saturday Evening Post 





Diamond Clips 


These two dramatic advertising campaigns, in Vogue . . . Harper's Bazaar 


starting in September, are designed to help 
you sell diamonds. The first, stressing the im- 
portance of the diamond engagement ring 


tradition, features romantic illustrations by the Pp lus Publicity in newspapers, magazines, on radio and television. 


renowned French painter, Raoul Dufy, gives 
helpful information on diamond qualities and Films, 347 Madison Avenue, New York 17, N. Y. 
prices. The second, spotlighting diamond clips, 
suggests diamond jewelry for gift occasions, at 


prices within reach of almost everyone. Watch 


Lectures throughout the country. 


for these two campaigns... tie in with them 
in your own promotions. 


for you 








Movies —"The Eternal Gem’’—to show in your town. Write to Association 


Diamond Sales Manual . . . Helpful FREE booklet, “More Dollars from 
Diamonds.’”” Order from Diamond Promotion Department, The Reuben 
H. Donnelley Corp., 305 E. 45th Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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NO WITCHES, NO GOBLINS can plague the merchant who builds greater 
Diamond Profit through greater Diamond Value. Swirsky & Ehrlich 

are prepared and equipped to help YOU achieve greater success in the 
merchandising of Diamonds... the very life-blood of every thriving 
retail establishment. There never was a better time to ask for the full 
Swirsky & Ehrlich story. Learn why we have become known as 


AMERICA’S FASTEST-GROWING DIAMOND HOUSE 


SWIRSAY & CHALICH 


LOOSE DIAMONDS EXCLUSIVELY 


mond Photographs Courtesy of 
Consolidated Mines, Ltd. 
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The Complete Line of Children s Silverwar 
Popular Pieces. Each in Colorful Gift Box with Transparent Covert 
COMMUNIT TUDOR PLATE 
CONSUMER PRICE 
(Foir Traded) EACH . 
Feeding slediacgenvoor ne $1.00 Baby spoon—Bent Handles «0000°°°°° $ .75 
Food-Master Spoon..-0*°°""" .Each 1.25 2-Piece Baby Set 
2-Piece Food-Master Set— Spoon and Fork. <2 é oo? eee08® eseee® 1.25 
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n mean BIG profits for you! 
New displays in Community and TUDOR PLATE 


will attract attention—win sales! Feature them 


in your windows, inside your store! 


THERE’S MONEY—extra money— in 
these popular gift items for infants 
and children! Suggest them to friends 
and parents! Feature the sets shown 
here so your customers will want to 
buy! Displays free with merchandise 


orders! 


THE PROGRESS SET IN COMMUNITY 

A perfect gift that teaches correct table 
training! Available in all 4 Community 
patterns. Velvet-covered blocks hold sil- 
verware. Ideal for window or store display, 
because pieces are visible—yet protected 
by transparent cover. 


Retail price, $7.50 Set includes: 
1 Feeding Spoon 
2-pc. Baby Set (Spoon and Fork) 
3-pc. Child’s Set ‘Knife, Spoon and Fork) 
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GROWING-UP SET DISPLAY 

A striking display of silverware against a flower-garden back- 
ground. Tudor Plate pieces seem to spring from bright plastic 
flower pots which are held in a plastic rack. This sets on a card- 
board display which comes with each set. 


Selling this entire set is a sure way to boost your unit sale. 
It’s an appealing gift item—so suggest it to customers who are 
buying for children. Available in Bridal Wreath* pattern only. 


Retail price, $5.00 Set includes: 
1 Baby Spoon (Bent Handle) 
2-pc. Baby Set (Spoon and Fork) 
3-pc. Child’s Set (Knife, Spoon and Fork) 


ORDER FROM YOUR COMMUNITY WHOLESALER TODAY 
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Jewelers’ Circular-Keystone’s Report on 


THE DIAMOND INDUSTRY IN 1950 


by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington, D. C. 


(PUBLISHED BY PERMISSION OF THE SECRETARY, SMITHSONIAN INSTITUTION) 


PART I 


Tee year 1950 was a record-breaking one in the 
diamond industry. Sales of diamonds by South African and other 
producers were the greatest in history, with total sales nearly 
one-third greater than the previous record year in 1948, and nearly 
double those of 1949. In his Christmas message, Sir Ernest Oppen- 
heimer reported: “The year 1950 has been a most prosperous one 
for the Diamond Industry. The demand for both gem and indus- 
trial stones has exceeded all expectations and previous records, 
and the buoyancy of the market has taxed the ability of the pro- 
ducers to maintain an adequate supply. Even with the help of the 
reopened Premier and Jagersfontein mines production has not 
been able to meet all demands.” 

The rapid changes in the world situation have brought about a 
decided change in the diamond industry, both in the gem and 
industrial fields. The early lethargy of the market was changed 
to one of avid demand by the outbreak of the Korean War. Even 
before this event an improvement became noticeable, due in part 
to the stabilizing effects of the Diamond Trading Company’s 
action to maintain prices upon the devaluation of sterling cur- 
rencies in 1949, and to the moves by various governments, notably 
that of the Union of South Africa to eliminate the manipulations 
between hard and soft currencies, the so-called switch operations, 
as they affected the diamond market. Political uncertainties and 
the fear of inflation induced a rapid increase in the demand for 
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gem stones. This demand fluctuated with the vagarious changes if 
the military outlook, interest waning somewhat upon Allied sue 
cesses, and increasing upon Allied setbacks. 1 

In the industrial field, too, the outbreak of the Korean Wart 
again emphasized the importance of the diamond in industry. 
American and other rearmament programs greatly increased thé 
demand for industrial stones. By 1950, reserve stocks were reduced) 
to eight million carats. No general serious shortage developed du 
ing the year, although the market tightened on some types, notably 
crushing bort. The present outlook is for greatly increased demand 
which will be partially offset by increased production from me 
Belgian Congo, amd the reopening of the Premier Mine. im 
reopening of the Premier Mine was a fortunate move, increasing 
the supply of higher qualities of industrials. 4 

Other factors, such as the development of the Alberta, Canada 
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oilfields, created new demands for industrial stones. New recovery 
processes, heavy, media and electrostatic, have now proven their 
value, resulting in more efficient recovery of stones and lower 
recovery costs. They will undoubtedly find wide application in the 
mining industry. Not only will producing mines improve their 
recovery, but marginal producers may become profitable. 

The diamond cutting industry shows some progress toward a 
more desirable degree of stability, but is still beset with difficulties, 
due in part to a disparity in manufacturing costs between various 
centers. Unemployment in some centers, notably Antwerp, remains 
a disturbing factor. A decided tendency for the dispersal of the 
manufacturing industry from the old established centers is evident. 


DIAMONDS IN FASHION 


Fashions in 1950 showed relatively little basic change. Diamond 
jewelry was light, flexible and mobile. Designed on the theory 
that diamonds in motion look bigger than diamonds in repose, 
mountings were hinged to move loosely and large single stones 
were made to sway in pendant fashion or in rows as a shimmering 
fringe. 

In mountings, curved lines were the most popular, but with 
fewer naturalistic flowers and abstract objects. The butterfly motif 
began to emerge towards the close of 1950. 

In forms of diamond jewelry, the necklace remained the most 
important single piece. Earrings changed from the long pendant 
type to large button clusters on the lobe. Diamond wrist watches 
became increasingly popular. 

Toward the end of the year, the metal restrictions imposed or 
on the horizon made new designs uncertain. Gold was being used 
extensively due to the shortage of platinum. 

More fancy cut diamonds were used this past year than at any 
time since the 1920’s. Ample supplies were available of unusual 
shapes such as pentagon, kite, trapeze, triangle and half-moon. 
The bulk of the diamond jewelry sold in America, however, is 
mounted with the standard brilliant, the emerald cut, occasionally 
the marquise, and the baguette. 


TRENDS IN THE RETAILING OF DIAMOND JEWELRY © 


Trends in the retailing of diamond jewelry in the United States 
were again investigated by a well known independent research 
organization for N. W. Ayer and Son. Inc. One hundred and nine 
jewelers in 65 cities took part in the survey. In order to get an 
accurate sample, the stores surveyed were broken down as fol- 
lows: cash jewelry stores 57 per cent, credit jewelry stores 38 per 
cent and department stores 5 per ccrt. 

Diamond jewelry represented about one-quarter of the total 
jewelry sales of the typical jeweler in 1950. The average jeweler 
operated on a rate of turn of from one to two during 1950, but 
more than one-third of the stores surveyed plan to operate at a 
higher rate in 1951, either by increased sales, or by combining an 
increase in sales with a reduction in inventory. Diamonds were 
reported to be available in adequate quantity for the most part, 
but with fine quality stones and large sizes in comparatively short 
supply. Sales of unmounted stones are unimportant, ranging be- 
tween 2 and 10 per cent of the total diamond jewelry sales. Most 
jewelers reported that, to their knowledge, none of their customers 
purchased diamonds for investment purposes in 1950. 

Diamond engagement rings continued to represent an important 
item. Sixty-one per cent of the jewelers surveyed stated that 
engagement rings accounted for at least one-half of their total 
diamond jewelry sales. Stone size tends to be a more important 
consideration than quality to the customers purchasing rings sell- 
ing for less than $400. For higher priced rings quality is the more 
important factor. Roughly 80 per cent of the diamond engagement 
rings sold in 1950 were set with center stones no larger than 55 
points, while only 7 per cent were larger than 75 points. The 
most popular price for diamond engagement rings sold in 1950 
was the same as in 1949, $167, exclusive of tax. About 30 per cent 
of the sales of diamond engagement rings were made in December. 

The popularity of diamond weddiag rings did not change appre- 
ciably in 1950. Tne most popular price for diamond wedding rings 
sold in 1950 was $79, exclusive of tax. About 25 per cent of the 
wedding rings sold were set with diamonds. The popularity of 
matched sets of engagement and wedding rings remained about 
the same as in 1949. Women’s dinner rings and diamond clip pins 
declined in popularity. In men’s jewelry, diamond rings experi- 
enced little change in popularity, while lapel emblems and cuff 
links and sets were reported to have lost favor. ; 
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THE RETAIL DIAMOND BUSINESS IN THE 
U. S. A. DURING 1950 


As usual, the United States again in 1950 was the number one 
world market for diamonds. There was substantial purchasing of 
diamonds as investments in several of the troubled areas of the 
world and there was considerable evidence of such type of pur. 
chasing of fine quality diamonds in America during 1950, Some 
of this could be attributed to purchase by war-jittery people 
desirous of a concentrated form of convertible wealth and some by 
those who considered fine gem diamonds as a hedge against ryp. 
away inflation. These factors were only minor contributions to the 
strong diamond market of 1950. The most influential causes of a 
good volume of retail diamond sales came into being with the 
outbreak of the Korean War at the middle of the year. 

For the first six months of the year, the jewelry business in 
general, and diamonds in particular, had been slow. The general 
attitude among retailers was one of depression but not panicky 
concern, for the early months of every year are traditionally dull 
in jewelry stores. Diamonds were particularly slow, principally jp 
higher valued pieces, because the new tax bill that Congress was 
virtually certain to pass by the first week in August contained g 
reduction of the jewelry excise tax from 20 per cent to 10 per 
cent. For eight months this rumor had been predicted and had 
caused consumers to postpone the purchase of important-sized 
diamond-set pieces. 

In April, May and June, in anticipation of the tax reduction, 
consumers who had been postponing purchases allowed jewelers 
to proceed with the designing and manufacturing of the pieces, 
for delivery after the tax was reduced. The outbreak of the Korean 
War killed any possibility of a tax reduction, but as far as the 
sale of diamonds was concerned this had an effect similar to a 
tax reduction. For, now the customers knew there would be no 
reduction of the excise tax in the forseeable future and there was 
nothing to be gained by a further postponement of purchase, 
Actually they saw higher diamond prices in the immediate future 
because of inflationary influences, higher wages among diamond 
cutters and greater demand. 

Another cause of the strong diamond market during the last 
six months of 1950 was the rush to the altars by young men of 
draft age. Up to June the marriage rate was 4.6 per cent less 
than during the first six months of the year before. However, dur. 
ing the last six months, the trend 1eversed and the year ended 
with an overall increase in marriages of 5.5 per cent over 1949, 
This brought about an enlarged market for diamond-set engage- 
ment and wedding rings. 

The jewelers’ Christmas business (and diamonds account for 
from 25 to 35 per cent of this volume) was good. It showed a 
gain over 1949 and was sufficient to raise the year’s volume for 
the jewelry industry to a total of $1,140,000,000. compared with 
$1,055,000,000 in 1949. 

In spite of this increase in diamond sales, jewelers’ inventories 
of gem diamonds were abnormally high at the year end. This was 
because many merchants had bought heavily during the last six 
months of the year in anticipation of still further increases in 
diamond prices. 

Average retail diamond prices, as published by De Beers in its 
advertising campaign in America, between August 1947 and 
October 1950, follow: 


Diamond Prices as Quoted in De Beers Advertisements 





Date 4 carat 4 carat 1 carat 2 carats — 
Aug. 1947 $85 to $230 $230to $500 $590 to $1135 $1450 to $3460 
Nov. 1947 95 to 210 235 to 465 5 to 1250 1815 to 3340 


Mar. 1948 90 to 210 260 to 525 665 to 1165 1615 to 3470 
May 1948 90 to 205 250 to 450 600 to 1185 1400 to 33365 
Jan. 1949 90to 205 250 to 450 600 to 1185 1450 to 3335 
Mar. 1949 S85to 225 215 to 450 555 to 1050 1355 to 3180 
June 1949 S80to 195 200 to 440 460 to 1060 1000 to 3000 
Aug. 1949 S80to 195 200 to 440 460 to 1060 1000 to 3000 
Sept. 1949 100to 230 210 to 475 625 to 1250 1290 to 3250 
Dec. 1949 100to 230 210 to 475 625 to 1250 1290 to 3250 
Jan. 1950 85 to 185 220 to 475 625 to 1250 1395 to 3500 
Apr. 1950 85 to 175 210 to 465 550 to 1165 1250 to 3000 
July 1950 80 to 215 210 to 500 560 to 1200 1200 to 3000 
Oct. 1950 85 to 200 230 to 460 550 to 1165 1215 to 3125 








The 1950 prices shown were secured through a nationwide 
check in October of that year. Jewelers were asked for the prices 
of their top-grade engagement ring diamonds, unmounted and 
without tax. The result is a range of prices, varying according to 
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unlimited... 


You can confidently count on the House of Winston to precisely 


at | I fulfill your stipulated requirements as to weight, quantity, 





' quality and color of the diamonds you need—promptly and 
at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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fy HARKY WINSTON. 


7 EAST Sts: STREET, NEW YORK 


OWNERS AND CUTTERS OF THE JONKER AND VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CiTY. 








the qualities offered by different jewelers. Exceptionally fine 
diamonds are higher priced than the top quality shown in the 
table. These prices are not set by De Beers but are established by 
a canvass of a large number of retail jewelers carried out by an 
independent and reputable survey organization. 

The average figures for 1950, compared with the average for 
December 1949, show the 1950 prices to be somewhat lower for 
the 14 and 1 carat sizes, and about the same for the other sizes. 
Within the year 1950 the 144 and % carat sizes remained relatively 
stable in price, while the price of larger stones dropped somewhat 
in April, and then levelled off. The light drop in 1950 set the 
prices for the past year about equal to those prevailing early in 


1949. 
UNITED STATES IMPORTS (Exclusive of Industrial Diamonds] 


Total gem diamond imports into the United States, in dollar 
value, for the years 1942 to 1950 are as follows: 


re $ 26,186,949 
6a aes 68,127,004 
eee 72,670,146 
ee 107,308,028 
re 166,637,049 
Ie 96,061,131 
aa 100,645,415 
ree 69,727,517 
Se ae 47% ee 103.300,671 


These figures show the value of imports for 1950 to be the high- 
est since 1946, and about 147 per cent of those in 1949. A break- 
down of these figures into rough or uncut, and cut but unset, for 
the past two years is given below: 





Cut but Unset 


Rough or Uncut 





Value Value 
per per 
Year Carats! Value Carat |Carats;} Value Carat 





1949. ... .|651,150/28,299,799| $43.46/335,487/41,427,718/$123.49 
19£0.... .|819,083|44,775,769| 54.67|492,671)58,524,902) 115.79 























DIAMOND CUTTING 


CUTTING — GENERAL 


The strong demand for gem diamonds during 1950 tended to 
alleviate the unemployment situation in the cutting centers. Several 
factors, however, continue to disturb a much desired stability in 
the industry. The disparity of cutting costs, wages and working 
hours has continued to work to the disadvantage of some of the 
principal centers and moves have been made to bring about a 
more advantageous uniformity of cests. Both the Diamond Manu- 
facturers Association and the World Federation of Diamond Work- 
ers passed resolutions at their annual] conventions in Amsterdam 
urging uniform working conditions and hours throughout the indus- 
try. The Workers Union favors an eventual 35 hour week, and has 
requested centers using long working: hours to adopt-the present 
40 hour standard. At present, it is stated, working hours in the 
United States are 38, the Netherlands 40, Israel 47, and Germany 
53. 

The “switch trade,” in which rough or polished stones are pur- 
chased with “cheap” sterling and resold for dollars, has seriously 
affected the price of diamonds. Recent regulations, such as that 
of the government of South Africa, have made these, and similar 
practices, difficult to carry through. The Treasury, South Africa, 
has prescribed that payment in respect to all diamonds, whether 
rough or cut, exported to any destination other than the United 
Kingdom, must be received in U. S. dollars, Swiss frances, or any 
other hard currency, subject to certain exemptions specified or 
which may be granted later. The “hard” currency countries at 
present comprise the United States, the American Account coun- 
tries, Canada, Switzerland and Lichtenstein, and the Belgian 
monetary area. Representation may be made through exporters’ 
bankers for inclusion of such further countries in which control 
over the sale and export of diamonds is adequate. 
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CUTTING — UNITED STATES 


High cutting costs in the United States, as compared to other 
cutting centers, foreign currency manipulations and other difficyl. 
ties were only partly offset by greater efficiency and the finer 
categories of cutting in the American industry. There were about 
300 diamond cutting establishments in the United States, employ. 
ing about 350 union and 1000 to 1500 non-union workers, A Teserye 
of about 1500 trained diamond polishers are employed jy other 
industries and are available to recall to the diamond industry, 

The cutting industry in Puerto Rico steadily declined until the 
beginning of 1950 when 200 cutters were employed, Many of 
them part time. In the second half of 1950 the number of cutter 
employed rose to about 300, but many continued on part time 
owing to a shortage of suitable rough material. 

Imports of uncut diamonds available for cutting in the United 
States amounted to 819,083 carats, an increase of 167,933 Over 
1949, but still somewhat less than 1948 imports of 909,871 carats 


CUTTING — BELGIUM 


The Belgian diamond cutting industry began a satisfactory re. 
covery in January from the low state in which it found itself jp 
1949, and progressed to an activity which the industry had not 
enjoyed for a number of years past. Unemployment was greatly 
reduced, and many workers officially listed as unemployed found 
some work in their homes. During the first two quarters of 1950, 
exports of polished diamonds already exceeded the previous two 
quarters by 30 per cent in weight and 20 per cent in value, Like 
other diamond centers, the Antwerp market was strongly jn. 
fluenced by the Korean campaign—July, August and September 
were boom months, with rising prices. Military success during 
early winter induced a slackened -lemand, with weakening prices, 
Increased cost of rough of 15 per cent and a 10 per cent increase 
in wages resulted in lower profits te the manufacturer. 

The labor force of the industry numbers between 15,000 and 
16,000. The number of employed workers at the end of 1950 rose 
to about 11,800. It is a common opinion that the industry is too 
decentralized and that better organization would effect a reduction 
in the cost of manufacture. The number of diamond cutting 
factories is estimated at about 1,400. Some cutters have tentative 
plans to emigrate to Israel and South Africa. 

A minimum wage of F. B. 800 for a 40 hour week has been 
fixed for any workman in the diamond industry. Wages were 
raised 10 per cent in September 1950, reduced 5 per cent in 
November, and raised 10 per cent again in February 1951. 

The cutters would like to have the Diamond Trading Company 
allocate rough directly to the manufacturer rather than to im. 
porters to obviate profiteering in times of short supply. 

A sizable import of polished gems, mostly old cuts of inferior 
quality from the USSR, and from South Africa for recutting, was 
reported for 1950, a result of the easing of import restrictions on 
polished goods by the Ministry of Economic Affairs. The Diamond 
Office also permitted Belgian manufacturers to accept work from 
American principals, an arrangement previously forbidden. 


CUTTING — THE NETHERLANDS 


In spite of vigorous efforts on the part of the Dutch industry, 
it appears that Antwerp is becoming the principal diamond trad- 
ing center at the expense of Amsterdam. The Dutch industry finds 
it- inereasingly - difficult to compete with Belgium because of its 
higher wages and stricter government controls. 

Prior to World War II there were approximately 6,000 Dutch 
citizens employed in the diamond industry. Just after the war 
there were only about 500 men left in Amsterdam who had been 
employed in this industry, and the goal of 2,500 employees which 
was set in 1948 will probably not be realized before 1955. In 1950 
an estimated 1,500 men and women were employed full time, and 
unemployment had fallen sharply. The lack of new recruits to the 
industry is due primarily to the low salaries received during theit 
training period. Little interest was shown by the younger people 
in the projected course offered in the training schools to teach 
the fundamentals of the diamond industry. 

The average wage in the diamond industry is one of the highest 
in the Netherlands, and is substantially higher than that in Bel- 
gium and Germany. To meet this situation, one of the larger cut- 
ters has moved his factory from Amsterdam to St. Odenrode, 
where there is a surplus of unskilled labor that can be taught 

(Please turn to page 140) 
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The highly profitable, fabulously exquisite diamond cluster 

is the fashion of today. You can cash in on this compelling 
setting by featuring the most radiant gem of all... the 
diamond with the fully polished girdle . . . The Circle of Light! 
This priceless gem blazes with greater fire, gleams with greater 
loveliness than comparably priced conventional stones. 

It's the only diamond with an evident EXTRA VALUE 


that’s visible to the naked eye. 
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this PRICE WAR 


Was Good for Business! 








by CALVIN M. CRAIG 


The two ‘warriors’ take time 
out to pose for the cameraman, 
Schultz is holding Koehler's 
sign: Koehler has  Schultr's, 


Ever hear of a price war in which nobody got hurt? The way these two 


jewelers in Lansdale, Pa., fought it, everybody was happy—even the 


manufacturers. And sales volumes doubled during the ten-day battle. 


ieee WAR is a fightin’ phrase among most 
merchants, but it needn’t be. A properly regulated “bat- 
tle” over prices can be a nice business stimulant. 

The trouble with most price-cutting duels is that they 
reach a stage where two or more merchants batter each 
other until they are both at the mercy of the buyer. A 
well-managed war makes everybody happy, customers and 
walriors. 

Take the case of Franklyn C. Koehler and John A. 
Schultz, two young jewelry merchants at Lansdale, Pa., 
who let their hair down for ten days of gay warfare, and 
had the whole town talking about them. The “fight” was 
featured with boraxish looking signs, pickets, sniping at 
each other in the newspaper, and everything. 

It wouldn’t have worked anywhere but in a small town 
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of, say, 10,000 population, like Lansdale, where nobody 
knows everybody, but everybody knows all the mer- 
chants. It cost the stunting pair about $175 each to have 
people calling up the newspaper by the dozens to say, 
“What are Frank and John up to, anyway?” 

Wiseacres at the post office and along Main street were 
assuring their friends that it was all a fake, others were 
saying that Koehler and Schultz were crazy—but they 
were all talking about two out of the five jewelry shops 
in town. And while hundreds of people talked, hun- 
dreds came into the stores to investigate, and lingered to 
buy. 

It started while Frank and John, whose stores are on 
opposite sides of Main street, two blocks apart, were 
discussing the Macy and Gimbel price war in New York, 
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Contidence is Everything 


No matter what may have prompted the pur- 
chase of a diamond, actually, the deciding 
factor in the sale is the confidence of the 
customer in the jeweler—confidence that the 
jeweler will offer the right diamond at the 
right price. 

For over 50 years, Kionka has had the same 
problem—plus this: our customers know dia- 
monds. The simple fact that we’ve been suc- 
cessfully meeting the demands of our custom- 
ers for their customers is proof of the 
confidence we all share. 


H. C KIONKA & CO., 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 38, N. Y. 
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One of the last stages of the war was the 
appearance of the pickets. They came on 
the scene after many ads in the newspaper. 








which had spread to nearby Allentown, Pa. The rival 
jewelers, who go on fishing jaunts together over week- 
ends, worked out a war of their own over the luncheon 
table in a restaurant on neutral ground between their 
shops. 

Two days later, a double-page spread appeared in the 
North Penn Reporter, the local daily newspaper. On the 
left-hand page appeared both the signature ads of 
Koehler and of Schultz. Only the text was arranged to 
read: “What’s good enough for KOEHLER’S is good 
enough for SCHULTZ.” The order was reversed on the 
right-hand page. 

“Don’t look now,” confided Schultz, in display type. 
“but a certain party across this page is running a sale. 
We should worry, we’re running one of our own.” Then 
followed the usual display of sale items, listed at forty 
per cent off. | 

And on Koehler’s page the reader was informed, “A 
certain you-know-who over there seems to be running a 
sale. Strange, but we’re running ours, anyhow.” And 
Mr. Koehler offered a list of sale items, also at forty per 
cent off. 

None of the items on either page, so it happened, was 
on the accepted lists of fair-traded merchandise. 

At the same time, the window-dressing went in. Mr. 
Koehler has a single window, and Schultz a double one; 
this was the only difference between the two sides in 
the set-up. The warring merchants displayed paper pen- 
nants of the same lettering and had signs hand-lettered 
in the same style. plastering their store-fronts thoroughly. 

The “needles” were the next phase. These were ad- 
vertisements run under the personals on the classified 
page of The Reporter. They always appeared in pairs. 
and looked like this: 


A 
¥ 
hs 





Sometimes it got to looking like a plot: 





PERSONAL—Dear Mr. Koeh- 
ler, I suppose it was just an 
accident when the lady drop- 
ped her pocketbook in our 
store during the rush Friday 
night. 50 of your business 
cards fell on the floor. Hop- 
ing to do the same for you. 
| am 


JOHN SCHULTZ 





PERSONAL—To the little lady 
in the brown hat.Thank you 
for the nice things you told 
me about my sale. Except 
my name is NOT SCHULTZ. 
It's KOEHLER! 








Once they blossomed .out into the lost-and-found 
column: 








FOUND—One of Schultz’s men 
copying down our price fre- 
ductions—KOEHLER 


FOUND — One of Koehler’s 
men blocking our doorway 


during our sale—SGHULTZ. 











PERSONAL—Mr. Schultz, my 
store will be open tonight 
till nine—KOEHLER. 


PERSONAL — Mr. Koehler, 
sorry. Can’t make it. Mine’s 
open, too—SCHULTZ. 
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One of the last’»stages of the war was the appearance 
of pickets. In front of the Schultz store, a picket marched 
with a placard lettered, WHY NOT SHOP AT KOEHL- 
ER’S? and in front of the Koehler store marched another 
with a twin sign, WHY NOT SHOP AT SCHULTZ’S? 
(The program went slightly askew at this point because 
the warring merchants forgot to consult the local police 
department. An unsympathetic officer chased the pickets 
away, but the public recognition of the war attracted more 
attention than the straight picketing! ) 

Finally, Koehler and Schultz ran half-page thank-you 
ads in The Reporter. Under the appreciation note head- 

(Please turn ta page 154) 
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oS We have a large stock of Precious Stones, mounted and ‘unmounted from | | | : 
which to make your selection. Let us cooperate with you on your special calls. 


JEROME .RICHHEIMER J Inc. 


608 Fifth Avenue Nace: ew York 20, N.Y. 


THE MOOE* * Reg. U. S. Pat. Of. 


= SR a = aa ARN Stacie 




















FOR SEPTEMBER, 1951 





Window Design 


Provides for 
Display Versatility 





Behind glass-block front, Myers 
stores display items which once 
were kept in the store basement. 





by L. A. RITCHIE 


New window layout cuts trimming 
time as much as 50 per cent. All 
salesmen can help with the job, 
because of the easy accessibility. 





A NOVEL window display system, by which 
not only the contents of the window, but the actual shape 
of the window floor itself is changed every few days, is 
paying dividends in the form of increased sales for 
M. K. Myers Jewelry Co. in Colorado Springs, Colo. 

Myers has long felt that the display windows of most 
jewelry stores are impractical, too difficult to trim, with 
too much “sameness” about them. When he planned the 
remodeling of his store front last year, he resolved to 
design a window display system which would do away 
with all of the former drawbacks. 

Myers wanted windows which could be trimmed as 
easily as a table display in the center aisle of the store. 
He wanted to be able to change the shape and dimensions 
of the window floor, so that the potential customer who 
sees window displays several times every week would be 
surprised to find “something different” every time he 
passed the store. Furthermore, he wanted to economize 





These small items may be shown in any of four ways: on a 
on construction costs. flat floor, on step-back shelving, on pyramids or on cif- 
(Please turn to page 150) cular tiers. Windows are sometimes changed twice a week. 
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76 dias. $2000 
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W2039 
143 dias. $3500 











W2043 
140 dias. $3000 
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W1982 
109 dias. $1500 


for those who desire the finest. 





A magnificent collection of specially 


priced platinum and diamond watches 


with guaranteed jewelled movements. 
Available on consignment for 
your special requirements. 


F W2049 30 dias. $750 






Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 
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|. Designed for precision timing is the Wyler 
“Chronostop." The sweepsecond hand may be 
disengaged, held, and returned to the "12" by 
buttons near "2" and "4". Retails at $59.75. 


2. Stone-ornamented ladies’ expansion watch 
band in "Jewelband" series by Kestenman Bros. 
Mfg. Co., Providence, R. |. The ‘Self-A-Tach" 


feature needs no tools. $11.50 retail, T.lI. 





3. Two new ladies’ watch cases introduced by 
|. D. Watch Case Co., Inc., Jamaica, L. I., are 
#226, a circlet of simulated pearls; #225, a 
striking modern motif giving dramatic effect. 





4. "Bastion" is the name of this new band for 
men by Marvel Jewelry Mfg. Co., of Providence. 
1/20 12K gold-filled top; stainless steel back. 


5. Borden Novelty Co., 128 E. 28th St., New 
York, call their new watchband for men "Ridge- 
way. It is available in yellow, pink, white 


1/20 10K gold-filled with stainless steel back. 


6. The "Merit" (top) and the "Coronado," new 
men's watchbands by Flex-Let Corp. Both are 
in 1/20 12K gold-filled with stainless backs. 
"Merit" retails for $7.95; "“Coronado’ $10.95. 


7. The "Golfer" is a self-winding Eterna-Matic 
man's pocket watch about the size of a silver 
dollar. Its transparent back makes it a good 4. 
“conversation piece.’ Retails at $71.50, T.I. 


ri 





7. 
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Ohaceted 


Gervece 


The diamond business, like full-cut 
diamonds, is many faceted. Each “little 
face’”’ contributes to the brilliance of 
the whole—sources of supply, expert 
knowledge of values, critical selection, 
painstaking grading, efficient organiza- 
tion, prompt attention to detail. 


All these facets combine to add brilliance 
to the Gottlieb tradition for unques- 
tioned integrity and dependable service. 


4 


FRED'K M.GOTTLIEB 6 CO. 


DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 


AMSTERDAM ee NEW YORK e ANTWERP 
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|. Simulated pearl necklace and leaf barrettes 
from new "Starlet'' line of jewelry for junior 
misses by Speidel Corp. Set retails at $10.95. 


2. Pendant locket and bracelet set from a new 
line by Foster Metal Products, Inc., Attleboro, 
Mass. 1/20 12K G. F. Stainless back on bracelet. 


3. Three new styles in earrings for pierced 
ears from fall line of JMS Jewelery Mfg. Co., of 
Bloomfield, N. J. Bottom pair are in !0K gold, 
pearl styles have I0K ear wire and G. F. drops. 


4. The "Devo Triple Treasure Pendant,’ made of 
sterling on a sterling chain, is a combination 
of Miraculous, Scapular, and St. Christopher 
medals arranged around a crucifix. Made by F. 
Whitaker Company, 50 Aleppo St., Providence. 


5. This new heart-shaped birthstone ring is 
made by the Falcon Stone Ring Co., a sub- 
sidiary of Karlan & Bleicher. It is available in 
all birthstone assortments of colored stones. 
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KNOWN THE WORLD OVER 


‘LOT 88° 


YOUR BEST 
MONEY-MAKER 


FOR FALL 


Fall fashions call for Pearls. 
Imperial is ready for the call with 


some of the most beautiful Cultured Pearl 


Necklaces, Bracelets, Earrings, Pins, Rings 
and other accessories the world has ever 
seen, fashioned from the fabulous interna- 
tional collection known as “Lot 88” recently 
acquired by Imperial, and now ready for 
you, for an unprecedented Promotion 


in Your City, on an Exclusive Basis. 


Cw in touch with the 


nearest Imperial office at once and find out 
how “Lot 88” can prove to be your best 


money-maker for Fall. 


Imperial Pearl Nyndicate 


Worlds Largest Importer of World’s Finest Cultured Pearls 


CHICAGO 
2 No. Wabash Avenue 
DEarborn 2-2844 
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NEW YORK 
607 Fifth Avenue 
PLaza 8-1076 


LOS ANGELES 
607 So. Hill Street 
TUcker 6159 
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|. “Countess"’ jewel case by Farrington Mfg. Co., 
Boston, comes in decorator pastel colors. It 
has matching case for men. Both $4.95 retail. 


2. The new “Remington 60"' shaver has plastic 
slip-on hair pocket; a start-stop wheel that does 
not turn while shaver is operating; operates with 2. 
a simple finger motion. Shaver retails at $27.50. 


3. Barbara Bates manicure gift set has silver or 
gold mesh case, gold or nickel-plated implements. 
Retail $20 for gold "Midas Mesh"; $27.50 for 
silver. Made by C. J. Bates & Son, Chester, Conn. 


4. This sterling cigarette box has an adjustable 
partition to accommodate standard or king-size 
cigarettes. The box measures 6!/2" x 314" x IIA" 
deep. Made by Poole Silver Co., Taunton, Mass. 





5. Compacts with jeweled motifs: Miniature in 
gold tone decorated with a French horn, $5.00; 
a satin silver case with rhinestone "notes" is 
$12.95 plus tax; French fan on silver plate, $8. 
Wadsworth Watch Case Co., Dayton, Kentucky. 
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ONLY THE PAULSON TIME-O-GRAF INVITES COMPARISON 





THE SUPERIOR AND 


EXCLUSIVE FEATURES 
, OF THE 


c AU LSON Read the Article 
TIME-O-GRAF IN THE 


WATCH INDUSTRY” 
fa 


on the Subject of 


WATCHES AND WATCH 
EXCLUS/VE NO.1 


TIMING MACHINES 
ON THE PAULSON TIME-O-GRAF 
























By DR. J. A. VAN HORN, 
PHYSICIST, 
HAMILTON WATCH CO. 
RESEARCH DEPARTMENT. 
In the JULY ISSUE of the 
H. I. A. JOURNAL. 


























do you have exact § scientific 

Vj printer bar action with 3 times the 
resolvent power of any other 
timing machine. 


EXCLUSIVE NO.2 








ON THE PAULSON’ TIME-O-GRAF 
with continuous tape record, it is pos- 

On y sible to get all the answers including 
the train, pallet stone, roller jewel, 
etc., on one complete record. 


EXCLUS/VE NO. 3 


ON THE PAULSON’ TIME-O-GRAF 
is it possible to reveal a continuous 


Only record of all positions on one tape 


without stopping the machine. 


EXCLUSIVE NO. F 
ON THE PAULSON TIME-O-GRAF 
can you regulate your watch and see 
i/) y exactly what it is doing as you move 
the regulator. Wonderful for hair- 
spring work, too. 






















PROVE IT YOURSELF WITH A NO-RISK TRIAL 
HENRY PAULSON & Ce '3! 3 WABASH AVE. 


CHICAGO 3, ILL. 
EVERYTHING IN WATCH MATERIAL, TOOLS AND SUPPLIES 
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Co-op Ad Campaign 
(From page 93) 


Mr. Kernis’ response.was to the point: “The best answer 
I can give,” he said, “is to tell you about our advertising 
campaign plans for this year.” 

He said that most of the Association’s members are 
sold on the value of the broad cooperative type of adver- 
tising program conducted by the Association. 

The Jewelers’ Association of Greater Chicago is spokes- 
man for approximately 130 credit jewelry stores located 
throughout the Chicagoland area. Some of these stores are 
miles apart. Other are as close together as 50 feet. Yet, 
almost all the owners are now convinced that a construc- 
tive advertising program promoting a combination of cus- 
tomer service and merchandise of reputable, nationally 
prominent manufacturers is of great value to all con- 
cerned. 


FULL PAGE ADS USED 


The cooperative, manufacturer - retailer program, 
launched in September, 1950, centered around full-page 
advertisements appearing regularly in the Chicago Sun- 
Times. Two-week campaign periods were set up in which 
to promote the products of individual manufacturers. 

Each ad featured the products of a single manufacturer 
and gave secondary promotional treatment to the prod- 
ucts of another, noncompeting line. By using two items 
in an ad in this fashion, the Association qualified for the 
Sun-Times’ local advertising rate, thus realizing a sub- 
stantial saving on the cost of each insertion. 

Every advertisement bore a replica of the Association’s 
emblem with an explanation that the same insignia was 
posted prominently in the stores of all members. Related 
promotional material told readers to “shop where you 
see this emblem.” In the ads, the Association undertook 
certain guarantees for its members. These included 
assurances that all member stores carried the merchan- 
dise advertised at the prices listed, that in all member 
stores these items could be purchased with no money 
down, and that customers were guaranteed “complete 
satisfaction.” Two of the ads listed the names and loca- 
tions of all member stores. 

During a two-week promotion period as many as four 
full-page ads were run, featuring the products of one 
manufacturer. 


IN-STORE PROMOTIONS BACK UP CAMPAIGN 


Backing up the newspaper advertising was a campaign 
of on-the-spot sales promotion conducted in the indi- 
vidual stores. Brightly colored banners tying in with the 
ads were available to all store owners. Manufacturers 
provided promotional signs and point-of-sale merchan- 
dise displays. Large, brightly-colored promotional but- 
tons were available for salesmen in the stores of Associa- 
tion members. 

These buttons carried conversation-making slogans 
aimed at arousing the customer’s curiosity and making a 
natural break during which the salesman could present 
the promoted merchandise. 

During the course of last fall’s campaign, each monthly 
session of the Jewelers’ Association was set aside as a 
“product knowledge meeting.” Store owners were urged 
to have their sales staff in attendance at these meetings. 
Average attendance ran between 300 and 400. 


132 








THE IMPOSSIBLE 
POSSIBLE ... 


The paradox of this statement parallels the 


attitude of the general public back in 1905 





when Hans Wilsdorf, Founder and pres- 
ent Director of Rolex; suggested the intro- 
duction of a wrist watch... the sight of 


which was enough to make people !augh. 


Celebrating our 5Oth year of continual 
development ...we realize Rolex’s con- 
tributions to improved time-keeping 
(waterproof, self-winding and calendar) 
have caused many to take for granted the 
amazing advances thus far accomplished. 
The self-winding watch, first successfully 
introduced in 1932... by Rolex... fea- 
turing the patented Rolex auto-rotor pro- 
vides the greatest possible accuracy... 
because in this self-winding watch the ten- 
sion is steady, assuring a more even flow 


of power. 


Important facts and features such as these 
are brought to the attention™ of your 
potential customers to pre-sell them... to 
explain why the Rolex self-winding 


‘Perpetual’’ must be considered supreme. 






ROLEX 


§58O FIFTH AVENUE © NEW YORK 19, N.Y. 


kThis is one of a series of advertisements to 


appear this fall in Time and New Yorker 
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Rie. 





LEADERS OF 
INDUSTRY KNOW 





PRESIDENT WALTER MARSHALL 
Guardian of our nation’s timekeeper, 
the great Western Union telegraph 
COMMGRY . 2. 2 sc wears a Rolex. 





SELF-WINDING —— 
THE NEW THIN SUPER-OYSTER 


_ ss OR BETIES tee PERPETUAL IN 14 KT GOLD $310.00 


When Rolex introduced the first successful self-winding generated by the patented Rolex Auto-Rotor mechanism 
wristwatch back in 1932, we had far more in mind than accounts for the world-wide reputation for accuracy of the 
Rolex Oyster Perpetual. [Enclosed in the famous Rolex 


the mere eliminating of the customary need for winding 
“Perpetual” move- 


a watch... we did it to make a more accurate timepiece. “Oyster” imported case, the Rolex 
You can easily realize that in a hand-wound watch the ment is not alone completely waterproofed for the life of 
constant slackening and tightening of the main spring must the watch, but is also fully protected against dirt, dust and 
affect its over-all accuracy to some degree .. . but in a self- powder. {] It must be noted that when the watch is serviced 
winding watch the tension is steady and assures a more it will only retain its complete waterproofing merit i: 
even flow of power. {| This even flow of “constant power” all parts are replaced and locked in their original position. 


The new Thin Super Oyster Perpetual illustrated is a wrist chronometer bearing official certificate of accuracy by a Swiss 
Government Testing Station. Worn but six hours a day it never needs winding . . . its superb movement is completely pro- 
tected from water, dust and perspiration by the famous imported Super Oyster Case. Made in several beautiful designs 
this, and other superb Rolex timepieces, are priced from $145.00 to $1,000. 


BLUEPRINT OF SUPREMACY... an unusual booklet tells the interesting focts and illustrates the exclu- 
sive features emphasizing Rolex leadership . . . free to those applying on business or personal stationery. 





SEE THE TECHNICOLOR FEATURETTE ‘THE STORY OF TIME’ AT YOUR THEATRE 


ROLEX 


THE AMERICAN ROLEX WATCH CORPORATION ° 580 FIFTH AVENUE 





e NEW YORK 19, N. Y. 
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At each monthly meeting, two different manufacturers 
were allotted time in which to brief the salesmen on their 
products and the best methods of selling them. 

The manufacturers’ presentations of their products 
were all quite complete. One manufacturer went to the 
expense of setting up a model jewelry store at a meeting 
to illustrate recommended techniques in selling and point- 
of-sale display. Another showed a series of colored slides 
detailing the manufacture of his products. All of the 
programs were aimed at providing the salesman with 
background information on the products and at shaping 
an intelligent presentation of the products to consumers. 

Furthering these special promotions, several store 
owners adopted special incentive plans for their sales 
staffs during the period in which the campaign was 
carried on. 

Results of the program developed along two main 
lines: 

(1) The ads served the direct purpose of bringing 
traffic into the stores and increasing sales. 

(2) The program helped to educate the public about 
the program of service and ethical trade practices being 
conducted by the Association. 

In the first category, direct sales resulting from the 
ads, several store owners were pleasantly surprised. Since 
only two in the entire series of ads carried the names 
and addresses of all member stores, the individual 
jeweler’s main method of profiting from the advertising 
was with tie-in displays and signs in his windows and 
elsewhere in the store. 

One credit jeweler who was particularly conscientious 
in tying in with the ads reported that during one three- 



















,. 


a i , 2 izes 
Fs PP eF 3 
F fj fi See ETE 


EE Si 


es 


f # 


PEPEETS 
ee PPP FF FF 


day period his store sold more than $550 worth of Wrist 
watch bracelets as a direct result of the cooperative adver. 
lising program. He is convinced that almost every penn 
of this represented “extra” business which could be 
attributed directly to the newspaper ads and his on-the. 
spot tie-ins. 

Another jeweler took on a line of watches which he 
had never before handled in order to go along with the 
advertising campaign. Before the promotion period had 
ended, he had sold out most of the stock taken on at the 
start of the program. He is planning now to be ready 
for this year’s promotion with a heavier inventory, 


BUILDING PUBLIC CONFIDENCE 


Although possibly less tangible, those responsible for 
the planning of the program are quick to stress the im. 
portance of its second phase, the promotion of the Asso. 
ciation’s emblem and its code of ethics. 

By advertising such terms as “guaranteed satisfaction” 
it is felt that the program has gone a long way toward 
building public confidence in both the member jewelers 
and the manufacturers. 

Backing up the newspaper program was a program on 
the part of member jewelers of talking about the Asso. 
ciation, its aims and its policies to any customer who 
expressed an interest. 

In such conversations, it is usually stressed that the 
Association works in close cooperation with the Chicago 
Better Business Bureau, that all member stores subscribe 
to a strict Code of Ethics which in turn is strictly enforced 
by its Good and Welfare Committee, its executive secre- 


tary and by the Better Business Bureau. 








= In the Quality Tradition... 





Comprehensive Selections of 
fine Rubies ... Emeralds . . . Star 
Sapphires .. . Star Rubies... 
Catseyes . . . loose or in distinctive 
Platinum Diamond mountings. 


32 Years of Service to Leading Jewelers 


UL & SVERDLIA AG 


610 FIFTH AVE., Rockefeller Center, New York 
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The Association was founded in 1927 as the Credit 
Jewelers Association of Chicago with the aim of correct- 
ing and supervising the tactics of the trade. It has func- 
tioned continuously since then, adopting its present name 


in 1948. 


CODE OF ETHICS 

Its work and its position in the jewelry trade are prob- 
ably shown most vividly by the following excerpts from 
the Association’s Code of Ethics, to which every member 
must subscribe: 

“The Association declares itself against any and all 
high-pressure methods of selling. 

“It is agreed that, if there is a legitimate reason for 
the return of merchandise purchased, and the same is 
returned within ten days after receipt and in good con- 
dition, that the purchase contract will be cancelled, the 
money paid in refunded, and the article taken back. It 
shall be the duty of the member to advise a customer 
against assuming an obligation beyond his probable 
ability to pay... .” 

“The Association is unalterably opposed to and hereby 
condemns all forms of false or misleading acts or prac- 
tices, or layouts, or statements which have the tendency 
and capacity to mislead the public. To create public confi- 
dence, and in the interest of fair trade, the following prac- 
tices are declared unfair and are hereby condemned: 

“(a) The use of an illustration showing an article or 
part thereof, to be larger or smailer, or out of proportion 
in size to the rest of the pieces, or having a different 
shape, or more cut surfaces than is a fact. 

“(bh) Failure to describe used. second-hand, recondi- 








tioned or sub-standard merchandise as such. 


“(c) Failure to have available in reasonable quantities 
and willingly sell at the price and terms offered, all mer- 
chandise advertised or displayed. 


“(d) Failure to make clear all statements or condi- 
tions, both oral and written, pertaining to the extension 
of credit, carrying charges, etc. 

““(e) The use of such statements as ‘Direct from Fac- 
tory, “Wholesale Prices,’ ‘Below Cost,’ etc., when such 
is not a fact. 

“(f) The use of asterisks to direct readers to qualify- 
ing explanations except when such asterisks are used to 
advise the reader regarding patent right. 

“All articles advertised shall be made available upon 
inquiry or request without accompanying remarks of 
disparagement or attempts to ‘switch’ the customer to 
other and more expensive items. 

“No attempt to pass merchandise of inferior quality to 
that which a reasonable person could have expected from 
the advertisement, shall be made by any member. 

“The members have agreed to take exiraordinary care 
to see to it that neither they nor their representatives 
make any misstatements of fact or misrepresentations as 
to the quality of the merchandise. . . . 

“It is specifically agreed that in no instance, even 
where there was legal process with court costs involved, 
should these fees and expenses be charged to the customer. 

“It is agreed that it is unfair to assess carrying charges, 
interest charges, or other extraneous costs, and therefore 
those subscribing to this agreement should avoid assessing 
such charges against their customers. 
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FASHIONS IMPORTERS GEM CUTTERS 
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“It is considered an unethical practice to entice or 
persuade one to enter the store who has only stopped 
to look at the window displays. 

“It is agreed that members shall not appraise jewelry 
for the public except for insurance purposes. 

“It is agreed that all guarantees shall be in writing and 
contain a description of the article sold and a plain and 
understandable statement as to the nature and extent of 
the guarantee.” 





Clever Display Peps Watchband Sales 


A series of clever window displays, coupled with a 
watchband inventory which offers more than 300 choices 
in men’s and women’s watchbands, has helped to increase 
turnover in this department for Krisman-Frey Jewelers, 
8th and Washington, St. Louis, Missouri. 

“Many men and women give little or no thought to 
replacing worn watchbands until something goes wrong 
with the watch, and the watchmaker suggests a new band 
after repairing the timepiece,” Millard G. Krisman, store 
head, pointed out. “Therefore, both by means of promi- 
nent store interior display, and through stunt windows, 
with attention-provoking centerpieces, we have attempted 
to make the average person give his watchband more 
than passing thought.” 

A typical display used a large black sign, 3 feet by 2 
feet, located in the center of a curving window facing 
into the entrance of the store, and situated prominently 
on top of a “pyramid” built up of black velvet over dis- 
play stands. Clipped to the surface of the sign were two 
watches, with a huge question mark to the right, and copy 


which read “Which would you wear? Give your watch 
that new look again! With a handsome, durable eXpan- 
sion band!” Below, was the invitation “Come in now and 
see our wide selection of reasonably-priced watchbands.” 
Scattered around the sign in the window were more 
than 36 samples of expansion watchbands of varioys 
types, in gold, plated, sterling and silver-plated styles, 
Included were many that were new on the market, which 
the Krisman-Frey store “tests” with such window displays 
before adding them to stock. 
One of the watches shown on the sign was fitted with 
a smart, multiple link expansion band, while the other, 
an identical watch, was shown with a badly-soiled leather 
band that had been removed from a customer’s watch, 
Many passersby, after reading the sign, were noticed 
to take a surreptitious look at their own watchbands and 
a surprising percentage came in to look over suggestions, 
Subsequent windows utilized by Krisman-Frey play up 
tarnished metal bands as contrasted with smart, new 
expansion bands, novelty plastic models for summer wear. 
An entire countercase inside the Krisman-F rey store is 
devoted to watchbands, grouped into men’s and women’s 
selections, in leather, plastic, solid precious metals, plated 
varieties and novelties. Steady use of “stunt windows” in 
this way has helped to bring a worth-while increase in 
watchband sales volume. 





Sales Tip—Let others’ mistakes rest. We watch our own 
efforts so carefully in selling we can easily develop a 
tendency to correct the mistakes of others. It’s never a 
good policy. 
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LOOSE PEARLS 


MABES 


(half pearls) 


NECKLACES 
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565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 
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Feminine and Formal 
(From page 99) 


shower-drops, each terminating in a large pear-shaped 
diamond and graduating to a center pendant of dramatic 
size-—What woman wouldn't like to light up her face 
with one of these! 

Bracelets, at this house, follow fashion’s choice for 
both slender and wide designs while rings often accent 
size by featuring one great diamond with tapered baguette 
side-diamonds. Ben Fabrikant told me that his family has 
been in the jewelry business continuously for more than 
three hundred years, and this proud heritage is main- 
tained by dealing only in the finest jewels. All of the dia- 
monds used in this jewelry are cut and polished on the 
premises by their own staff of expert diamond cutters. 


COSTUME JEWELRY IS RICH AND REGAL 


While most women would like to light up their faces 
with diamonds, those with good fashion taste and a lim- 
ited budget can achieve plenty of glamour with the many 
beautiful styles introduced by makers of really fine cos- 
tume jewelry this season. 

Trifari has created jewelry that co-ordinates with all 
of the current fashions and their natural throat-line chok- 
ers and snug earrings are designed to bring glamorous 
sparkle close to cheeks and eyes. Pins, necklaces, brace- 
lets and earrings feature rhinestones, colored stones, 
simulated pearls and glistening metals in big important 
designs with emphasis on richness. A dramatic series 
called Spotlight comes in necklaces of Onyx glass circlets 


a 






each set with a flashing headlight-rhinestone. The earrings 
are button design or new, short-swinging pendants. Spot- 
light also comes in ruby, amber, gold or platinum col- 
ored circlets flashed with headlight-rhinestones. There 
are many other handsome designs using vivid colored 
stones and a smash hit is a new, lighter-than-air jewelry 
called French Twist. This features spiralling webs of 
metal strands in platinum finish, gold finish, silver finish 
or gold finish with black, and is imported from France 
and exclusive with Trifari. For “big evenings” there are 
real-looking rhinestone necklaces and collars to balance 
bouffant gowns and give a look of splendor to the fashion 
scene. (Illustrated is an important Marquise collar of 
gracefully entwined pearls and rhinestones which clasps 
the throat with a single strand of pearls. The earrings” 
match the pendant of the neckline.) 

Joseph Mazer & Co. sets a high fashion standard with 
superbly crafted jewelry and new, exciting design ideas. 
Instead of conventional jewel sets, they are featuring pin 
and earring ensembles, and rhinestone necklaces crafted 
to look like precious jewelry. There are bracelets to 
match some of the pin and earring ensembles, and ear- 
rings to match all necklaces. Colored stones are used 
with dramatic importance, and a fine example is the 
Wedgewood Coronet series fashioned of large emerald, 
sapphire or amethyst colored stones in an authentic 
Wedgewood designed setting, and topped by miniature 
crowns of pearls and rhinestones interspersed with bright 
colored stones. Color is also used importantly in genuine 
amethyst, topaz, tiger-eye and jade jewels set handsomely 
in settings of 14K gold. Sapphire blue and topaz are 
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reported to be among the best selling colored stones. 

This house enjoys a reputation for lovely pavéed 
jewelry in which each tiny jewel is meticulously handset, 
and these pieces contribute importantly to the glitter look 
of fashion. There’s a Roped Heart series of exquisitely 
encrusted rhinestones, roped in strands of richly plated 
gold—creating an effect of warm contrast like diamonds 
with yellow gold. An extra large Strawberry Pin is 
pavéed in simulated pearls or is brightly a-twinkle with 
colored stones. Changing the mood to sudden whimsy is 
an impudent Pearl-On-The-Half-Shell, and this should 
be wonderful with the Alice In Wonderland fashions. Re- 
member? ... “Oh oysters, come and walk with us,” etc.! 
(A Joseph Mazer pin and earring ensemble is illustrated 
on a throat-hugging suit costume. Saturn pearl and rhine- 
stone earrings on model with full upper-sleeves. ) 

Recommend to your customers that they wear their 
new, big pins in new eye-catching ways—high up on the 
collar, dramatizing high closed necklines; close to the 
throat on swathed necklines; emphasizing asymmetrical 
closings and sweeping curved lines; on lapels, bags, hats, 
and in the hair! Matching pin and earring ensembles 
bring radiance flatteringly close to the face, especially 
when the pins are worn high. 


BIG RINGS GIVE GLITTER ACCENT 

There’s extra ring business to be had this year if 
jewelers take advantage of new ring designs and promote 
them in smart co-ordination with new clothing styles. 
Bulky. deep piled fabrics need the glitter and accent of a 


big ring; bouffant skirts need the balance of a big ring: 
full upper-sleeves, and bouffant hair-do’s need the look 
of proportion a big ring can give, and the whole fashion 
mood for ladylike magnificence needs the over-blowy 
beauty of big rings! 

Walter Lampl has designed an impressive line of big 
rings with every important fashion feature included, and 
the one word which insists on popping out to describe 
them is—fabulous! If you could look into the jewel box 
of a queen you might expect to see such rings—great 
amethyst hearts sparkled in a dozen diamonds; great 
jade bacochons snuggled in gold lace settings that are 
decorated with black enamel fleur de lis; oval jade 
jewels edged in Oriental pearls with a flounce of black 
enamel; moonstones or green beryl radiantly encircled 
in diamonds; moonstones framed in dark blue enamel. 
edged in gold and tipped with turquoise; and topaz with 
Oriental pearls and gold. These are only a few of the 
designs which combine the beauty of true jewel colors 
with gold, pearls and diamonds in fabulous sizes, and 
fabulous effects. There are bracelets to match. Lampl 
also has a series of rings using imitation colored stones, 
but with the same importance given to size and artistry 
of design. (An amethyst heart and diamond ring is 
illustrated with the bouffant skirt. ) 


ARMLOADS OF BRACELETS 

“For everything there is a season... .” And this is 
the season for selling bracelets with almost every point 
of fashion a natural build-up for increasing sales. Rich 











GUARD RINGS 


in all genuine birthstone 





and in eight different styles. 


Large selection of genuine ruby, 
sapphire and emerald guard 


e DIAMOND PLATINUM 
WEDDING RINGS 


¢ DIAMOND PLATINUM 
DINNER RINGS 


e SINGLE STONE 
ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 








rings in stock. Also with syn- 
thetic and imitation — stones. 


Memorandum Selections gladly submitted. 


Ask for circular 


REPRESENTATIVES 


CHICAGO—Louis N. Rose, 29 East Madison St. 
MID-WEST—Herman Epstein 


PACIFIC COAST—Slaudt-Cannon Agency 
315 West Fifth St., Los Angeles 
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fabrics need the comparable rich beauty of bracelets; 
full upper-sleeves need bracelets to give balance on fore- 
arms; bare-arm styles need cover-up bracelets; billowy 
houffant styles need bracelets to give a look of symmetry. 
Suggest to your customers that they should wear match- 
ing braclets on opposite arms, lots of bracelets on one 
arm. mix and match flexible and rigid designs, mix and 
match both slender and wide bracelets! It is smart to wear 
armloads of bracelets. : 

Admark has a choice of selection of fine scarab brace- 
lets in 14K gold settings or gold-filled and these add a 
wonderful splash of color when combined with gold or 
pearl bracelets—perhaps both. Scarabs have a fascinat- 
‘ng place in fashion, remaining a favorite season after 
season, and century after century, and this rare condition 
has been going on for something like 5000 years! The 
colorful scarab jewels are carved in clear crystal, red 
carnelian, black onyx, blue lapis lazuli, yellow tiger-eye, 
etc., and each jewel is handset in a heavy gold frame. 
The scarabs are imported from Europe and have Bombay 
backs with interesting hieroglyphics scrolled on them. 
Admark also features natural throatline chokers with 
matching earrings in colorful scarabs and shower drop 
collars with pendant drop earrings. Charmingly chic with 
current fashions are the wide-effect bracelets created with 
large scarabs held in heavy twin settings of gold. (An 
Admark scarab bracelet is mingled with pearl bracelets 
on the model wearing billowy upper sleeves. ) 





Jeweler Designs Own Store 
When Mr. and Mrs. G. C. Mays opened their newly 


remodeled jewelry store in Albany, Ga., last spring, local 
residents learned that the Mays’ were expert store de- 
signers and decorators as well as good retail merchants. 
The interior of the store was designed by Mr. Mays, and 
Mrs. Mays selected the new store’s decorations. _ 





The display windows and woodwork in the main store 
section are in natural mahogany, and the interior shelves 
are glass. Companion pieces of Williamsburg blue wall- 
paper are used in the front of the store and in the bride’s 
room, which is entered through a Colonial arch. 

The bride’s room is centered with a display table which 
displays eight patterns, each of silver, china and crystal. 
Only nationally advertised lines of merchandise are fea- 
tured in the Mays’ store. Its selections include complete 
lines of silver, china, crystal, watches, diamonds, per- 
fumes, appliances, and a wide selection of gifts. 
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UNEARTHED 
BEFORE YOU... 


ARE THE SACRED SCARAB GEMS OF 





EGYPT OLD—A GOOD LUCK SYMBOL 









IN MULTI-COLORED BEAUTY, SET IN 
14K GOLD TO MEET THE INCREASING 
DEMAND FOR POPULAR PRICED 

SCARAB JEWELRY 


#128 Scarab 
Earrings $20 


#S$31 5 Scarab Bracelet 92) of 





FREE AD-MATS 
AVAILABLE UPON REQUEST 


ART-CRAFT JEWELRY COMPANY 
1 W. 47TH ST., NEW YORK 19, N. Y. 


Complete selection of Gem Stone Jewelry to fit your every need 
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Any holes in 
your Umbrella? 


Here is the way to plug those holes in your 
umbrella—a way to eliminate the un- 
certainty and inconvenience of several 
policies for limited amounts—policies 
which may not even cover certain losses— 
or coverage which may be inadequate. 


Plug the holes in your insurance coverage 
with a St. Paul Companies’ JEWELERS’ 
BLOCK POLIC Y—the most inclusive 
jewelers’ insurance protection available. 
Individually written, this block policy is 
tailor-made to fit your particular needs. 


Compare the costs and convenience of hav- 
ing ONE policy take the place of several. 


Simplified, complete coverage can be yours 
with a St. Paul Companies’ JEWELERS’ 
BLOCK POLICY—from the company 
with the longest and one of the strongest 
records in the jewelers’ block insurance 


field. 


SEE YOUR ST. PAUL AGENT OR BROKER 


st. Paul Fire and io, 
Marine Insurance “Ar.” 





Tes yb 2 
Company? / kph PE’ & 
an on On a oe oe a a on } = 
% Ve OF hun vabtice yy = 
Mercury q x ia OD» SEA® + ARs ? 


140 


Insurance Company 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 
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PACIFIC DEPT. 
Mills Building 
San Francisco 6 


EASTERN DEPT. 
75 Maiden Lane 
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The Diamond Industry 
(From page 118) 


cutting, and there are plans to move other factories to Brummen 
where again there is a supply of cheap labor. 

Between 60 and 70 well established factories are active jp 
Amsterdam. Because of the loss of plants during the war some of 
the smaller operators rent machines in the Asscher factory and 
cut such stones as they may have. Although the cutting of smal} 
stones has moved largely to Belgium, Germany and Palestine, the 
present trend is to cut smaller stones in the Netherlands. Asscher’s 
cut stones as small as 40 per carat with 18 facets, and 30 per 
carat of full brilliant cut. They cut as small as 10 per carat with 
square or various fancy cuts. 

In order to assist it in its licensing works, the Government 
Bureau (Rijksbureau voor Diamant) keeps separate accounts for 
all diamond firms, showing the amount of import and export buzsi- 
ness the firm has done. When an import license for rough js 
granted, the firm’s transferable credit balance is debited for the 
amount it should realize on the transaction when the polished 
diamonds are exported, generally about 50 per cent higher than 
the rough value. After the stones are sold, the value of their sale 
price is returned to the credit balance. Any excess in sales price 
above that estimated increases the firm’s credit balance. This 
manner of crediting the firm with more foreign exchange is in- 
tended to stimulate economic and careful operation on the part of 
the manufacturer. 


CUTTING — ISRAEL 


The Israel cutting industry is still troubled by many problems 
that prevent it frem operating as smoothly as is desired. In the 
early part of the year difficulties were encountered because of 
lower diamond prices in the American market, lack of an ade- 
quate supply of rough, and workers’ requests for higher wages. In 
August a one-day strike was staged in most polishing factories, 
and a longer one threatened if demands were not met. Import of 
raw material and export of polished diamonds is under very close 
government supervision. 

The Israel industry received an average of about I £200,000 in 
rough diamonds per month from the Diamond Trading Company 
throughout the year. Of this about 80 per cent was melee and 20 
per cent was chips. Diamonds amounting to I £1,283,638 were 
exported from January to June 1950, an increase of I £509,381 
over the corresponding period for 1949. 

The number of employees in the Jsrael diamond cutting industry 
now number about 1600, a figure somewhat greater than the 
average for 1949, but far below the 4000-5000 employed during 
and immediately after World War II. About 75 per cent of the 
employed work in plants individually owned, the rest operate in 
cooperative societies. Homework, which was prevalent at one 
time, has virtually been eliminated. About 45 per cent of the 
factories are in a concentrated area in Nathanya, 45 per cent in 
Tel Aviv, and 10 per cent in other places, including two factories 
in Jerusalem. 


CUTTING — ENGLAND 


A rapidly expanding diamond cutting industry has developed in 
the past ten years in England. The industry was formed in 1940 
when refugees came from Amsterdam and Antwerp. It has now 
been firmly established and is allotted regular sights by the 
Diamond Trading Company. 

The industry employs approximately 700 men, principally in 
London and nearby districts. The diamonds cut are mostly the 
larger sizes, ranging from one carat (rough) upwards. 


CUTTING —SOUTH AFRICA 


The diamond cutting industry in South Africa, during 1950, 
experienced a reasonably good year. Lack of rough proved to be 
a serious difficulty and resulted in some disorganization at some 
factories. The Minister of Labor decreed standard wages and 
working conditions for the industry, including a 40 hour week. 
Expansion of the industry is still hampered by a lack of 
suitable material from which to draw apprentices. 

At the end of the year there were 57 cutting factories employ- 
ing 572 journeymen, 174 apprentices, 116 other Europeans and 
107 non-Europeans, a total of 1,047 workers. 
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The demand for gem diamonds from South Africa remained 
very firm throughout 1950, and all demands for goods could not 
be completely satisfied in the second half of the year. 


CUTTING — GERMANY 

Belgium and the Netherlands are endeavoring unofficially to 
boycott the rising German diamond cutting industry. A combined 
committee has been formed which is trying to work out an effec- 
tive control. Rough stones are being sent to Germany in spite of 
these restrictions. There is a general belief that it is a common 
practice for cutters, particularly in Belgium where government con- 
trols are less effective, to send parcels of rough into Germany 
where they are cut and returned without added value on the 
customs invoice. 

The International Diamond Manufacturers Association in their 
annual conference expressed the view that any diamond industry in 
Germany is undesirable for security reasons and because of Ger- 
man “dumping” through long hours and low wages, and members 
agreed not to send rough diamonds to be cut in Germany, or pur- 
chase any diamonds cut there. A few non-member organizations 
are not bound by the Amsterdam conference. On the’other hand, 
the Allgemeiner Metalarbeiterverband, representing the German 
diamond workers, requested membership in the World Federation 
of Diamond Workers, and although no action has yet been taken, 
no resolution urging the boycott of the German industry was 
passed by the Workers. It appears that the Federation hopes, 
through the German Union, to raise wages and shorten the wage 
week, thereby eliminating the advantage which the German 
industry has over other diamond centers. 

According to reports the German diamond cutting industry, in 
spite of the attempts to boycott it by the Dutch and Belgian indus- 
try, is now the second largest in the world, employing about 6,000 
cutters in the centers at Idar-Oberstein, Pforzheim and Hanover. 
Only small single cut stones are manufactured. 


CUTTING — MISCELLANEOUS 
The diamond cutting in India still remains a home industry 





using antiquated traditional methods. The industry is unorganized 
and depends largely on the cutting of stones of local origin, from 
the Panna Mines and Hyderabad, and the recutting of old gems. 
About 300 cutters are reported active, principally in Bombay, 
Navsari, Jaipur, Panna and Trichinopolly. 

A few cutters are engaged in British Guiana and Venezuela, 
and depend on local stones. Efforts to revive the Cuban industry 
do not appear to have met with any success. 

(To be continued) 





Classified Ads Pull Traffic 


The Cruser Jewelry store in Salt Lake City is a small 
retail jewelry firm located in the downtown area, compet- 
ing with the larger retail jewelers. 

Being a small store the firm cannot keep pace with the 
large, constant advertising programs of the larger 
jewelers. 

However, the firm has made a small budget work 
wonders in the classified ad pages of the Salt Lake news- 
papers. 

One recent example—a classified ad in the lost and 
found column—brought terrific results on a special sale 
of watchbands. 

The ad read: 

Don’t lose your watch. Ladies Expan. watch 
bands, $2.95 plus tax. CRUSER JEWELRY, 
367 S. Main St. 

Store officials report “very good results” from the ad. 

This proves that there is a place for classified advertis- 
ing in the budget of a small retail store. 

Don’t by-pass the classifieds! 

















Emblematic of Masonic Orders.. 
“4 Symbolic of CHURCH craltsmanship 


Your Masonic clientele will 
demand authentic insignia taste- 
fully set in jewelry designed and 
crafted by skilled artisans. You 
will meet these high standards 
with emblematic rings by 


Church. 


#9032 10K Masonic ring with em- 
blem and diamond 


#2870 14K Eastern Star ring with 
diamond and colored-stone 
(Synthetic) star points 
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2 Garden Street 
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LEADERS 


in the World of Sport, 
Science and Industry 
Rely on RACINE for 
the Best in TIMERS 
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Wherevet 


Write for the Latest RACINE 
CATALOG Just Off Press 


Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
*& GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 





Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. ¥; 
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‘Gift a Day’ Idea Increases Sales 


Moderate prices, rapid inventory turnover and sufficient 
display space is the formula the jeweler must follow jy 
profitable gift merchandising, according to J. G. Coghur 
head of Cogburn Jewelers, Panama City, Fla. 

Because of the tourists who stream through the city. 
and because Cogburn has carefully built a program 
around gifts, gift sales rank extremely high in this jewelry 
store in northwestern Florida. 

The “gift a day” promotion is important in attractino 
trafic into the store. Each day, a different gift suggestion 


Cogburn devotes one section exclusively to gifts. 


from the gift department is displayed where it may be 
easily seen from the street. 

On the right side of the Cogburn store are ten sections 
of wall shelving, six tiers high, which are devoted ex- 
clusively to gift items. All of the shelf displays are set 
up to encourage browsing, and to avoid any congestion or 


' mass display impression. 


Like all jewelers, Cogburn is busy with details of 
diamond, watch, silver and tableware promotion. Realiz- 
ing the gift department requires intimate study for suc- 
cess, he has delegated the buying to Miss Louise Kayser, 
store manager, and to his wife. Both make trips to gift 
markets at least four times a year and constantly circu- 
late in local society to make check-ups on gift trends 
among consumers. 

Gift turnover at the Cogburn store is at the extremely 
high rate of six times per year. Cogburn believes that a 
woman is best qualified to select gifts. Women make 
95 per cent of the gift purchases in Cogburn’s store. His 
two buyers have full rein in selection. “We feel that if we 
show the same figurines. the same crystal stemware and 
novelty gifts through the year, the customer who has 
visited the store twice will feel that she has seen it all, 
and will shop elsewhere when another gift-buying occa- 
sion arises. Nothing pleases us more than to have a cus- 
tomer tell us that they enjoy browsing through the gift 


. ° 99 
| department because of its variety. 





Cogburn maintains his inventory with 10 per cent in 
higher-price brackets, 70 per cent in moderate-price lines 
(five to ten dollars), and the remainder in low-price nov- 
elty gifts. 

Gift windows are changed daily. Every item carried in 
the gift department is displayed in one of the gift windows 
at least once each month. 
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Gemology 


(From page 108) 


the maximum recovery. Consequently, with jewelry 
stones of this sort, and all the rest of the beryl family 
falls into this category, there is no great increase in price 
per carat with increasing size. With these stones it is 
quite practical to supply any size stone that the customer 
wants. The price will remain about the same per carat 
for an aquamarine of given quality regardless of whether 
the stone is ten carats or fifty carats. Retail prices on 
good-sized aquamarines depend upon the depth of blue 
and the purity of the blue (without any yellow cast) ; 
most aquamarine in the trade will be essentially clean. At 
retail they will range from $2 a carat for very pale stones, 
$15 to $16 for intermediate qualities, up to $50 for the 
very best blues. Deep blue aquamarines have become 
very rare in recent years; most Brazilian stones are rather 
pale and almost all have been heated to remove a trace 
of yellow from the blue. Brazil is the chief source of 
aquamarines. Madagascar was formerly an important 
source but has not figured importantly in recent years. 
Golden beryl is in little demand, though it makes an 
attractive stone, perhaps because its color is too similar 
to that of other and better known gemstones. A great 
clarity with its refractive index of 1.58 makes it a much 
more brilliant stone than its common rival, the quartz 
topaz (R.I. 1.55) and the finest golden beryls have a rich 
quality unequalled by the latter. The finest may retail for 
$25 to $30 per carat. A green-yellow variety from South- 
west Africa was sold years ago under the name of helio- 

















RS115—14k WHITE GOLD 
4-carat Linde Star Ruby or Sapphire, of 


fabulous brilliance, hardness, color and 
star effect; with 2 pt. fine Diamonds set 
at each side in palladium plates ...... 


fo retail.s.sese-.-+ 9020.00 


.... styled and priced to help you 





dor, but they have not been popularized since the African 
deposits were taken from the German company that was 
marketing them before World War I. Occasionally we 
see green beryls that might be confused with pale 
emeralds. These present a problem in nomenclature: 
what should they be called? A practical solution to this 
seems to lie in knowing something of the source: such a 
stone coming from Brazilian aquamarine sources should 
be called a green beryl; a similar stone from Russia or 
Colombia would probably be called an emerald. Not a 
satisfactory situation, but one which will always arise until 
definite standards of color in terms capable of exact mea- 
surement have been worked out and generally accepted. 

Deep pink beryl, morganite, may rarely be rather rich 
in color, and when it is it makes an expensive stone. The 
best are from Madagascar and are light raspberry red. 
These are extremely expensive: $40 to $75 per carat. 
Much paler beryls, light pink to almost white, are found 
in Brazil. Like the aquamarines, these too have a tint of 
yellow and are made more attractive by slight heating. 
They are, however, so pale that the value even of large 
stones never exceeds a few dollars a carat. A few almost 
equally pale beryls (the original morganite) have been 
found in the California gem mines, with tourmaline and 
kunzite, but this was never a very important commercial 
source. Stones must be fairly large to be deep enough 
in color to be attractive. Clean pink beryls may reach 
100 carats or more in size but they never reach the pos- 
sible dimensions of aquamarine, which has been found in 


400-pound crystals. 


(To be continued) 
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RS200—14k WHITE GOLD 


4-carat Linde Star Sapphire or Ruby; fab- 
ulous brilliance, beautiful star radiance 
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SOLD THROUGH WHOLESALERS ONLY 
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Rothman & Schneider, Inc. 


@ New York City 
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Art of Chasing 


(From page 104) 


the precision-casting method. Usually the surface is filed 
or scraped first; then the chasing or tooling of the sur- 
face follows. 

II. Chasing an ornament or figure that has previously 
been pierced and carved from solid metal is done in much 
the same way that wood is carved, only that gravers 
instead of chisels are used for cutting. The fine details 
and subtleness of modeling can be done only by the 
chaser and his tools. 

III. The fine steel dies, both male and female, used 
for stamping ornamental flatware and even hollowware, 
are carefully chased after the wonderful carving machines 
have copied one side of the master pattern on a block of 
tool steel. The chasing, of course, must be done before 
the die is hardened ad tempered. 

IV. Chasing, known by the French word “repoussé,” 
meaning in French “pushed back,” is a somewhat differ- 
ent kind of work, but the same tools are used. It is 
actually sculpturing or modeling in metal. A design may 
be interpreted by the chaser in many different ways, no 
two alike. Flat chasing, low relief, and high relief—all 
are a matter of individual conception. 

Chasing, or repoussé, in its simplest form would be, 
by working entirely from the back side, to “raise” a 
design into low relief on a piece of sheet metal of fairly 
thin gauge, say No. 24-gauge. First, the metal is attached 
to a pitch base by heating the base, affixing the sheet of 


metal thereto, and allowing the assembly to cool. Then 
by skillful manipulation of the chasing tools and hammer. 
the design is embossed in the reverse, the face, or right 
side, being imbedded in the pitch. When finished, the 
metal is removed from the pitch by heating it and is then 
cleaned with some such solvent as turpentine or gasoline, 

When executing a design by more skillful methods of 
chasing, it becomes necessary to attach the sheet metal 
to the pitch three or more times; but then, a heavier 
gauge of stock can be used. 

First, the outline of the design is chased with blunt, 
chisel-shaped tools. The metal is then removed from the 
pitch and cleaned. 

Second, the metal is attached to the pitch face down 
and allowed to cool a little; while still warm, the design 
is raised to whatever preconceived form the artist chaser 
has in mind. The lines previously chased into the metal 
now serve as guide lines. The metal is again removed 
from the pitch and cleaned. 

Third, the metal with the design now embossed in rough 
relief is attached face up to the pitch and allowed to cool, 
With various-shaped chasing tools and the chasing ham. 
mer, modeling now begins. The background is first tooled 
so as to eliminate the original outline; then, the ups and 
downs are shaped and, finally, the finishing touches are 
given. 

To watch an experienced chaser at work is like watch. 
ing a sculptor at work with clay and modeling tools, 
delicate leaves and voluted curves appearing as if by 
magic out of the flat surface into a finished piece, a work 
of art. 
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Whether you're selecting a hat or store merchandise, 
the right choice depends on where you want to go. 
If you want the kind of patronage that creates 
prestige for your store then, obviously, 
you ll feature offerings of outstanding character. 
Search as you will, you'll find nothing more impressive, 
more expressive of discriminating taste than the 
ageless beauty, superb distinction and 
captivating chimes of a Herschede Floor Clock 


LY 


OLE, 


Both cases and movements are made completely by Herschede 
— creators of fine’ chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 





No. 294 (illustrated) 
superbly portrays 
18th Century styling 
861,” high. 


Either Westminster 
or Westminster 
Canterbury and 

Whittington 
Chimes. 


Write for 
catalog 
showing 

complete line. 
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Cathedral Chimes 
on Tubular Bells 
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A M1349 


B M1245 


C M1289 


Tie slide and cuff link set Polished 
plain ; ea . $10.75 
$1300 — Tie slide only o 8 eg ee 
$1030 — Cuff links only. . . . 5.50 


Tie slide and cuff link set. Hand 

engraved and engine turned . . 13.25 
$1243 —Tie slide only . . . . 625 
$1244 — Cuff links only. . . . 7.00 


Tie slide and cuff link set. Im- 
ported simulated Ruby, Sapphire 
or Moonstone. State color . . . 
$1255 — Tie slide only . . . . 
$1027 — Cuff links only. . . . 


D M1290 Fly Tie slide and cuff link set. Gen- 
vine hand tied trout flies em- 
bedded in lucite, Red, Blue or 
Green. State color. . ; 

$1255 Fly — Tie slide only . oo 
$1165 Fly — Cuff links only . . 


E M1292 Masonic Tie slide and cuff link set. 


F M1293 


G M1346K 


Masonic emblem on simulated 
Ruby, Sapphire or Onyx. State 
color .. 

$1256 Masonic - _ Tie ‘slide only . 
$830 Masonic — Cuff links only 


Tie slide and cuff link set. Hand 
engine turned . —s 
$1177 — Tie slide only . 6a 
$1178 — Cuff links only. . . . 


Tie slide and cuff link set. Knot 
design ‘ ‘5 
$1345K — Tie slide only , 

$908K — Cuff links only. . .. 


H M978 Horse Tie chain and cuff link set. 


Hand painted Horse Head, a 
lated crystal. . . 
$959 Horse — Tie chain only aca 
$829 Horse — Cuff links only. .- 


All items 1/20-12 kt. gold filled. Astreetits ae : 
aoe eens gift hex. ! 


o 








AA 810/657 KNIFE —Hoyward Quality, one stainless steel blade $ 2.65 
863/660 KNIFE — Hayward Quality, two stainless steel blades 4.25 
2/7878 BUCKLE — Sterling silver, hand engine turned. 
3 Matches tie slide (PP) and cuff links (MM) . . . . . S5O- 
DD $1/721 BUCKLE — Hand engine turned... . o «+ . ee 
EE $1167 Black Masonic TIE CHAIN — Masonic ontibias em- 
bedded in black lucite . . 
FF $1255 Boat TIE SLIDE — Hand pehetnd Rene, we ove 
GG $1257 TIE SLIDE — Simulated Ruby, Sapphire or Moonstone. 
Matches cuff links (HH). State color. . . — 
HH $1284 CUFF LINKS — Simulated Ruby, Seadiien or prea 
stone. Matches tie slide (GG). State color. . . . 
353 $1406 CUFF LINKS —14 kt., hand mae turned. Matches 
tie slide (NN) . . ‘ is ¢ é¢ = 22 
$1506 CUFF LINKS — 10 kt., — engine turned. Matches 
tie slide (NN)... . ; ; 
KK a Clover CUFF LINKS — — neat Gum maine in 
rs a sf 
Li $1235 — LINKS — Hand engraved, _ wales: yellow and 
. See ° 
MM $1338S CUFF LINKS — Sterling ewe. — engine nnenil, 
Matches tie slide (PP) and buckle (CC). . ... . 
NN $1404 TIE SLIDE — 14 kt., hand engine turned. Matches will 
links (JJ). gl  * 6¢ @ 6 6 ee eee 
$1504 TIE SLIDE — 10 kt., — open ere Matches cuff 
links (JJ) : ‘ . « «oe 
PP $1355S TIE SLIDE — Sterling don. eneel engine turned. 
Matches cuff links (MM) and buckle (CC). . « « “« 620 
RR S1167 Fly TIE CHAIN — Genuine hand tied trout flies em- 
bedded in lucite, Red, Blue or Green. State color . . 6.00 


All items 1/20-12 kt. gold filled, except as noted. aseiial 
packaged in red steelette gift box. Imported simulated 
stones. Prices Keystone, not including Federal Tox. 


WALTER E. HAYWARD CO., INC. 
ATTLEBORO, MASS. 




















Vy. Chasing, or repoussé, also includes embossed orna- 
mentation on hollowware. A quite different procedure 
‘; followed in doing work of this kind. Ornamental 
embellishment on a hollow vessel, such as a coffee pot or 
a flower vase, is always done after the object has been 
fabricated. This statement, however, is true only with 
handwrought craftsmanship. . 

First, the design, ornament, or figure is drawn or trans- 
ferred onto the surface of the vessel; then, the outline is 
scratched with a steel awl. . . 

Perhaps the most remarkable tool of the silversmith 
and chaser is now brought into use, the snarling iron, a 
tool whose use goes back for centuries. 

The objective now is to raise the ornamentation into 
relief. Obviously, it is impossible to do any hammering 
from the inside, so the snarling iron is employed to do 
the trick. 

The snarling iron is a simple tool made from tool steel. 
The opposite ends are bent into the shape of two right 
angles. The points may be filed into various shapes. 
One end is tightened in a strong vise; the other, upturned, 
goes in to the interior of the hollow vessel to the spot 
which is to be “hammered up.” The next operation is 
that of holding the vessel firmly with one hand and against 
the body and striking the snarling iron, near the vise, 
light, successive blows with a hammer. This gives a jar, 
as it were, to the up-turned end, so that it strikes the inner 
surface of the vessel. By skillful handling of this amazing 
tool, ornamentation can be brought into high or low relief 
at the will of the craftsman. 

The vessel is filled with pitch which is allowed to cool 
and harden. After this, the container is placed on a sand 
bag or other means of support and the outline of the 
decoration is now traced with chasing tools; then the 


background is set back; finally, the modeling and finish- | 


ing touches are supplied. 

The pitch is melted and poured out by heating the 
vessel with a gas flame; the vessel is then cleaned, usually 
by annealing and pickling. 

The pitch used for supporting the metal is an item of 





New Automatic Watch Movement 


Here is a watchmaker’s uncased view of the new Wads- 
worth Automatic being introduced currently by Wads- 
worth Watch Case Company, Dayton, Ky., among the 
styles in its new line. Based on a design never before 





marketed in this country, it has a 360-degree rotor and 
is claimed to be the thinnest eleven and one-half ligne 
Automatic movement ever made. The movement is the 
same size as the plate, therefore a larger balance and 
barrel are used. 

Of particular significance to watchmakers is the fact 
that the barrel can be removed to repair the mainspring 
without disassembling the watch. 
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F oseves Fidelis Rosaries, There 
Are No Finer Beads! To pro- 
duce the Finest rosaries, it takes 
the touch of the Artisan, and 
Fidelis has accepted this respon- 
sibility. To present the upmost 
in excellent quality rosaries to 
your customer ... Stock 





IDELIS 


ROSARIES “™ 
W hen you carry the Fidelis line 


you can sell with the assurance 
that you’re selling the best. 
Fidelis Rosaries possess a per- 
manent appeal, speaking the 
language, and answering the 
demands of the most discrimi- 
nating buyer. | 


Fidelis offers you absolutely 
the finest rosary ever presented 
to the Jewelry field. F. Whitaker 


Co. also produces DEVO ROS. | 
ARIES, that retail at a lower 4 


popular price. Write to have one 
of our salesmen call as we sell 
direct to the retail Jeweler. 


F. WHITAKER CO.) 


DEPT. F 


50 ALEPPO ST., PRO 





VIDENGE 9, R. I. > 
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MASONIC BAND RING? 


Wefferling Berry & Co. 





It shows 15 Emblems of the 


FIRST THREE DEGREES 


Lodge members have been very re- 
ceptive to this 14K Masonic ring. 


Write us for further information. 


0, 


8 Rose St., Newark 8, N. J. MEMBER 


AMERICAN 
GEM 
SOCIETY 



















‘aborn 


CULTURED 
PEARLS 


® NECKLACES 


e MATCHED 
PEARLS FOR 
EARRINGS 


e LOOSE 
PEARLS 


Memo selections sent 
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on approval. 


Your best value in any price category! 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEWYORK 19, N.Y. 

















utmost importance. The mixture of chasing pitch (three 
pounds of black shank shoemaker’s pitch, one Pound of 
rosin, and six pounds of plaster of Paris) has not hee, 
improved upon since the middle Renaissance period, 9, 
the days of Benvenuto Cellini. This mix can be yeq 
summer and winter and it can be used over and over a 
long as care is exercised in heating and reheating the 
pitch when the work is being attached. Should the pitch 
be overheated or burned, it will loose its adhesiveness and 
will become, therefore, useless for chasing purposes. The 
metal surface which is to come into contact with the pitch 
it always given a very light oiling in order to make the 
pitch stick better to the work. The common container fo, 
holding the pitch is a cast-iron, semispherical bowl aboy 
8 inches in diameter, supported in a leather ring. 

In doing a piece of repoussé work, it often becomes 
necessary to remove the metal from the pitch to make g 
correction, or sometimes the metal loosens up from ham. 
mering. This is annoying to the beginner, but one must 
learn that this is part of the art of chasing and that jt 
must be accepted as part of the work. 


CHASING TOOLS 


The tools used in chasing are mostly handmade, except 
the hammer, which can be purchased in most any jewelry 
supply store. Chasing tools should be made from square. 
shaped tool steel (sold by the steel dealers as square 
drill rod). Most of the tools are made from 3/16-inch 
square stock, 44% inches long; however, bigger and 
smaller sizes are likewise essential, so it is advisable 
always to have such stocks on hand so that a tool can be 
made at any time. 


Once made, a chasing tool becomes a very personal 
thing. Because it was made for a specific purpose, to do 
a certain job, it is a tool never to be forgotten. Among 
the hundreds of tools a chaser may have in his con- 
tainers, he can pick the one he wants almost immediately. 


When tool steel is bought, it is already annealed, or 
soft; this is done so that it can easily be forged and filed 
into the desired shape. A chasing tool should be used 
“soft” for a while so that corrections, if any, can be made; 
if not overdone, this “wearing in” process does not alter 
the shape of the tool. 


The working end of a chasing tool is hardened by heat: 
ing it to a bright red and then quickly quenching it in 
water; after this, it is tempered to a straw color. The 
upper end of the tool is left soft; otherwise, the face of 
the chasing hammer used would be damaged. 


DUPLICATING ORIGINAL WORK 


In modern mass-production methods, large sums of 
money are spent on dies and electrical equipment to dupli- 
cate and imitate original handwrought pieces of work, 
and some of it is being done beautifully; for instance, 
the many exquisite flatware silver patterns. But it must 
be remembered that somebody, somewhere, had to strug: 
gle to make the first piece by hand to serve as a model or 
master pattern for all subsequent work. 

All this was preceded by hours of work by the most 
important person, the designer, who usually is the for- 
gotten one. We like a thing because it is pleasing in line 
and design; it does not matter whether it is a pair of 
shoes or a dress or a water pitcher. The execution of 
the design, as a rule, is left to the judgment of the crafts- 
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man. There are many ways in which a design may be 
interpreted, and no two persons think alike. 

In duplicating a piece of work, the first thing to con- 
sider is the quantity. The greater the number wanted 
the greater the investment in tools and dies. Consider- 
ably more than 100 different steel dies are used to produce 
a flatware pattern. A conservative estimate of the labor 
cost of producing this equipment would be well over 
$50,000. 

For limited-number production of an original, various 
casting methods may be used, such as ordinary sand cast- 
ing or precision casting, the latter being also called the 
“lost wax method.” All castings, however, have a rough 
surface, more or less like coarse or fine sandpaper, and, 
of course, more weight, since there is a limit to how thin 
a casting can be made. 

The electrotype method, much used by the printing 
industry, affords an excellent method of reproducing an 
ornamental piece of metalwork in limited number. By 
taking a wax impression of the original model, an exact 
facsimile can be produced. It is similar to the plating 
process, except that the mold is left in the plating solu- 
tion much longer so as to build up the shell to a fair 
thickness. This method is microscopic in detail; the tell- 
tale of being a copy is on the back side, where the metal 
is always rough. 





The reception room of a Denver jewelry store is 
equipped with a special multi-lighting arrangement which 
permits each customer to examine diamonds, rubies and 
other precious stones under 16 variations of light. 











Briefcases Are Your Business 








: ible 
‘ao the finest briefcases poss! 
“pai as been for many years. 


€ the highest quality. 
buy 


‘s our business and h 
Leathers and workmanship © | 
build and hold your briefcase business, 
Bosca—traditionally the finest. = 

guaranteed. Write for complete catalog. 
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Don’t Overlook Back to School 


August and early September are busy months for lots 
of merchants. When it’s back-to-scheol time, boys and 
girls need new clothing, new school bags, new shoes, new 
pencils and pens. 

But they also need many things which the jeweler can 
supply. And not all jewelers remember to get on the back 
to school bandwagon to gather in extra sales when the 
school bells ring. 

In New Orleans last year, a lot of jewelry stores got 
on the bandwagon. Such items as watches, fountain pen 
and pencil sets, and even radios and cigarette lighters, 
sold well under back-to-school headlines over the jewelry 
store advertisements. 

Mexic Brothers, 634 Canal Street, used the back-to- 
school theme to plug fountain pens and pen and pencil 
combinations effectively. In one ad occupying a quarter 
page, Mexic Brothers featured these, watches, travel 
clocks, and lighters and electric shavers for older students 
going away to school. In good credit jewelry store style, 
Mexic Brothers was careful in its selling efforts to stress 
easy, available credit terms, as low as 50 cents per week. 

“You'll be the head of the class with these back-to- 
school watches,” said Miller Brothers of 838 Canal Street 
in one of several school time sales messages. 

Cotton’s did a big volume in “staples” such as watches 
and fountain pens. In addition, by hanging the back-to- 
school appeal on portable radios for college and older 
high school students, this store, located at 1100 Canal 
up the radio sales considerably. 
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| Window Displays 
= at ; \ ond for (From page 96) 


Don’t feel that writing your window copy is a tricky 





oA YOUR | business that only a professional can handle. Simply 
oo ON | write as you talk to your customers—copy writing is 
a | selling! The more friendly and conversational yoy 
oe (‘ () () i the - “copy” sounds, the better. Above all, be sure to writ. 
gies ! py _ from the customer’s point of view—not yours! Don’ 
ail talk about how big and efficient and successful you and 

_ oa sh eee =e your store are, but how your merchandise and your ger. 









| vice can contribute to their happiness, success and pres. 
| tige.... Your jewelry will make them look more fash. 
| ionable; your watches will keep them punctual; your gj. 
verware will make their entertaining gracious; gifts from 
your store will give pleasure to their friends and family 


ene . 4 i — |... and so on. 


‘New 


Seni ee 


| SIMPLE LANGUAGE IS BEST 


Don’t scour the dictionary for impressive words. Use 






eo “i. [ simple everyday language and particularly avoid extrava. 
aa > TRILSCH ' gant adjectives and overstatements of any kind. “Reason 
= | why” copy is important to establish confidence. In fea. 

(; AT ALOG ()k | turing a particularly low price or unusual value, tell how 

and why you are able to do so. Such explanations make 


JEWELRY BOXES | the value believable where otherwise it might be doubted. 
| There are many facts about your merchandise which 
OSCAR TRILSCH CO. are very familiar to you, but of which your customers 
tated and prospective customers are in complete ignorance, 
Whitestone 57, N.Y. These are often the very facts that will turn casual interest 
into actual sales. | 
Whether your carefully written copy is to appear ona 
small hand-lettered card, a splashy poster or on the back- 
ground itselfi—remember that the most important thing 
about lettering is that it be easy to read! Legibility, 
oddly enough, is rarely a matter of size. Even very large 
lettering can be hard to read when the letters are poorly 
formed and badly spaced. Ask your lettering man to 
keep to simple standard lettering forms and to limit the 
number of styles and sizes of lettering on any one card. 
Have a few long lines of copy rather than many one or 
two-word lines. Adapt the shape of the card to the 
arrangement of the lettering if possible, rather than the 
other way around. And above all, don’t try to crowd too 
much copy on a single small card. Have more cards ot 
larger cards or cut the copy. 


Sales Office: 366 Fifth Avenue, New York 1, N. Y. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 





00000006060 





PHOTOSTATS MAKE INEXPENSIVE COPY CARDS 





One comparatively inexpensive way to have cards made 
up, especially good if copy is lengthy, is to have the copy 
typed and a photostat enlargement made of the typing to 
the desired size. The stat can be mounted on a heavy 
card. The stat negative which will give you white letter: 
ing on black looks smart or you can have positives made. 
For best results, the copy should be typed as black as 
possible. Using black ribbon and a carbon paper face 
up so that type appears on both sides of the paper will 
help. 

The copy message should be an integral part of the 
design of the window—not an afterthought jammed i 
where space permits. Your lettering man may be able to 
add harmonizing decorative touches to simple cards (let 
tering may be in color or colored cards may be used). 
Some other ways of incorporating copy into the desigt 


Selections Sent on Approval 


665 Fifth Ave. New York 22,N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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of the window are illustrated in the small accompanying 
— display of wedding gifts—papier maché or 
laster love birds carry daintily lettered cards in their 
beaks as they hover over the gift selection. Such birds 
could also be used for a wedding jewelry display or a 
showing of shower gifts. Copy could be lettered on a 
wide ribbon extended between two birds—each holding 
an end. 

For autumn entertaining, large autumn leaves cut from 
colored paper carry such phrases as “Tea at 5,” “Cock- 
tails 4 to 6,” “Sunday Buffet,” “Dinner at 8” with a selec- 
tion of silver and china serving pieces. 

For a “Back to School” window, large apple cut-outs 
are used with the copy lettered on a slate of black card- 
board edged with cotton cord. 

Papier maché squirrels appear to be discussing the gift 
situation in the fourth sketch. The comic strip balloon 
idea is used for the copy in this case. 

These are only a few of the many interesting and color- 
ful ways your copy messages. can be placed in the win- 
dow. Paper ribbon scrolls are graceful tacked against 
the background or extending forward into the window. 
There are cut-out letters of wood and cardboard available 
in several styles (including script) which can be fastened 
directly to the background material or to posters or 
panels. These letters can usually be used over and over 
again. Heart shapes, leaves, bells, pumpkins and so forth 
can be cut from colored paper and used for lettering. 
Lettering can be done on ribbon and fabric. Marble and 
wood grain papers and other fancy papers can be used, 
but the patterns must be subdued so as not to interfere 
with the legibility of the message. Prices can be lettered 
on small cards, but more practical are the metal price 
markers with interchangeable numerals, dollar signs and 
decimal points. These are more dignified in appearance 
as well as being quick and easy to use. 


Watch Parade Window 


(From page 97) 


half inch intervals. Join the short sides of the strips to 
form hoops four inches in diameter and glue or cement 
the joining seam. Turn in the notched edges, making the 
hoop two inches in width. Colored paper or fabric can 
be pasted over the outer side of this hoop of white paper 
or colored paper can be used to start with. Insert the flat 
discs of white cardboard on each side, allowing the 
notched edge to hold the discs in place. Watches can be 
pinned on the drums. 

The small pennants lettered “For Dress,” “For Sports” 
and so forth, should be made of stiff colored paper with 
the wide ends rolled around match sticks or toothpicks 
which can be stapled to the back of the doll’s hands. 

Your showcard writer should be able to reproduce the 
J.1.C. Watch Fashion Parade emblem for the background 
poster. 

The color scheme will depend on the fashion fabrics 
selected. These should be kept in harmony and will 
probably look best against a light-toned neutral back- 
ground. Using some one bright color for all the little 
drums rather than having them match the different fabric 
colors would also help to tie the display together. This 
color can also be used in the background poster and the 
small pennants. 
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BENNINGTON, with 
Westminster Chimes 
retails for $525 
plus tax. 
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Window Design 


(From page 124) 


The result was two 12 by 6 foot L-shaped windoy, 
whiclt form an arcade-type entrance into Myers’ dies 
To provide plenty of display space, the windows wer 
brought closer together, forming a narrower space to the 
store doorway. This, in turn, translated itself into adq. 
tional space behind the windows, which now makes j 
possible for Myers to keep all of his window display mate. 
rials, signs and actual merchandise immediately behind 
the window, rather than in a basement or back room, 
The long, narrow windows are separated from these stor. 
age rooms by a gray velvet curtain, which runs all alono 
the rear of the windows. Mounted on brass rings which 
slide on a rod, the velvet curtains are soft enough to he 
compressed easily into a small space, and to open up the 
entire window, so that as many as four or five employees 
may work on a trimming job simultaneously. 

The space beneath the windows is fronted in glass 
block, which forms a smart, eye-appealing wall. The glass 
block has added valuable storage space beneath the win. 
dow floor, yet it is convenient enough so that many needed 
display items which formerly had to be stored in utility 
closets and in the basement, may now be maintained on 
the first floor. 

Next, with the matter of window trimming reduced by 
at least 50 per cent in the time required, and with it pos. 
sible for every salesman to assist with the job because 
of easy accessibility, Myers has also arranged for versa- 
tility in the shape of the window itself. This was done by 
designing a series of different platform “floors” for the 
windows, ranging from flat plywood sheets to form the 
customary level floor, through pyramids, drums, and 
other shapes. Any of these may be removed and another 
inserted in a matter of seconds. When it is desirable to 
show a large number of small items, such as rings, 
watches or costume jewelry, they may be shown on a 
flat floor, on step-back shelving, on pyramids, or on cir- 
cular tiers, merely by taking out whatever type of floor 
was originally in place and inserting the new floor. With 
a dust-proof cabinet for drapery materials, it is possible 
to change the interior appearance of the window with 
little or no difficulty. The same type of floor is seldom 
used for two successive weeks. When time permits, the 
windows are changed twice each week. 

Incandescent, 200-watt spotlights are spaced a few 
inches apart, through the concealed overhead ceiling of 
the window, and arranged in rows. Any number of them 
may be turned on as desired—for soft, even illumination 
up to a brilliant, eye-catching flood of light. Myers has 
found that incandescent light is better for window dis- 
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For the BASKETBALL ARMY 


Y Bishenr 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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Our many years of ex- 
perience in  purchas- s 
ing, restoring and | 


reproducing antique — plays than fluorescent lighting. “We have found that in- 
jewelry, has gained for us the reputation of “The | candescent spotlights insure a lot more attention to small 
Antique Jewelry House.” 
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All work is completed in our own workshop. 
¢ Memos to rated jewelers 
¢ Estates Purchased 
¢ Special Order Work 


Q. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 19, N. Y. 
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items than fluorescent light does. Fluorescents provide 
the same, even illumination over the entire window, 
Myers said. “We can focus an incandescent light wher- 
ever we want to, and we find that this change has shows 
actual results, because it is always the merchandise on 
which the lights are focused which is called for most by 
the customers who have been looking in the windows.” 

Along with redesigning the windows, and doing away 
with the usual job of window trimming, Myers has taken 
an unusual step in the interior of the store. He has sanded 
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down and bleached the old-fashioned mahogany cases 
which line the aisles of the store. “We felt that the dignity 
and prestige of the old, massive cases with their slanting 
lass fronts was retained, while refinishing them to a 
natural blonde finish gave the store a far more modern 
look,” Myers said. “We originally considered removing 
the old cases in favor of new designs, but we found that 
this would give the store much the same apperance as 
dozens of other newly-built jewelry stores. And we wanted 
our store to be just a little different. While it was almost 
as expensive to refinish all of our old woodwork, includ- 
ing an old regulator clock on the wall, the remodeling has 
given the store a certain charm which brings us many 
favorable comments from our customers.” 





Gift Department 


(From page 101) 


department also has a part in the firm’s regular advertis- 
ing budget. 

After the first six months of operation of this new 
department, all of Tracy’s discussions about it were in 
terms of the best methods of expanding it. 

He had found that small electrical and giftwares items, 
especially in the promotionally priced brackets, are excel- 
lent trafic builders, serving to bring customers in and 
acquaint them with the store. 

He became convinced that giftwares and jewelry com- 
plement each other effectively and that the net result was 
a more profitable operation for his store. 


Stunt Promotions 
(From page 102) 


motion, in addition to the cost of the ad, Wurtzel invested 
$9 in doughnuts, $2.40 in cream, and $6 in percolator 
coffee; all were served right from the small appliance 
department itself on the left wall of the Edward store. 
With a pleasing hostess on hand to serve the coffee in 
paper cups, and to demonstrate the coffeemaker, plus 
dainty paper napkins for the doughnuts, the store drew 
in more than 300 visitors on the first day. When the last 
cup of coffee was served on the first day, the books showed 
that 16 coffeemakers, at $32.50 apiece had been sold. On 
the second day, the dollar volume ran to $520. 

While most of these customers bought the $32.50 
coffeemaker on the basis of $1 down and $1 per week, 
Wurtzel points out that this is exactly the type of buyer 
he was trying to reach. The customer who buys a deluxe 
coffeemaker is invariably the head of a family, and is 
demonstrating a liking for “the finest” in electric house- 
wares, which indicates that he will think the same way in 
jewelry purchasing. Thus, such promotions enlist for 
Edward’s Jewelry Company’s benefit the “solid citizen” 
type of buyer. 

On a subsequent promotion, this time concentrated on 
electric shavers, Wurtzel compounded the interest of the 
public by advertising that he was “looking for the tough- 
est whiskers in town!” The ad offered free shaves to any 
visitor who felt that his barbels were too well-tempered 
for success with an electric razor. Six shavers were con- 
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Excellent profit items that keep your sales up—UP—UP ! 
WHEN YOU THINK OF ALARM CLOCKS—THINK OF SOCHARD 


= HENRY SOCHARD 435 Fitu: Ave., N. Y. 16 


#20C — VANITY ALARM 
CLOCK—Handsomely encased 
in genuine Morocco finish 
leather. Radium dial and 
hands. Space for a picture in 
the flap. 2%” square in red, 
green, brown and black. Re- 
tail price $9.95. 


ae #208 — LUG GAGE— Genuine 
\ natural cowhide leather bound 
travel alarm that looks like 
a suitcase in miniature. 2%” 
square with radium dia] 
and hands. Flap holds a 
photo or calendar. Re- 
tail $12.50. 


F1I0B — PHOTO TRAVEL 
ALARM CLOCK with two 
flaps for photos. A handsome 
clock bound in natural cow- 
hide leather with radium dial 
and hands. 3%” x 2%” it re- 
tails for 814.95. 


GI6l HINIS SHOOTS) WUVIV YIOGNO GNV TIAAVUL 


* MANUFACTURING TRAVEL AND BOUDOIR ALARM CLOCKS SINCE 1912 % 


FOR SEPTEMBER, 1951 


151 


== Fw 








mi-P 






Ac? 





Have you experienced the wonderful advan- 
tages that go with protected-packaged find- 
ings? Jewelers have found that quicker and 
more efficient awe can be accomplished 
with NAOMI-PAC . .. packaged findings by 
NAOMI. 

Why keep customers waiting? Just pop out 
the proper finding and finish your job quickly 
and efficiently. Get NAOMI-PAC today, the 
only findings protected and packaged. 


Tested and found superior by the United 
States Testing laboratory. 


Available through your material house only. 
CONTACT THEM TODAY... 


NAOMI 


37 West 26th Street, New York 10, N. Y. 
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JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 





Write for full particulars 


CHINESE JADE CORP. 








Liu? West 47th St. © New York 19, N.Y. © JUdson 6-1666.' 





DIAMONDS ‘for EXPORT 
BARBER aso SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, ac Same 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 
LONDON. ANTWERP. ann AMSTERDAM 








nected to outlets along the electric houseware display of 
the Kankakee jewelry store, with bowls of alcohol, pro. 
viding for sterilization, after each “experiment.” Wit) 
all of the store personnel handy to demonstrate the 
shavers, and a full-size mirror convenient for the pros. 
pect to “try his hand,” this idea went over so well that 
Edward’s Jewelry Company sold no less than 24 electric 
shavers on the opening day. 

From time to time, Wurtzel has “dreamed up” similar 
stunts, having to do with automatic pop-up toasters, with 
waffle-bakers, irons, mixers, and other leading small appli. 
ance items. He feels that the success of each such promo. 
tion is based largely on the fact that he goes after the 
“customer who wants to use the appliance himself” rathe; 
than the gift-purchaser. Only a small percentage of 
Edward’s Jewelry Company’s electric housewares sales 
fit into the gift category. 

But it is important that the jeweler recognize the fact 
that his electric housewares department is only a small 
portion of the inventory and should never be over-empha- 
sized, Wurtzel said. Going back to his policy of “promot. 
ing to the use-it himself customer” he points out that the 
jewelry store prefers to sell almost any other gift item 
to a gift purchaser than a small appliance. The reason 
for this, of course, is the extremely narrow profit spread 
which exists on most small appliances. Thus, Edward’s 
Jewelry Company much prefers to sell a fountain pen, a 
piece of silver, a wrist-watch, or even a knick-knack gift 
item to the gift purchaser, than the small appliance. 

“Our chief aim in carrying a complete line of small 
appliances, and promoting them vigorously, is to appeal 
to the most desirable type of customer, as mentioned 
before,’ Mr. Wurtzel added. “When we are selling elec- 
trical living comforts, we are usually selling a homeowner 
who is strongly interested in his family’s well-being and 
comfort. This type of customer is the backbone of selling 
on credit, and we are proud to have added a few hundred 
new names of this type to our books since the end of 
the war.” 

This Illinois jeweler’s clever promotions have won him 
much favor with “the shopping public.” Many house- 
wives make it a habit to scan newspaper advertising 
regularly, in the hope of finding “that Wurtzel fellow has 
gotten up another store demonstration.” 





Automatic Followups Build Repair 
Volume 


A simple system, whereby the owner of every watch 
repaired in the repair department is re-contacted by direct 
mail exactly one year following the original service, has 
brought about a steady increase in watch repair volume 
at Moon’s, outstanding jewelry store in Tallahassee, 
Florida. 

The direct mail program is part of a watch-repair pro- 
motional program which has been in effect at Moon’s for 
two years, and which has worked out so effectively thal 
repair volume at the Florida store is far ahead of the 
peak wartime level. The store has carefully cultivated 
watch repairs with such methods as window displays 
devoted to watchmaking, keeping the all-white department 
“open to the public” whenever possible, and describing 
the services offered to each new watch customer. 

Moon’s repair department, with three full time watch- 
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s under William L. Wood, department head, is 
outstanding for its architecture and appearance. 

Among the furnishings which appear in the watch ser- 
vice department is a huge file with a massive combination- 
lock door. Here, ever since Mr. Wood took over manage- 
ment of the department, permanent record cards have 
heen made out and filed, covering every repair of every 


maker 


description carried out by the shop. Completely fireproof | 


and locked during off-du-y hours, the combination safe 
and file now contains more than 20,000 cards, which are 


useful to Moon’s in a dozen ways. 


Most important, however, the card file protects Moon’s | 


against unfair claims of repair customers who state that 
their watches were repaired only a few months ago. The 
card file immediately proves or disproves such assertions. 
It also shows through a spot check which customers are 
mistreating watches and will be grateful for instructions 
on winding and handling. 

Use of the card file led directly to the ingeniously and 
consistently profitable direct mail system which Mr. 
Wood has developed. “Under the plan, we use a direct 





ATCH COULD TALK 


LD Ss AY Mr. 
Just a year ago I came out of 


MOON'S in perfect condition. Dur- 
ing the past year I have been your faithful servant giving the 
correct time, day or night. In order to do this I have made 
18,000 beats per hour, 432,000 per day, 157,680,000 per year. 
1 am due for additional service in order to be able to continue 
my dependable service to you. Like your car, I need lubrica- 
tion. The oil I received a year ago has now dried up and I find 
dependable operation increasingly difficult. With another 
overhaul, cleaning and oiling, however, I will be as good as 
new, and you can depend on me to give you the correct time 
during the coming year. 


w 
U 


Respectfully, 
Mr. 





MOON’S 


Registered Jewelers American Gem Society 


TALLAHASSEE, FLORIDA 











Card "reminder" which Moon sends out to watch repair customers. 


mail postcard to remind the watch owner that it has been 
a year since his watch was cleaned or repaired,” he 
states. “The card is always taken with good grace, and a 
large percentage of our customers bring them in for an 
inspection within a few days of receiving the card. Others 
order the watch cleaned almost immediately after the 
reminder reaches them. In any case, the usual customer 
appreciates the card, and is willing to tell us so.” 
Anywhere from five to fifteen cards go out per day 
from the watchmaking department, which handles this 
operation separately from standard store advertising. The 
names of the watch repair customers to whom they will 
be mailed are turned up in a “daily report file” which is 
operated in conjunction with the 20,000-name master file. 
Each evening, before the cards recording individual 
repairs are alphabetized into the big file, a “daily report 
sheet” is made out, with duplicate. In its ruled spaces are 
printed the names and addresses of each customer, with 
watch brand, amount of the repair work, etc. This, then, 
is transferred into a ledger file, marked off into days of 
the year, which, following December 31st, becomes the 
direct mail file” for the following year. In other words, 
three days previous to each successive date in the year, 
the book is opened and direct mail repair cards sent to 
each name listed on that page for the corresponding date 
of the previous year. “We try to allow enough time so 
that the card will reach the customer on the same date as 
the watch repair was carried out,” Mr. Wood added, 
which makes its receipt carry more weight.” 
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A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ proven sales-appeal. Send for catalog. 
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Bracelet Plain, Engraved or with Diamonds 


LS Dinhofer G Son. me 


L. S. DINHOFER MANUFACTURING JEWELER SINCE 1908 


74 WEST 46TH STREET + NEW YORK 19,N.Y¥- 
TELEPHONE LUXEMBURG 2°-4495 
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Bridal 


BIGGEST PROMOTION 
OF THE YEAR 
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CUT CENTER 


Nite 18 fine. white, 


Available 

#B88 - FULL 
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26 tine, white 


al-ligal-vemmeli-liutelarek: 
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Price War 
(From page 122) 


ing, Mr. Schultz screamed—with an arrow directing at- 
tention across the page—Look at this, Mr. Koehler,” ang 
listed some more bargains. Mr. Koehler responded jp 
the same sized type, “I’m looking, Mr. Schultz, but—” 
and listed his own final offerings. 

During the ten days of the sale, no stores in Lansdale 
jewelry or other, got the attention given Koehler and 
Schultz. Nothing was bought for the sales and prices 
were not hiked before they were marked down. Both 
jewelers deal in nationally advertised lines, for the most 
part, but they took no chances on losing franchises, and 
these were not included in the sale. There was no sug- 
gestion in the advertising that everything in the stores 
was marked down. 

The Macy-Gimbel situation had created what the pair 
called a “breakdown in price morale,” and their little 
stunt took care of the feeling locally. The feud either pro. 
vided the buyers with a feeling that they, too, were getting 
the benefit of a price war, or else it laughed at the idea 
of a price war off Main Street. Anyway, no other mani- 
festation of the price breakdown came to Lansdale. 


DOUBLE DOLLAR VOLUME 


Koehler and Schultz found that the dollar-volume of 
their sales during the ten days was double that of a nor- 
mal week and a half. For the first few days, the cheaper 
items were the only ones to move. There was a heavy 
run in thirty-nine, forty-nine and seventy-nine cent spe- 
cials, all advertised. 

It was evident that the shoppers were holding off from 
more expensive purchases, anticipating further cuts as 
the war progressed, but fifty per cent was the limit. In 
the last few days, the shoppers came after the higher class 
merchandise. Some shoppers asked for nationally-ad- 
vertised merchandise at the fifty per cent figure, but they 
were informed that these were not in the sale. Given the 
reason for the fair-trade pricing, the shoppers under- 
stood the reason for the limitation. 

This last was demonstrated when the war was over, at 
the end of ten days. The sales were cut off sharply. 
Koehler’s and Schultz’s store fronts returned to their 
highly conservative appearance; signs went dignified and 
the pennants disappeared. Prices returned to normal. 

The customers came in in unusual numbers for another 
four or five days, and asked for the half-off items. They 
were told that the sales were over. Prices were normal 
again. But the people kept on buying. The abnormal 
run of business kept on for nearly a week after people 
knew they were paying fifty per cent more than they 
would have had to pay during the sale! 

Koehler and Schultz feel that they may have exchanged 
a few customers, but they are perfectly sure that neither 
did the other any harm; and both are surer still that they 
made the jewelry business boom for themselves for two 
weeks and that thev turned over a tremendous volume of 
merchandise that had been at a standstill. Most im- 
portant, they answered the questions in their customers’ 
minds regarding price wars by ripping away the hypoc- 
risy that so often characterized “price ways.” Maybe Mr. 
Gimbel doesn’t tell Mr. Macy, but Mr. Koehler told 
Mr. Schultz, and both they and their customers benefited. 
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Heres how you 
can have... 


BIGGER, 
FASTER SALES! 














on House Beautiful’s editorial influence! 


Promote 


Every month, HOUSE BEAUTIFUL comes up with a new parade of progressive 
ideas—ideas that have a strong stimulating influence on the “best customer” 
families of your community. (They're recognized as “best customer” families 
because of their aggressive interest in better living and their financial ability to 
acquire it.) Every month, HOUSE BEAUTIFUL’s editorial leadership brings 
these home enthusiasts up-to-the-minute suggestions for enhancing the gracious- 
ness and efficiency of their surroundings, their dining, their entertaining .. . 
pre-sells them on new and better products that you carry in stock. 


This editorial influence is easily adaptable to your business—to attract more 
traflic .. . to build better sales! Plan now to rely on it in your local advertising 


and aisle and counter displays! 


the top-quality brand names on House Beautiful's advertising pages! 


Send for 


Every month, HOUSE BEAUTIFUL brings you the opportunity to cash in on 
a powerful selling team—its own reputation coupled with the prestige of the 


nationally known and accepted brand names on its advertising pages! 


You can convert this consumer confidence to sound profit, like other successful 
stores all over the country. if you tie your selling program to it. Use these prestige 


names conspicuously in your fall promotions! 


House Beautiful’s free display cards . . . advertising mats! 


FOR SEPTEMBER, 1951 


HOUSE BEAUTIFUL’s influence extends far beyond the “best customer” families 
who consistently use it as their buying guide. Its prestige stands for style leader- 
ship and product reliability in the minds of the general consumer public. 


Its name on your selling counters, in your local advertising. is a strong bid for 
the confidence of the shoppers in your store . . . an experience-proven way to 
bring them in! Get the habit of using it regularly as a “silent salesman”! 


TURN THE PAGE FOR DETAILS) } > 
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Here’s how you can have 


EDITORIAL INFLUENCE 


“Camouflage your inexpensive menus with a 
beautiful setting,” says October HOUSE BEAU- 
TIFUL. “The cost of a meal is no sure gauge to 
its excellence. Even if a meal simply looks costly, 
most people seem to enjoy it more.” 


The psychology of that suggestion is demon- 
strated in the illustration reproduced here from 
a full-color photograph in the forthcoming issue. 
It’s an excellent, timely theme for you to use as a 
newspaper come-on ... as a basis for customer- 
stopping displays! The Franciscan “Encanto” 
china is by Gladding, McBean & Co., Los Angeles, 
Calif. and the Heirloom “Stanton Hall” sterling 
by Oneida, Ltd., Oneida, N. Y. 


BRAND NAME PROMOTIONS 


Promotions of nationally known and accepted brand names—coupled, of course, with HOUSE BEAU- 


* 





TIFUL’s prestige—can be the key to a successful fall season. Build yours around the ideas you'll 


find in these helpful trade message from typical best-sellers on the October issue’s advertising pages. 


D. STANLEY CORCORAN initiates its Fall cam- 
paign for BING & GRONDAHL Danish Porcelain 
Figurines with insertions in the October issues of 
HOUSE BEAUTIFUL, HOUSE & CARDEN, THE 
NEW YORKER AND THE SOCIAL SPECTATOR. 
Advertising in these publications will continue 
right through the Christmas season. Newspaper 
mats and other dealer aids available on request. 


ROYAL DOULTON is the royalty of fine English 
china, honored by royal warrant from the British 
crown. Its bone china, figurines and dinnerware 
have long been available in prestige stores 
throughout America. October advertising features 
figurines, character jugs and animal subjects now 
in excellent supply for the Christmas season. 


FRANCISCAN TIEMPO in its square, modern 
shapes is available in Leaf Green, Sprout Green, 
Stone Gray, Mustard, Hot Chocolate and Pebble 
Tan. Like all Franciscan Ware, Tiempo is highly 
resistant to cracking and chipping and is guaran- 
teed against crazing. Individually packed in: 
Starterette Sets (8 pieces, special retail $6.95) 
Starter Sets (16 pieces, special retail $13.90) 


HEISEY ROSE is one of today’s most favored 
bridal patterns. Its beautifully etched hand-blown 
stemware is complemented by a complete line of 
pressed table accessories . pilates, bowls, 
candlesticks, relishes, comports, etc. Ad repr'nts, 
newspaper mats, spot announcements, and pattern 
folder obtainable from A. H. Heisey & Co., 
Newark, Ohio. 
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Of interest to gift-buyers in the October House 
Beautiful will be the advertisement of anodized 
aluminum GEM-TONE TUMBLERS, manufactured 
by NORBEN, INC., Indianapolis, Ind. Gem-Tone 
Tumblers (12-0z. size) have Norben’s exclusive 
finish and are gift-boxed in sets of eight iridescent 
colors. Finish is odorless, tasteless and stainless. 


Striking 2-color ad introducing Reed & Barton’s 
FLORENTINE LACE, brilliant new sterling flat- 
ware pattern in intricately pierced silver. Hint of 
the demand and interest in Florentine Lace that 
national advertising will awaken is forecast by 
fact pattern has already been called ‘‘America’s 
most beautiful silver design’’ by dozens of the 
country’s leading fashion editors. 


SILVERFILE, new, tarnish-free storage for silver 
flatware. Most sense-making way to store silver! 
Compact, easy to carry when setting a_ table. 
Washable Velon outside; completely lined inside 
with famous Pacific Silver Cloth. Two sizes for 
four and eight place setting (Combination holds 
service for 12). $8.95 and $10.95 retail; manu- 
factured by Reeve and Mitchell Company of 
Philadelphia. 


FRANK M. WHITING, manufacturer of Sterling 
Silver flatware and hollowware, introduces a 
lovely new solid Sterling pattern — ROSE OF 
SHARON. ROSE OF SHARON, as well as the 
Frank M. Whiting COASTRAYS, will be nationally 
advertised this Fall in: House Beautiful, Living, 
House & Garden, VYogue and Harper’s Bazaar. 


EATON’S OPEN STOCK LETTER PAPERS are 
steady, year-around best-sellers — volume _build- 
ers through repeat business that is easy to handle, 
high in profit. Eaton presells the idea of economy 
and fashion appeal to millions of women through 
their continuing national advertising campaign of 
Open Stock this Fall. 


“Accent on Alabaster’, ‘Focal Point Lamps”, 
‘Adjustable Lightoliers’’, three news-worthy . . 

sales-worthy groups for every interior, for every 
budget. Alabaster lamps by Tempestine — age-old 
alabaster in contemporary forms. Focal Point, sim- 
plified interpretations of classic and Regency mas- 
terpieces. Adjustables — the nimblest lamps you've 


ever seen! LIGHTOLIER, INC. 


Month in and month out the story of VERPLEX 
lamps and shades is told in full — and forcefully 
—to 17,000,000 readers. This Fall’s national ad- 
vertisements focus on replacement shades and new 
modern tubular lamps. Use Verplex’s 1951 Fall 
Catalogue for selections from the line that sells 
— because it’s presold. 


AIRGUIDE WEATHER INSTRUMENTS — fine 
Barometers, Thermometers and Humidity Indicators 
are in demand the country over. And justly so, for 
they not only accurately predict weather trends 
and indicate true temperature and humidity con- 
ditions, but they are handsomely styled to add a 
note of richness and beauty to any home or office. 
Fee and Stemwedel, Inc., 2210 Wabansia Ave., 
Chicago 47, Illinois. 
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Classic polished brass replica of 17th _ century ‘Lovely as an autumn landscape”’ is the theme of A completely merchandised line of door chimes; , 
English domestic clock by one of England's great- the four-color, full-page advertisement for NURRE beautiful in design, known for high tonal quality ; 
est clockmakers. 7 tall, 3° dial, 8-day 7-jewel “Living Picture’’ MIRRORS in the October House with prices ranging from $3.95 to $115.00. " 
movement oF aggre wer — ooo . Beautiful. Manufactured by the Nurre Companies, RITTENHOUSE DOOR CHIMES are popular i 
desired. All ~  eiiaaiie “lolchin } ates a Inc., Bloomington, Ind., Nurre Mirrors are avail- Christmas gift items. National advertising is tell- i 
beauty — wo Christmas aie Setatia of able in a full range of framed and Venetian ing millions of prospects about the complete line \ 
natural NELL SWYNNE LANTERN CLOCK— patterns for contemporary, period or traditional of Rittenhouse Door Chimes. The Rittenhouse Com- | 

pany, Inc., Honeoye Falls, N. Y. 


SiTHS ENGLISH CLOCKS LTD. settings. 
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FREE DISPLAY CARDS BRAND NAME 
ADVERTISING MATS POTTERY 


, as currently seenin S gy? 
HOUSE BEAUTIFUL’s buying guide influence is enor- 7s , n o ae: 
mously effective in building extra volume, if you feature House Beautiful % vou 


it prominently at the point of sale and in your local adver- 
tising. Attractive tie-in display cards and newspaper mats 
are available free of charge for that purpose. 
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I For cards of your choice, check any or all of the top-quality products below, : 
t which are advertised in the October issue. For a mat, in which product names . j 
can easily be inserted, check the square indicated. Fill in your name and . 
. mailing address, mail to: Merchandising Division, House Beautiful Magazine, . “| 
: 572 Madison Ave., New York 22, N. Y . 
. N.Y. : | 
8 = 81. ALVIN STERLING 96. HEISEY CRYSTAL ‘“‘HEISEY ROSE” 1 : 
1 82. AMSTON STERLING PATTERN 108. te : | 
1 83. GORHAM STERLING 97. KENSINGTON METAL VASE a ne ny ' 
s 84. HEIRLOOM STERLING FLATWARE 98. LIBBEY GLASS HOSTESS SETS ” PLAYING CARDS : 
' DAMASK ROSE” 99. LOTUS GLASS 110. AIRGUIDE WEATHER INSTRUMENTS & 
85. SILVERFILE BY REEVE & 100. NORBEN ALUMINUM GEM-TONE . 

j 111. SMITH’S ENGLISH CLOCKS : 
: MITCHELL OF PHILADELPHIA TUMBLERS 112. RITTENHOUSE DOOR CHIMES : | 
' PACIFIC MILLS 101. ROYAL DOULTON CHINA 113. NURRE MIRRORS 1 
: 86. REED & BARTON STERLING = 102. STANGL POTTERY 114. LIGHTOLIER PACEMAKER LIGHTING , 

ny FLORENTINE LACE 103. TIFFIN GLASS 115. TOWER LAMPS . 
. 104. WESTMORELAND HANDMADE 116. VERPLEX LAMPS & SHADES 
g =: 87. WALLACE STERLING “ENGLISH HOBNAIL” CRYSTAL 117. HAMILTON-BEACH MIXETTE : 
i 88. FRANK M. WHITING STERLING 105. SPODE FINE ENGLISH CHINA 118. K-M LIQUIDIZER i 

“ROSE OF SHARON” PATTERN 119. OSTERIZER FOOD BLENDER ' 
© 9s eeeeneen 106. WAERTSILA—ARABIA OF mp 
: "DANISH PORCELAIN FIGURINES HELSINKI DINNERWARE —— 
| 90. BLUE RIDGE DINNERWARE 107. WILL & BAUMER TAPERLITE * No card available. i 
4 91. BOOTH CHINA CANDLES [] “Seen in House Beautiful’ Mat. : 
" 92. BROOKPARK PLASTIC : 
i DINNERWARE — : 
8 93. FOSTORIA GLASSWARE ' 
‘ “CYNTHIA” PATTERN 4 
» _-94.:-FRANCISCAN WARE Se : 
: DINNERWARE “TIEMPO” . 
, 95. HAEGER CERAMICS CITY zone — ‘ 

JCK OCT 
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The Bride's Preference List (left) js 
a helpful record for gift purchasers, 
Below: an S.C.&L. ad, which invites 
customers to visit store, meet Mrs. 


































SHREVE, CRUMP & LOW CO. 
THE BRIDE'S PREFERENCE LIST FOR GIFTS 





























Bride's Name Parent's Name Groom's Name ; . ° 

Send Address City State Southworth, wedding gift consultant, ' 
Future Address City, =r State | 
Date of Wedding si ngr Registration Date By 











SILVERWARE REC'D] GLASSWARE REC'D 











THE WHITE ELEPHANTS 
WEREN'T INVITED! 








Just how do you keep — china and glass patterns the gifts } 





white elephants from that you need in the designs vou pre- 


turning up at your — fer. Friends can check your Preference 


MRS SOUTHWORTH 
Shthreve s weddwng 
artt consultant 


wedding? List. kept on file in the Wedding Gift 
Just how do you - tactfully keep Registry, and be sure of hoosing Just 
well meaning friends and relations the night gift for you with no danger 
from giving you four sets of brandy of duplication or disappointment. 

snifters when you haven't a coffee cup Come to Shreve's and establish your 


to your name, or eighteenth century — Preference List with Mrs. Southworth. 








boudoir lamps for your strictly contem- You'll find it will simplify the gift giving 

porary one and-a-half room future problem, make your wedding presents 

home or solve the problem of the treasured ones, because they'll he vo 
P ur 








six unreturnable monogrammed silver own choice. 
trays? 

There is an easy way, a gracious 
way for you, the bride, to prevent the 
white elephant dilemma — and with 
no hurt feelings. 

At Shreve's, Mrs. Southworth, 
wedding gift consultant, will register 
on a Preference List your own choice 


of silver pattern and style of engraving, 


Gift Registry Service —| | 
Traps the Bride’s ‘White Elephants’ 



























J usT how does one keep white elephants 
from turning up at weddings? by EVERETT M. SMITH 

The answer to this perplexing question of how to avoid 
the embarrassing duplication of wedding gifts and “white 
elephants” is offered in a new and indispensable service 
now being offered to the bride-to-be and her friends by 
Shreve, Crump & Low, of Boston, Mass. 

At this store’s newly established Wedding Gift Registry, 
the prospective bride is asked to register her preferences 
in silver, china and crystal patterns, as well as her choice 
of prospective gifts from the store’s large stock of jewelry, 
leather goods, antiques, lamps, and other decorative ac- 
cessories. 

As Wedding Gift Consultant, Mrs. Margaret Boynston 
Southworth is on hand to assist the prospective bride and 
her fiance in making a selection. 

In inaugurating this new service, the store circularized 
customers and friends with an attractive mailing folder 
describing the Wedding Gift Registry,. entitled “Just 
What I Wanted!” 

“Your relatives and friends want their gifts to be what 
you want. “The right thing’ is easy for them to choose 
when your complete needs and selected patterns are on 
the Bride’s Preference List at Shreve’s, filed and waiting 
for their reference in the Wedding Gift Registry. Young bride-to-be talks with Mrs. Southworth, receives Bride's 

(Please turn to page 180) Notebook after having filled out her Bride's Preference List. 
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A Modern Masterpiece in Pierced Sterling 
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THE NEW; PIERCED 


, Lace. has piercing been the basic ele- 


esign! Show your customers how it 


leal and 


an exact 





The six-piece place setting, including tax, $38.50 


%.  Distinctively New, Exquisitely Pierced Solid Silver. 
PIERCED STERLING yo Florentine Lace... beauty inspired by treasures of 
A Brilliant New Achievement By ‘ Catherine de Medici, Renaissance patroness of arts. 
Never before have you seen silver with so much 
fine and lacy piercing! You will use this sterling 
proudly, for every occasion — with every type 
of china, crystal, linen. Florentine Lace, Reed & 
Barton’s latest triumph in sterling silver craftsman- 
ship for your table. 


A beautifully illustrated Florentine Lace folder will be mailed upon request to Box 990M, Reed & Barton, Taunton, Mass., Silvermasters since 1824 
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Silverware Chest! Eixpe et re cord sales when | 
feature the beautiful solid mahogany ‘bridal chest”. 
a display piece and sales unit sonianadl 


R™ & Barton brings you one of the most powerful and com- 
pletely integrated dealer tie-in campaigns ever devised for any 
sterling pattern. Maximum promotion value is to be found in a 





distinct development of the announcement theme. In all of your Car Card! FREE! Can be used as large or small car 


ads, in every display, in every merchandising activity, you can attract prospects in buses, street cars, subways, trix 
. capitalize on the background provided by Reed & Barton magazine ; ' ' ) 
: | Radio Scripts! Use as spots or work them into \ 
own program, to bring customers into your store ip 


nationally-advertise ~“d i Rowe ‘ntine Lace! 


se 


advertising. This Florentine Lace program puts the spotlight on 
you, gives you the benefit of profitable action in your store — where 
the final sale is made! 























Pattern Folders! These four-color folders are a big 
sales help! Use them in direct mail campaigns to special 
prospects, and in other profitable ways. 


PLUS .. . Publicity in dom 
of national magazines, It sta 
with special editorial attentiy, 
illustrated articles, in Octie 
issues! Other features in mets 
politan newspapers, radio, | 





De Luxe Brochure! This piece will do a double job. 
Use it as your sales-training manual, to give your staff 
the complete and interesting story snes Florentine 
Lace. Offer it also to prospec aie customers at the 
counter, in your own advertising, and in direct mail! 








Newspaper Mats! Sales-provoking ads _ to ide ntify 
your store as headquarters for Florentine Lace! 


Display Pieces! Five attention-getting units to focus 
consumer interest on vour stock of Florentine Lace: 





1. 3-Piece Counter Display. The all-purpose unit — 
equally eye-catching for window, counter, ledge, case. 
2. 6-Piece Place-Setting Display. A real _ traffic- 
stopper. Use alone — or with plaque, fol lers, and ad- 
ditional place-settings and serving pieces. 

3. Display Plaque. Effective for windows, counters. 
wall niches. A handy accessory for displays of flatware! 
4. Traveling Display. With 22” mannequin in bridal 
gown, and both place-setting and serving eae 






5. Place-Setting Traveling Display. Put it in your 
window to attract Customers inside the store! 


Ask your Reed & Barton 








salesman for full details 
of this all-out program 


for Florentine Lace... 
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times bigger and business is twice as good. And it keeps 
getting better. 

Don says he built his business on four inches of news- 
paper space. When he opened his shop in 1948, he had 
to make a little bit of advertising say a lot. His budget 
was limited. His only advertising was done in a four- 
inch, single column piece which appeared from day to 
day in the Hastings’ newspaper. His money was not 
wasted. Nearly everybody read Don’s ads. In fact, the 
idea was so successful that he still uses it today. 

But Don must be given credit for more than a series 
of newspaper advertisements to explain his success. He 
is promotion-minded and—above all—he is customer 
conscious. If business slows down, Don doesn’t blame 
it on the business: He blames it on Don. That’s why 
his business is seldom slow, and never slow for very long. 

One of his latest promotions was a Fat Lady Contest. 
He had a man on the street, in front of the store, with a 











This guarantee accompanies every watch Don sells. 
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Left: some of the 5000 people 
who came to opening of Don's 
shop in 1948. Below: radio 
announcer and the three win- 


ners of the Fat Lady Contest. 





microphone. The idea was to award a daily prize to the 
fattest lady who showed up to be interviewed. He ran 
the contest every day for one month. And each interview 
was broadcast on Don’s 15-minute radio show. At the 
end of the month, the fattest of all the fat ladies received 
a diamond wrist watch and was named “Grand Cham- 
pion.” A big scale on the sidewalk was used to determine 
each lady’s weight. The weigh-ins attracted lots of at- 
tention, both from the folks on the sidewalk and the 
listeners at home. The Grand Champion weighed 360 
pounds and the runnerup 325. Don was not trying to 
sell anything special with the Fat Lady stunt—he was just 
getting people acquainted with Don’s Watch Shop. 

Don has used radio in other ways. For 16 months, he 
broadcast an announcement of the correct time every 
half hour for 18 hours each day. He followed each an- 
nouncement with a brief, ten-word commercial. When he 
believed that the half-hour spot advertisements had served 
their purpose, he dropped them and turned to another 
idea. 

He frequently sends out penny post cards which tie in 
with his four-inch ads. A ten-thousand-card promotion 
costs him $139.25. 

Don’s advertising stunts sell many watches and quite 
a few diamonds. But his attitude toward customers sells 
even more. Don says, “The customer is not always right 
—but he thinks he is. And that is what counts.” Don 
gives an unconditional watch guarantee certificate to 
every person who buys a watch in his shop. The cer- 
tificate is a signed guarantee to keep the watch in com- 
plete repair for one year. 

Don’s stock includes just about any watch a customer 
may want. But he never tries to switch a customer or 
sell him “up.” He sticks to the brand asked for and 
stays within the price range which the customer specifies. 
His business in waterproof watches is tremendous, be- 

(Please turn to page 177) 
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IT’S nitheeast -™ 


UP TO 4 TO I 
BY ACTUAL SELECTION! 


ARIZONA— ‘The top choice.” 
CALIFORNIA— You have a winner.” 


GEORGIA— Very pleased with the way 
the Graduates are accepting this new 
pattern.” 


ILLINOIS—'59 out of 253 Graduates 
picked this pattern.” 


ILLINOIS— ‘Leads the rest.”’ 
INDIANA— ‘It was No. 1 pattern.” 


INDIANA— Have a run on this pat- 
tern.” 


KANSAS— You have a winner. Of 65 
senior high school girls, 22 chose 
Sweetheart Rose.” 


LOUISIANA— 14 of our Graduates 
have selected it; much more than any 
other pattern.” 


MASSACHUSETTS— ‘It is 4 to 1 ahead 
of the next pattern.” 


MASSACHUSETTS (different store) — 
“Out of 54 Graduates, 24 selected it.” 


MICHIGAN— It came out way ahead.”’ 


MICHIGAN— The day the initial ship- 
ment was opened, the next 7 girls 
chose Sweetheart Rose.” 


NORTH CAROLINA—‘It was far the 


NORTH CAROLINA— We have had a 
most successful Graduation Promotion 
and out of approximately 100 patterns 

3’ 33 


selected over 80 took ‘Sweetheart Rose’. 


SOUTH DAKOTA— ‘Our High School 
Girls are really going for that pattern 
in a big way.” 


VIRGINIA— It is leadingin popularity.”’ 


WISCONSIN— Will sell itself as it is 
a very lovely pattern.”’ 


TEXAS— Please send us 23 teaspoons 
in your ‘Sweetheart Rose’ pattern. These 
are to be given to our High School 
Graduates. This was the most popular 
pattern of all the patterns we carry in 
stock. Eight was the next largest num- 
ber selected in any one pattern.”’ 


THE RACE IS OVER — a new winner is announced! 
LUNT’S new “SWEETHEART ROSE” tops any new pat- 
tern put out in the past year and more! So reports RICHARD & 
MANVILLE RESEARCH in their country-wide Girl Grad- 
uate Promotion Survey for a leading national publication! 


NEW STAR now shines in the Sterling 
Silver sky! This year—by all odds, 
and from stores in all sections of 

the land—the password to bigger profits 
for jewelers is “SWEETHEART ROSE.”’ 
The Girl Graduates have poured into 
stores all over the country to choose their 
Sterling patterns. ALL pat- 
terns of all makes were laid 
right on the line for direct, 
side-by-side comparison. 
Which make would they 
choose? Which pattern 
would they choose? With 
no sales-talk to affect the 
results. Nothing but anab- 
solutely free and uninflu- 
enced choice — seriously 
weighed, with a Hope 
Chest and a Wedding not 
too far away. 
What happened is now 
history —and particularly pleasant history 
to those dealers who stock LUNT’S 
“SWEETHEART ROSE.” For this new 
pattern absolutely skyrocketed to the 
front! At the left are just a few of the 
reports (from dealers in all sections of the 
country) which tell what happened! As 
many as 4 to 1 preferred “SWEETHEART 





ROSE.” And some of the “comparative! 
voting-results were even higher. One sto! 
reports that out of 100 selections 80 wer 
for this lovely new LUNT pattern! 
June and July wedding business she 
also that “SWEETHEART ROSE” is atop 
““bride’s pattern.’’ Enthusiastic reports re h 
us almost every day from 

stores and their sales pet 

sonnel attesting to this 

fact. Read the adjacent 

comments which are ag 

tual quotations! 1 

This LUNT LAND: 

SLIDE can become 

profit-landslide for LUM 

Selected Distributort 

Special ads, displays, at 

merchandising assistand 

(See opposite page) al 

ready, waiting for yol 

Here is a ‘‘once-in-a-bl . 

moon”’ sensation in Stefling flatware. 
sure - fire opportunity to increase your flat 
ware sales. If you have held back, “waited 
to-see,”’ before stocking ““SWEETHEARE 
ROSE,” here is sensational proof fot 
you! Don’t enter the Fall selling period 
without this top pattern. Write...Wit 
...Of Phone us your order now! 
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(iit Merchandising . . . 


Small Town Jeweler’s Stock-in-Trade 





A LARGE customer list of brides and other 
women has been built in the small town of Blair, 
Nebraska, by L. C. Klopp and his wife who are cashing 
in on a fine merchandising program. 

Mr. and Mrs. Klopp modernized their store a year ago 
and gave more than 1000 baby orchids to women on 
opening day. They know that the gift department of a 
jewelry store appeals to many people, and that once 
people come into the store for an ordinary gift item, they 
often buy watches, diamonds and other jewelry items as 
well. 

When a customer comes into this jewelry store and 
makes a purchase of a jewelry or gift department item. 
Mrs. Klopp asks that person if she may list her name in 
the Klopp preference book. This special book includes 
the name, address and preferences in silverware, glass- 
ware and dinnerware of most of Klopp’s customers. 

There are some jewelry stores, of course, who do this 
sort of thing with brides, maintaining a bride’s prefer- 
ence book. The Klopp’s have such a book for brides and 
they promote this type of merchandising very much, but 
they use the idea with other people as well. Klopp be- 
lieves that this list of preferences insures a lot of future 
store traffic and means more sales and more satisfied 
customers. 

“When someone admires a gift that was purchased at 
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by NELSON P. SLOAN 


The modern store of L. C. Klopp in 
Blair, Neb., was built with the aid 
of a "Bride's Preference Book." Be- 
low: Mrs. Klopp shows the book which 
includes the names and preferences 
of most of the store's many patrons. 








our store, the purchaser feels more kindly toward our 
store,” says Mrs. Klopp. “After all, we helped that 
woman purchase a gift for her friend, and we wrote 
down the receiver’s preferences. Thus there was very 
little chance of not insuring satisfaction with the gift.” 

The gift department of this store has grown steadily 
in volume, and the jewelry section has been benefiting 
too, from the increased volume. 

The store has a large book in which the preferences 

(Please turn to page 179) 
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introducing a 


New Masterpiece oe 


Amaryl i 


by manchester 





ern’ 
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Amaryllis, a new, 
ornate bow-fiddle 


pattern, is proudly 
added to the 


Manchester line of 


OOO OD 


LLLP LALO 


lovely Sterling. Be 
first in your area to 
feature this sales 
producing pattern 
that is ahead in its 
field. Write today for 
complete details on 
the NEW Amaryllis 
Pattern by 


Manchester. 


“IF IT’S MANCHESTER 
IT’S STERLING” 


Whanchester SILVER CO. 


PROVIDENCE 5, RHODE ISLAND 
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HAMILTON BEACH 
costs your customers less! 


Hamilton Beach, at $37.50 retail, less 
juice extractor, is the one best buy for 
your customers. After all, some women 
prefer this item without the attachment. 
With Hamilton Beach, she isn’t forced 
to take it! Yes, this lower price tag makes 
sales because it makes sense to your cus- 
tomers. And Hamilton Beach is top value 
in still another way. It’s easiest to use. 
Yes, easiest of all food mixers, regardless 
of price. So, it’s easiest to sell. 


Easiest-to-Sell 


HAMILTON BEACH 
pays you more! 


From the chart, you can see how Ham- 
ilton Beach pays off. But check your 
price sheets. See if you don’t agree that 
here is really a sweet picture of profit. 
And in quality Hamilton Beach is second 
to none—more than 40 years of experi- 
ence and 15 million appliances say so! 
It’s top value, top quality, and it pays 
you more. That makes Hamilton Beach 
good business—any way you look at it. 


MIXER “A” PAYS EL RPIAM aT 














MIXER “B” PAYS : 

4 A Mi ; iT} & be x AG o mixer “c” PAYS ELRERABLL OIL S 
MIXER “D" PAYS e 

GIVES YOU MOST PROFIT HAMILTON BEACH ; 
ON F 00D MI X E R SA LE $ I (Percentages based on List Prices, including tax 


—as of July 1, 1951.) 
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HAMILTON BEACH 
‘fall in 1Q Big Magazines 


HAMILTON BEACH 











$3 750° 


RETAIL 






$1875° 


RETAIL 


Includes gift box 
bracket, and 
screws for wall 
mounting. 








AMERICA’S 
FASTEST-SELLING 
PORTABLE! 


A winner since its introduction little more 
than a year ago. Captures the $18.75 market 
for you. Mixette hangs on the wall or fits in 
a drawer. It’s the only 3-speed mixer offer- 
ing one-hand operation. Most important, it’s 
not a toy but a powerful portable that takes 
heavy mixing jobs in stride. A gift-item 

JUICE natural in its smart black-and-silver package! 


EXTRACTOR 
$4.50* 
RETAIL 


DEALER HELPS and DEPARTMENT STORE TIE-INS! 


Retail promotion helps are available for the asking. Your choice of newspaper mats, 
statement enclosures, and display material. Ask your distributor's salesman or write: 
Advertising Dept., Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, W1s. 


AMILTON BEACH 


*Prices subject to change without notice. 
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|. Among 20 new additions to International 
Silver Co.'s “Royal Danish" pattern are the 
buffet ladle, cake breaker and hors d'oeuvre 
fork shown. 67 different pieces in pattern. 








2. A knife and fork in Reed & Barton's New 


pierced sterling pattern, "Florentine Lace." 2 


3. This three-piece serving set in Evening 
Star pattern in Community plate is new item 
for fall by Oneida, Ltd. Retails at $8.25. 


4. Manchester Silver Company's new sterling 
flatware pattern “Amaryllis.""  Bow-fiddle 
design has tiny flower at top with a scroll 
on either side. Place setting $32.10 retail. 


5. This high compote in Damask Rose pattern 
in Oneida, Ltd.'s Heirloom sterling is 6%" 
in diameter, 6!/4,"" high. $18.75 retail T. |. 


6. Sandwich plate from new line of sterling 
hollowware in Rose of Sharon pattern from 
Frank M. Whiting. About $30 retail with tax. 
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these Famous Hosts help you sell iting Fdward.®. Silverplate 


‘HOLIDAY’ 


Famous Host Rex Harrison 

co-starred with Lilli Palmer in 
“THe Lone Dark Hatt,” 
chooses lovely “Holiday” as his 


favorite pattern. 
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‘CAVALCADE’ 





Famous Host Douglas Fairbanks 





star of the motion picture com- Famous Host Ray Milland 
edy “Mr. Drake’s Duck.” His star of “SOMETHING To LIVE £ Host J M 
choice? Exquisite “Moss Rose.” Fos,” o Pasemount Picture. Ase amous Host James Mason 


currently starring in his pro- 
duction of “A Lapy PossEssEp” 
A man with polished taste 

he chooses “Cavalcade.” 


perb host, he chooses regal “King 























Edward” as his favorite pattern. 


Irresistible attraction ... Famous celebrities picked 
for their appeal to your women customers are fea- 
tured in a striking new series of ads. 


Tremendous circulation . .. These powerful ads ap- 
pear in the magazines shown at left with a circula- 
tion of 22,000,000 and will be read by thousands 
of women in your neighborhood. 


Volume for you! King Edward Silverplate gives 
y $ P s 
your customers everything they want in silverplate. 


ay 1 Beautiful patterns...lovely enough for 
Hollywood’s most famous hosts... and 
hostesses! 


2 Attractive prices...complete services for 
as little as $34.50. 


3 Unlimited Service Guarantee. 


Today ...Send for free ad mats, price list 
folders, counter cards, display material. 


ry Eelwardl 
©. Silverplate 


“the popular-priced silverplate with the high-priced look” 
NATIONAL SILVER COMPANY « new york « Los ANGELES * MIAMI 
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1. ‘Mirolarm,"” new Telechron electric alarm 2 
has white numerals on crystal mirror; gold 
colored bezel, tiny ball feet. Medium price. 


2. Semca's new traveling musical alarm clock 
“Travel Tune" has 7-jewel, one-day movement. 
Dial and hands carry out musical motif. Gen- 
uine Morocco leather case in red, blue, brown 
or green. Retails at $21.50, plus the tax. 


3. Sterling silver engine-turned cuff links 
are one of several new styles added to line 
of men's jewelry by the Forstner Chain Corp. 


4. "Trend," a new ladies’ billfold by Rolfs, 
West Bend, Wis., has added Botany plaid in 
combination with smooth cowhide. In green, 
blue or red, new billfold retails at $7.50. 


ne en” Ope 


5. This dual purpose Phinney-Walker "Clip- 
Clock" serves as handy paper weight. The 
30-hour movement is set in gilt-finish metal 
clip. Retail $7.95 P. T.; higher in West. 3 
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SERS EO 


She's spending 


than you think Bites >» 





Photographed at Cartier’s 


that young woman in her teens 


She’s spending . . . $3,700,000,000 of her own reaction. She'll keep coming back for more through- 
money in 1950. And she directs the spending of __ out her life. 

| nell ’ ’ js ~_ . . 
SE el ee ie you think... . She is, for ex- 





of it in jewelry stores. ample, more likely to marry at 18 than in any other 
She’s open-minded ...on products, brands and _year. So she’s buying for herself, and telling others 
patterns. But sell her once and you start a chain what gifts she'd like now—and for the future. 


Just one magazine reaches the spending power and molds the 
buying habits of the 7,400,000 young women in their teens. 


seventeen sel{s' 


No wonder August advertisers placed more linage in SEVENTEEN than in any other monthly magazine! 
New York: 488 Madison Ave., New York 22, N. Y. Western: 400 North Michigan Ave:, Chicago 11, Ill. New England: Statler 
Bldg., Boston 16, Mass. Pacific Coast: 9126 Sunset Boulevard, Hollywood 46, Cal. Southern: Rhodes-Haverty Bldg., Atlanta 5, Ga. 
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Mrs. America’s Silverware 


FLATWARE OWNERSHIP BY AGE GROUPS 


(From page 95) Higher Income (A) 




















Under 45 — 
Of the entire sterling ownership, 63 per cent is found in cian o% init “ 
the middle economic group. Sterling 62 53.0 47 547 
To further refine this fact for merchandising considera- Plated 86 73.5 s 
tion, it would be necessary to adjust this percentage of ; 75.6 
63 per cent, in light of the figures revealed later in this Stainless Steel 26 22.2 21 24.4 
study. Those figures show the number of place settings tt_._=.—. 
and the number of pieces in each place setting which are 
most commonly found among the middle, lower and Under 45 Over 45 
upper income groups. Number % Number % 
Platedware follows a somewhat steady percentage-pat- Sterling 308 33.7 7 28.5 
tern throughout all income groups, except that it loses Plated 636 69.5 278 81.8 
out percentagewise in the lower income (C) group where a 165 18.0 15 221 
there is an indication Ghat that qromp is temding to em iii tiwmnencs 
ownership of sterling and stainless, rather than sterling Lower Income (C) 
and plated. Under 45 Over 45 
This is more clearly defined in a study of Chart — Of — o% 
(No. 4a) under Lower Income (C) (under 45) where Sterling 126 39.9 12 13.0 
the percentage of sterling goes to a substantial 40 per Plated 182 576 62 674 
cent, while plated drops to its lowest percentage figure 
(57.6 per cent) and stainless steel reaches its leila at Stainless Steel a8 28.2 19 20.7 
Chart 4A 





23.2 per cent. 

In connection with a study of sterling ownership by 
age groups it is interesting to note the variance within Again comparing the young and the old, we see plated ) 
the lower income group over 45 compared to that under flatware losing percentage consistently among the young : 
45. compared to the plated flatware holdings of the older 

Note, too, how sterling has held its own, or gained, in housewives; indicating that daughter isn’t buying pro- 


every income group among the young compared with the portionately as much plated ware as her mother bought. 
older. Obviously these interesting statistics in Tables 4 and 4A 




















Metals of Guaranteed Purity 


SILVER - PLATINUM - PALLADIUM 
RUTHENIUM - RHODIUM ° OSMIUM 


W. solicit your Sweeps 7 


Filings — Scrap Gold and 


Platinum — Metals 


Your Old Gold Shipments 
| WILL RECEIVE 
Special Autention | 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 





GOLD - 
IRIDIUM - 


a 

| Strictly Refiners 

Not Manufacturers 
ae Jewelry 
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No. 4b) provide considerable material in studying mar- 
kets for sterling, plated and stainless. A thing to remem- 
ber in this connection, however, is that the figures of 
ownership shown here do not necessarily lend themselves 
to automatic projection into the coming years, as future 
markets. Rather, it is the trends, as indicated by the 
difference in ownership, between the older and younger 
groups—and the difference in the pattern of ownership 
between the three economic groups which offer the best 
material for the construction of a market barometer for 
future flatware markets. 

For example, plated flatware remains somewhat con- 
sistent percentagewise throughout all economic and age 
groups, but it is always lower percentagewise, among 
those under 45 in comparison with the plated ownership 
among those over 45. This could be significant. 

As for the comparison of various figures in the three 
economic groups, it is well to remember that peak earning 
periods for individuals are usually around 45 years of 





*™ 
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Check Sentinel prices with other brands of equal..>< 
quality — Sentinel prices are substantially LOWER. 


Sentinel quality is tops in its field. The new Sentinel 
Henry Dreyfuss designs are unequalled. 


age. Therefore, percentage trends, working up from the And . . . Sentinels are nationally advertised in the 
lower income groups under 465, generally could be Post, Collier's, Look and Better Homes & Gardens. 
accepted as indicating a trend among married couples 

while they are increasing their earnings and approaching SENTINEL MEANS BUSINESS .. . 

peak earning capacity. For example, it will be noted that GET YOUR SHARE OF IT! 
sterling owners in “the Middle Economic Group B” under 2 Booth 121 

45, represent approximately 33 per cent of the group, na nim _— 


and a good percentage of the 1207 families in Economic 
Group .B will move up te Economic Group A where the 


existing pattern shows 53 per cent as sterling owners. SENTINEL 

Another fact that seems evident is that the young people DIAMOND 
in the lower income Group C have a desire for sterling 
flatware dramatically greater than that found among ve on RETAIL 
young people in any other economic group. This is par- Efficient 
ticularly dramatic when it is considered how many have h ees i. + a, 

' ' 7" andsome t. rolled gold 
gained possession of it in spite of their comparatively plate case, chrome plated back. 
low discretionary surplus (the amount left from income strap. $3.36 to re- 
after taxes and purchase of necessities). Many in this tailer, $4.95* retail. With chro- 
group will move up into higher income classifications and mium plated case, $3.06 to 
will carry with them their inordinate desire for sterling. retailer, $4.50* retail. 


Coupled with their naturally increasing need for more 
place settings and more pieces of flatware, this figure of 
39.9 per cent could be significant. | — . 
One caution we should like to.make to those who apply | Le a 
a a SENTINEL 
further study to this chart is that high percentages of - 
“ond ' , LITTLE PAL 

ownership indicated for some particular economic or age 

group need not indicate that that particular market is ALARM CEOae 
the one which will have the highest productivity of silver- 





° P The Dreyfuss-desiqned miniature 40 
Honeycomb Units Show Sterling Patterns SS é hour prc - scaesichaill for styling 
2 : | < and value. Plain, $2.76 to retailer; 
$3.95* retail. Radium, $3.15 to re- 
tailer; $4:50* retail. 


** t * 
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SENTINEL CLICK POCKET WATCH 


Rugged, accurate. Bright 
chrome finish . . . rotating 
second dial. Unbreakable 
crystal . . . raised numeral 
dial. Plain, $2.05 to retailer, 
Anderson Jewelry Company, Salt Lake City, Utah, devoted $2.95* retail. Radium, $2.43 


an entire window of their store recently to a display of th 2 EN 
* a ya y ° e : 4 
various patterns in Heirloom Sterling, made by Oneida, Ltd. to retailer, $3.50" retail 


Patterns were shown in this interesting h b i y Y ' Y : 
g honeycomb effect with 
matching hollowware items grouped on top and in the | | | F 
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The E. Inaraham Company, Bristo!, Connecticut Toronto, Canaoc 
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11s A GRINDER! | 

: 6 4 JUICER. 
Oy . eR! 

GUARANTEED ITSA MIXER. 


You haven't sold a complete MIXER if it doesn’t have a GRINDER! 


DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! 


“a Electric Food Grinder and juicer, all ~ 10 Recipe-Tested Speeds on dial selector YY Famous Magic-Mix Arm assures quick, 
accessories and big recipe book at NO —just a flick of the finger for perfect re- thorough, even mixing from side through 


EXTRA COST with the Dormeyer sults every time with the quick, easy-to center of bowl—cakes are higher, lighter, 
Food-Fixer! use Dormeyer Food-Fixer! tastier with the Dormeyer Food-Fixer! 
Built-in Power Drive for grinder, Y Removable, Light-Weight Mixing Head Automatic Governor-Controlled Motor, 
juicer—no awkward, costly adapters, and simple, automatic finger-tip controlled beautiful modern design and sturdy, long- 
needed with the Dormeyer Food- beater release speed kitchen tasks with lasting quality means years of service with 
Fixer! the Dormeyer Food-Fixer! the Dormeyer Food-Fixer! 


PUSH PORMEVER-Give Your Customers More Value for Less Money! 


DORMEYER 
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~ Got a Nose for 
AA see Ty yer Sales Features! 












FAMOUS =F 
“DRAIN-AWAY” 








cuaranteco()) —— 


DORMEYER 
FRI-WELL 


The Automatic Electric Deep-Fryer .“CG~, ma 
with Safe “Drain-Away” Faucet“ 





py: Py 





With the new Dormeyer Fri-Well 
you can sell speed, ease and perfec- 
tion in deep-frying... promise the 
most delicious, golden-brown deep- 
fried foods ever tasted. And look at “4 
these other big sure-sell features: { & 
safe “Drain-Away” Faucet that 
eliminates dangerous, messy hand- 
pouring—6 big portions deep-fried 
in minutes; automatic thermostat 
control; Monotube heating unit 
through three sides; no scorching 
or burning with special “cold-well”. 
Order today! 


Sel Faster, Profit More with 
_DORMEYER THE LEADER 

















DORMEYER BLENDER DORMEYER TOASTMAKER 
Liquefies, shreds, blends, Scientific toast timer for 
whips, chops, purees. In- light, golden brown or dark 
cludes new recipe book. toast; automatic pop-up. 


DORMEYER 


DORMEYER MEAL-MAKER 
Grinds, juices, mixes. 
Portable mixing head, dial 
operation, Big recipe book. 


Dormeyer Corporation + 4300 N. Kilpatrick Avenue + Chicago 41, Illinois 
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ware sales in the future—it could be that the cream is off 
them—that these markets are practically saturated. For 
example, perhaps a better market to cultivate for plated 
flatware is among the lower half of Income Group B and 
the upper half of Group C; for here is where the lowest 
percentage of ownership seems to exist at this time. 

Because each silverware manufacturer will seek the 
answers to different questions, and each jeweler is inter- 
ested in different phases of the business, we shall leave 
further considerations of this particular part of the 
survey for those individuals’ personal study and deduc- 
tion. 

We will not analyze any other sets of figures in such 
detail as we have these. Our purpose in directing atten- 
tion to several considerations in this case is to demon- 


‘ strate the possibilities which lie, ready to become useful, 


in this maze of figures which represent “Mrs. America’s 


Silverware—1950.” 
This is the second in a series of analytical articles based 


on JC-K’s Silverware Survey. The third in the series will 
be published next month. 





New Charge Purchases Rewarded 


Offering established customers of the store, who have 
paid up charge accounts for the purchase of one item 
or another, a premium gift for reopening, or adding extra 
purchases to their accounts, has resulted in a high renewal 
percentage at Barclay & Sons, jewelers at 2912 Washing- 
ton Avenue, Newport News, Virginia, according to Albert 
E. Woltz, manager. 

The 50-year-old Barclay store has considerably ex- 
ploited credit selling since the end of the war, a direct 
result of the far-sighted policy of Woltz to encourage 
time-payment purchase in the face of the current com- 
petitive market. By promoting layaway and time-pay- 
ment purchasing methods equally, the Barclay & Sons 
store has been able to maintain gross sales volume at a 
time when other stores are “crying the blues.” 

Merely offering the customer credit plans to match 
incomes is in itself not enough. “Almost every type of 
retail store, even those which existed entirely on a cash 
basis in the past, have recognized the wisdom of credit 
buying,” Woltz said. “Therefore, we have found that it 
requires something extra to remind the customer that 
she may use credit purchasing plans with us, and more 
specifically, that it is advantageous to keep her account 


The premium offer which has netted such excellent 
results for the store has been an 18-piece glass and pitcher 
set, which Barclay’s chose after studying many such 
offers. Included is a monogrammed pitcher, and 8 
glasses, numbered from 1 to 8, with swizzle sticks-and a 
decanter-type pitcher, which are sufficiently handsome to 
show real value to the customer, while at the same time 
inexpensive enough that the store can give away hun- 
dreds of them per year. 

To promote the plan, Woltz has worked up a 4-page 
folder, one of which is mailed to every charge-account 
customer at the time of the last payment, or second to 
last payment on any existing contract. This is a 4-color 
lithographed folder which is mailed as a unit from the 
store. On opening the folder, the customer finds a head- 
line “Our reward to you! For reopening or adding to 
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Prices 


gladly furnished 





blades 


YOU CAN STAKE YOUR REPUTATION ON 





Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and illustrations the ultimate in quality 
and craftsmanship in 
forged stainless steel 












NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: . 


ESTABLISHED 18671 





Direct mail advertising 

ideas at minimum prices. 

Huge sales volume en- 
ables us to produce full color cata- 
logs and letters at prices that will 
save you money. 


Large assortment of pages enables 
you to feature the merchandise you 
sell. You can build your 

own catalog at syndicate 

prices. 


FREE SAMPLES 


Tel.: LOngacre 4-6650 











CREp; 
FORMS 
Contract, 


Receip+ 
Coks 
Led. 
edger 
Sheets 
2 


Paid U 
lens” 
s 


Collection 
etters 
2 


FREE 
SAMPLES 


S. J. SURNAMER CO. 


Creative Printers Since 1926 
Office—370—7th Ave., N. Y. 1, N. Y. 
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your account... .” Below, two banner strips state “Jug. 
to show how much we miss you!” 

Remaining copy points out “See the lovely gifts we 
have for you,” and indicates to paid-up, time-payment 
customers that the free premium offer is available only to 
those who reopen or add to their accounts within 15 days 
after receipt of the folder. The store sticks religiously to 
this restriction, since it found that many customers were 
likely to put the folders away, until it was necessary to 
purchase some other item. 

A color reproduction of the 18-piece glass set jg jp. 
cluded in the center pages of the folder, while a complete 
description appears in a box at the bottom. Barclay & 
Sons cooperated with a famous nationally-known glass. 
ware manufacturer in both the production of the folder, 
and in newspaper advertising. 

Results have been outstanding from the outset, accord- 
ing to Mr. Woltz, because many women who normally 
would put off purchase of watches, rings, expensive cos- 
tume jewelry, or sterling silver, unhesitatingly add these 
to existing account purchases, or open a second account 
on a second item, to obtain the glassware as rapidly as 
possible. One set is always on display in the main window 
of the jewelry store, while another appears on a center 
counter. In addition, whenever the 5 salespeople of the 
store are dealing with a time-payment customer, they are 
instructed to mention the premium reward which escapes 
the notice of many customers. “What the ultimate results 
will be is difficult to state,’ Woltz said, “but there is no 
question but that the lapses between use of credit by our 
customers are rapidly decreasing.” 





Interesting New Example of 
American Silversmithing 


Though there have been many pierced patterns in 
sterling flatware, never, according to Reed & Barton, has 
there been a pattern designed from its inception with 
piercing as the basic element in the design—until “Flor- 
entine Lace.” 





Reed & Barton's new "Florentine Lace" pattern in sterling. 


This new pattern by Reed & Barton, to be introduced 
to the public in October, is the result of years of exper'- 
ence and study on the problems peculiar to such a heavily 
pierced design. 

According to the silver company, hundreds of new tools 
had to be devised and perfected in order to execute the 
intricate, precision piercing requirements which frame 
and accent the highly detailed decoration—the leaf, the 
scroll and the flower. 

As a result, each piece has a sculptured-in-the-round 
effect which is a fine example of the artistry of American 
silversmithing in conjunction with American manufac: 
turing skill. 
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Four-Inch Ads 


(From page 161) 


cause most of his customers are country people who need 
a watch which can be worn in any kind of weather. Don 
sells about 1200 watches every year. 

First quality diamonds are the only kind Don sells. 
He thinks this makes selling easier, because his sales- 
people have more confidence in their merchandise. His 
salespeople never fail to inform a customer exactly how 
much a particular diamond weighs. If, within thirty days 
after he has made his purchase, a customer should decide 
that he does not like the stone, Don will give him his 
money back. With no questions asked. No one has 
ever come back for a refund. 

Don says he has two secret weapons. One is his little 
four-inch ads. The other is his wife. He says she is his 
most valuable asset. She is his number one public rela- 
tions representative. 

The little ads are effective. Children come into the 
store and say that they just came in to see “that fellow 
Don” and what he looks like. Grownups often ask Don 
if he is “that fellow Don” and does he really write those 
little pieces in the newspaper. Lots of folks in Hastings 
read Don’s daily ad before they turn to their favorite 
editorial features. And some are keeping scrapbooks 
of the little ads. Don says that his competitors read them 
too, “hoping that someday I will say something that will 
put me out on a limb. And I probably will.” 

Don keeps his last name out of his advertisements and 





off of his store front. Don Gaughenbaugh is his full 
name. He calls his store Don’s Watch Shop “to save 
wear and tear on folks trying to spell out Gaughenbaugh.” 
He was born on a Nebraska Homestead 48 years ago. In 
his early working days, he was the circulation manager 
of a newspaper. But, one day in 1942, he had an ac- 
cident which put him on crutches for a while. He was 
too handicapped to work at his regular job, so he en- 
rolled at the Strutz School of Watchmaking in Sacra- 
mento, Calif. He completed the 18-month course and, 
with $25 in his pocket, went into the jewelry business in 
California. He put his money and his time where he 
could learn more about stones and merchandising. He 
spent the next five years getting ready to run a top-notch 
jewelry store. When he was ready, Don left California 
to open his business in his old home town, Hastings, Neb. 
He had tested his advertising ideas on the West Coast. 
He knew what they could do. 

The backbone of his business is diamonds and watches. 
However, he also sells the items which a large city store 
sells. Such items as plated and sterling flatware and hol- 
lowware, cameras, glassware, gifts, luggage, and appli- 
ances—are all a part of Don’s stock. About half of his 
customers pay cash. Others carry a charge account. 

Don never runs sales because he believes that sales 
would cheapen his store. He never buys inexpensive 
merchandise for promotional purposes. He believes in 
featuring only fine, nationally advertised merchandise. 
He takes pride in having only things which rightfully 
belong in a fine jewelry store. 

Don holds the same attitude toward his employees. He 
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Are You Aware oF THE INCREASING 
Importance Or Ipentirication Bracetets In 
Tue Days Aneap? 


Made with either faceted filed or the new rounded curb chain. Finest crafts- 
manship. Some numbers weigh up to 214 ounces. 


Write for our new business proposition on “Idents” 
.. really NEW! . . . Reduces your inventory— 
accelerates your turnover. 


Available in “Family Tray” assortments of eight. 
Retailing at $59.00 (keystone) (including tray). * 


Samples and full information to any well-rated retail jeweler enquiring. 


H. W. PETERS CO. WATERTOWN 72, MASS. 


High School and College * Manufacturing Jewelers 
emblems, rings and pins. for over forty years. 
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ACTIVE — INACTIVE AND OBSOLETE 


STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock. 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


— MADISON AVE. 
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NEW INVENTION! 


HONBROS MOVEMENT HOLDER 






Now you don't have to take the 
watch in and out of the case! 
Do all of your work while watch 
is still in the movement holder! 


Here is a new combination movement holder designed for 
use on all timing machines. With this holder you can time 
the watch in the machine while still in the holder. You need 
not take the movement in and out of the case in order to 
time it in the machine. You can place the watch in the holder, 
repair it, and while still in the holder, time it in the machine, 
make your adjustments and after you have finished replace 
in the case. 


You will find this a particularly good time-saver in the timing 
of 12, 16 and 18 size watches which require an extra amount 
of effort and time to take in and out of the case. 

With this holder you can also replace your standard move- 
ment holder for all bench work. 


JOS. B. BECHTEL & CO. 


729 SANSOM ST. PHILADELPHIA 6, PA. 
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attempts to get the best, people available, pay them top 
wages and put them on their own. He employs two Watch- 
makers and two salespeople, besides his wife and himself 

Don operates his repair department on a purposely 
small profit. He does not attempt to cut his repair prices 
below those of his competitors, but he gives each customer 
as many extra services as he can, because he believes that 
such services eventually lead to a sale of merchandise. 

At the heart of the success of this Nebraska jeweler js 
his love for his profession. He says, “We love the 
jewelry business. We like the wonderful people who are 
our customers. We enjoy doing business with our SUup- 
pliers. And we seldom take a day’s or a week’s vacation 
because it is more fun to stay at home and work.” 

Everybody knows that Don Gaughenbaugh is in busi. 
ness to make a profit. But Don knows that the shortest 
way to a profitable year’s business is a lot of happy cus. 
tomers. That’s why everybody goes out of Don’s Watch 
Shop smiling. That’s why his business keeps getting 
better. 





Jeweler Increases Costume Jewelry Sales 


With Unique Wall Case Display 


Sales of costume jewelry have loomed increasingly 
important at Lee Jewelry Company, First Ave. and 
Broadway, Denver, Colo., with the introduction of an 
entirely new system of display. 

Manager James Ludy of this year-old, ultra-modern 
‘“neghborhood jewelry store,” hit upon the idea of remov- 
ing costume jewelry from its usual glass countercase 
display position, and showing these items instead, sus- 
pended at the rear of wallcases, against a contrasting 
background of black or blue-black satin. The experi- 
ment, put into practice shortly before Christmas, got 
sensational results from the outset. Gift purchasers who 
usually paid little attention to rows of costume jewelry 
items in the countercases reacted to the sharply contrasted, 
dark-background wallcase displays. 

Sales developed so rapidly that Ludy determined to 
utilize the “maximum contrast” theory on a semi-perma- 
nent basis for costume jewelry. His cases have set a new 
record on the sale of rhinestone costume jewelry, as well 
as color gem-set items. He uses cases which can readily 
contain up to 75 examples of necklaces, brooches, pend- 
ants, clips, rhinestone ropes, colored gem clusters, and 
other costume jewelry specialties. Neatly spaced over a 
blue-black satin background, the items stand out so 
sharply that they call attention from the sidewalk through 
the store windows; many people having been attracted 
inside, by the glowing attractiveness of the display. 

To insure even more brilliance in the two wallcases 
which are used for the purpose, Ludy used two aluminum 
“floodlights” along a dropped canopy over an_ island 
display in the center of the jewelry store. The two reflec- 
tors, containing powerful photo-flood lamps, provide a 
smooth, brilliant, overall flood of light, which brings out 
the iridescent sparkle of the rhinestones and colored arti- 
ficial jewels. 

His costume jewelry sales are now at their highest 
point, with no particular increase in advertising, window 
display, or other promotion. Instead, it has been sheer 
eye-appeal, produced by the items against the black back- 
grounds, which has been responsible. 
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Gift Merchandising 


(From page 164) 


of brides and older married women are recorded. Women 
‘n the area know about the preference book and its 
value, and they always ask to see it when they come in 
to purchase gifts. The customers know that by consult- 
ing this book they ll know what their friends want. 

A very excellent sales promotion idea which this store 
uses is a large dining room table which is set up at the 
rear of the gift department. On this table are sample 
settings—silverware, glassware and dinnerware patterns. 
Thus, when people come into the jewelry store for a 
bride’s gift, the clerk can take the customer to the table, 
and say, “This is the silverware pattern which Miss .. | 
has chosen. And these are her glassware and dinnerware 
patterns.” 

When the customer can see such a display, he has little 
trouble making his purchase. This table arrangement 
also saves time for the clerks, because it makes selling 
so much easier. 

People other than those who are making purchases for 
the bride like to step over to the table and look over the 
displayed items. Sight of the nicely laid out items often 
stimulates browsers to order some of the same merchan- 
dise. 

Pictures and lamps and other gifts items, including a 
large greeting card selection, are part of their store’s fine 
gift department. These items, too, have their pulling 
power with the trade and help to increase the store’s 
day-to-day traffic. 

The store wraps gifts for customers, and this is a 
service which is deeply appreciated. A large selection of 
colored wrap ribbons is kept on hand, so that the cus- 
tomer can have her choice. The greeting card case is near 
the wrapping station. 

“Some of the orders for brides at this store run up to 
$400, largely because we have gone to the trouble of 
getting customer preferences beforehand,” says Mr. 
Klopp. “I am sure the total per bride would not be that 
high if we did not have our merchandising system.” 


How Important Is Ad Position? 


“How much of a factor in the selling success of any 
ad is the position in which it runs? Just how important 
is position anyway?” 

An important study of the readership of advertise- 
ments was made recently by a leading business magazine. 
It covered the advertisements in that magazine, of course, 
not newspaper ads. But its findings bear directly upon 
the problem of the jeweler who deals with newspaper 
advertising, because it is the reading habits and adver- 
tising position effects that were studied—not the spe- 
cialized field of business. 

Boiled down, this study showed that what you say is 
vastly more important than where (in the paper) you 
say tt. 

The survey was designed to establish four things: (1) 
the number of readers—expressed in percentages—who 
saw the advertisement. (2) The percentage of the total 
readership—who read the advertisement. (3) The per- 
centage who believed what the ad had to say (although 
this factor was not directly tied in with the importance 
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BEATTIE 
& vichter 


The only lighter with the 


flame you can point. 


Equipped with wicks that 
need no replacement. 


TILTED .. . je? 
flame for pipes 














UPRIGHT. .. for 
cigarettes and cigars 
















® Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 


Heavy Silver Plate $10.00 


Heavy Nickel Plate $5.95 
Heavy Gold Plate, 


Pigskin or Black Morocco $6.95 
Satin Chrome $6.95 Leather Covered $15.00 


Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


® Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


aaa acai alata atta nena aii iit al " 
1 ! 
| Beattie Jet Products Inc., Box JC 
| 17 E. 48th St., New York 17, N. Y. 1 
t 

1 Rush complete price lists and dealer discounts for |! 
Beattie Jet Lighters to: 
! 
4: dink son nee cdanddeteebadenseasaneeebeanne 
! 
PN as hee cee cstesecdeqssdnedatconeesewesns 1 
5 660 00 ct00keenekendaneanendenniccasatens : 
ensniiidh teiinnennit abn aitdadsitinalic athatae aah nee Sites 
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TAKE IT EASY, MR. JEWELER, 
AND WATCH THE PROFITS ROLL IN! 


Lean back and yet build up your repair business to high $$$ 
volume by relying on the up-to-date know-how and methods of 


our own 


MODERN WATCH REPAIRERS! 


Our WATCH REPAIR DEPT. for the TRADE, staffed by the most experienced 
Swiss and American Watch Mechanics, welcomes ALL your watches: From the 
cylinder to the finest timepiece including chronographs, stopwatches, calendars, 
automatics, and repeaters. All watches timed-tested on Watchmaster. Send us 
your watches and clocks for a FREE ESTIMATE BY RETURN MAIL! 


WATCH THESE ADDITIONAL FEATURES: 


V All repair jobs are guaranteed for | year 

V All watches are insured by us against damage, fire, or loss in the mail 
V We refinish every dial at ACTUAL COST ONLY 

V We polish all cases without charge 

V Five Day Service after receipt of order 

V We supply FREE, self-addressed shipping labels for your convenience 
V Our efficiency insures lowest possible prices 

V Special discount on large orders 


ALSO: JEWELRY-CLOCK REPAIRING—SPECIAL ORDER WORK 


WE CARRY 
All imported & American tools, equipment, materials, movements, 
cases, attachments, all jewelers findings & sundries. All books 
on Watch-Clockmaking, Jewelry, Engraving, etc. Inquire! 








ST OUT! Latest enlarged catalog on all dress and service watches, 
wU e clocks, watch bracelets. Write for your FREE copy today! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY CO. 


Dept. 9 J.C.K. 


55 West 42nd Street, New York 18, N. Y. 
SUNN HATH HLHNOTUL UTLEY 
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always use 
Teypel Riblen 
TAFFEL BROS., INC. + 95 MADISON AVE, N.C. 
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#950 JEWELERS PRICE TICKETS 
COMPLETE WITH CONTAINER 


act UA 





WITH EACH SET YOU GET: 


1092 INDIVIDUAL TICKETS 
150 PLASTIC EASELS 

100 TABS 

ROLL OF SPECIAL ADHESIVE 
ORDER YOUR CHOICE 


A—lIvory with Black Figures 
B—Black with Silver Figures 
C—Half Black & Half Ivory 





SIZE 


6 of every popular 
price denomination from 
25¢ to $1000.00. 
CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC * 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 
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of the advertisements’ positions). (4) The overall effec. 
tiveness of the advertisement. This was determined ag g 
composite of the first three factors. It bore directly upon 
the thing that more than any other interests the jeweler 
and every other business man who advertises—the aq’s 
results. 

In order to find out what effect position had upon the 
four factors studied, the publication surveyed ads all 
through the paper—on every page, front, rear, and 
middle. Here are some of the findings: 

An ad in the front section of the publication had an 
overall effectiveness rating of 76—based upon the first 
three factors, see-ability, read-ability, and believe-ability, 
But another ’way back in the publication, was rated 80 
on the effectiveness scale. And a third almost at the very 
back of the paper had an effectiveness rating of 83. 

These ratings did not prove, of course, that the best 
place to be was in the back of the magazine. An ad in 
the middle rated 79. Another in the center rated 83. 
An ad in the front rated 80. Still another in the very 
back rated 78. A middle-of-the-magazine advertisement 
rated 77. 

The survey showed one thing conclusively: That whag 
you say and how you say it are much more important 
factors in getting your ad seen, read, believed and acted 
upon than the position it occupies in the publication. For 
where position had little to do with the effectiveness 
ratings of the ads studied, their messages had everything 
in the world to do with it. 

In every case, it was the ad that bore down on telling 
the reader how he would benefit by doing what the adver- 
tiser wanted him to do, that racked up the high effective- 
ness scores. Whether these ads were in the front section 
of the publication, in the middle, or tucked away in the 
back of the book, they were seen, read, believed and 
acted upon by the readers because their basic structure— 
the selling stories they told—were sound sales messages 
that hit at basic human buying urges. 





Gift Registry 
(From page 158) 


‘“There’s no awkward hinting on your part, no un- 
comfortable guessing on theirs. They'll be starting their 
shopping for you soon, so come in at your earliest con- 
venience to see Mrs. Southworth and have your Per- 
sonal Preference List prepared. It records what you 
have, what you want, and what you receive—prevents 
‘white elephant’ gifts and avoids duplication .. . .” 

This folder is also sent out to selected lists from en- 
gagement notices appearing in the press. Inside, the 
folder shows a reduced copy of the front side of Shreve’s 
Bride’s Preference List Card. 

Newspaper advertising accompanying the inaugura- 
tion of this new service attracted wide attention with its 
cartoon of the White Elephants who weren’t invited to 
the wedding ceremonies. 

The filing card at the store, measuring 814 in. x 11 in, 
lists every possible bit of essential information regarding 
the bride: Name, address, date of wedding, her birthday, 
as well as parents’ names, and groom’s name and birth- 
day. 

In addition, there’s a detailed list of silverware, china, 
glassware, along with stationery, antiques, lamps, lug: 
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and leather items carried by the store—with even 


age 
oe r listing ushers’ gifts, and presents for the brides- 


space fo 


maids, and so on. 
In each case, there’s a place for checking what the 


prospective bride “has.” “would like.” or has “received.” 
All in all—a complete service which, although only re- 
cently esiablished, already is proving itself ye infinite 


value. 





Table Display Solves Limited Space 
Problem 


In planning his new jewelry store in Orlando, Fila.. 
Gus W. Lawton did not have enough floor space for an 
entire section devoted to brides’ selection, so he looked 
around and found this showcase of different design. It is 
built of walnut, matching the other store fixtures, with 
open bottom legs. It was designed by the Orlando Fixture 
Co. The circular glass top is 55 inches in diameter, made 
of tempered glass, which covers the showcase, which is 


\ 
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38 inches high overall, with a showcase depth of eight 
inches. The showcase has four sections, each one of 
which can be pulled out for closer inspection of the items 
displayed. The selections of eight brides-to-be can be 
shown at one time. If, as sometimes happens, the number 
of approaching weddings is greater than this number, a 
display table is used for the overflow. 

Lawton opened his original jewelry store at 132 South 
Orange Street in Orlando about 30 years ago. His new 
store, opened last year, is an example of tasteful arrange- 
ment. All wall fixtures are recessed. Showcases for the 
display of diamonds and other gems and jewelry are 


designed so that customers may sit comfortably while 


making selections. Four shadow boxes on the walls afford 
space for eye-catching displays. A display case for silver 
has been designed to hold 72 different patterns. 

Lawton’s was one of the hundred stores in the United 


States to receive an exclusive set of the hand-engraved 


tea services designed by the Gorham Company. 
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One simple application of PRO-TEX-SIL will protect 
beautiful silver from tarnish for many weeks. 


TEST IT YOURSELF... 


and be convinced. Your customers need it too. 
PRO-TEX-SIL will bring repeat business to your store! 


FREE SAMPLE AND BROCHURE ON REQUEST 


Write us on your letterhead . .. or place your 
orders through the following jobbers: 


@ Wm. P. Mahne Silver Co., 832 Arcade Bldg., St. 
Louis |, Mo. 
a =. Jeweler Supply, 1271 Times Square, Detroit 26, 
ic 

@ Meyer Jewelry Co., 1105 Grand Ave., Kansas City 6, Mo. 
@ U. S. Silver Co., 56 W. 47th St., New York 19, N. Y. 
@ S. Fargotstein, Shrine Bldg., Memphis, Tenn. 
Manufacturers of the famous WELMAID Liquid Silver 
Polish and the Handy Welmaid Sampler Kit. Write to 
Dept. 29. 













Welmaid Mfg. Corp. 


Chicago 47, Illinors 


PAYA, ee) ee A 








CORRECTION NOTICE 


This is to correct error made in June and 
August issues of this magazine in which state- 
ment was made that Eureka ROLLS and BAGS 
would be imprinted with store name at no 
extra charge. 


This should read “At a small extra charge.” 


EUREKA MANUFACTURING CO., INC. 
TAUNTON, MASS. 


Rolls, Bags, Cases and Chests for Silverware 

















\\ gee'* PEP UP WINDOW SALES! 


with ED FREED’s 


SANTA CANDLE 
2-SHELFER 


¥ 20’ High! Red Metallic Foil! Lifelike Plas- 
tic Santa! Exquisite 15-lLeaf Holly Garland 
Sparkling with 15 Red Berries! Spacious 
3° x 4” Diamond-Flittered Display Shelves 


only +590 each 
2 io: $750 
- Ede Faced i. 
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2. “Violet” Dinnerware 





4. Beverage Sets 





5. Doodler's Ware 
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1. Giant Pepper Mill 








3. Swedish Glassware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


L}1. Giant Pepper Mill stands 9!/2" in height, is both utili- 
tarian and graceful addition to table; made of imported 
hardwood and sterling silver, it retails at $15, tax in- 


cluded. Made by Frank M. Whiting Co., of Meriden, Conn. 


[}2. "Violet'’ pattern in Royal Bavaria china dinnerware 
with encrusted gold stripes. After-dinner coffees retail 
for $4.50 each; 7" plates, for $3.50; teas and sau- 
cers, $5.50. From Lipper & Mann, Inc., 225 5th Ave., N. Y. 


(13. New group of Boda glassware from Sweden with teardrop 
stoppers. Whiskey and cordial decanters, $10, $6 retail; 
highballs, $33 a doz.; old-fashioneds, $30; whiskies, $24. 
From Hambro House of Design, 17 East 54th St., New York. 


(14. To bring summer flowers into fall and winter—Minuet, 
Fragrance, and April decorations hand-painted on beverage 
sets —12-0z. glasses, 64-0z. pitchers—retail from $5.50 
to $7.50 a set. From Dunbar Glass Corp., Dunbar, W. Va. 


_ 15. Doodler's Patio Ware, new line of contemporary pieces 
from makers of Heirlooms of Tomorrow figurines and lamps; 
in four different colors to retail from $1.30 to $7.50. By 
California Heirlooms, 360! Aviation Blvd., Manhattan Beach. 
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Here are tempting folders in full color for show and tell the many uses for these 


your customers to carry away, dream over unique contemporary shapes. 


and choose from. You can help your customers make up ! 


These four-page leaflets picture the lovely their minds and buy if you have these new 


lines and glowing tints of the exciting, new Fostoria sales helps on hand. Ask your , 


Fostoria Duet-Tumblers in Catalina, Sales Representative or, why not take a 


Horizon and Tiara patterns: the matching moment now and write to Fostoria Glass 


serving pieces in two tints of Horizon. They Company, Moundsville, West Virginia. | 


to hele you Sell GA(Restoute 





FOSTORIA GLASS COMPANY ¢ MOUNDSVILLE, WEST VIRGINIA 





183 


FOR SEPTEMBER, 1951 











2. Rose 
Dinnerware 
Pattern 

























5. Decorative 
Bowl 


Candleholders 














ae 


. Glass Candelabra 





4. Serving Accessories 
Glass and Metal 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[Ji. This new 4-light candelabra is 1134" tall and as shown, 
may be retailed at $30 a pair. It is also available 
either without any bobaches and prisms or with four. A 
creation of the Fostoria Glass Co., Moundsville, W. Va. 


| }2. The "DuBarry" pattern on the "Chelsea" shape in Spode 
earthenware is to be added to stock in the early fall. It 
dates back to the early 1800's, and has a pink rose motif. 
Distributed by Copeland & Thompson, Inc., 206 5th Ave., N.Y. 


| }3. From a new group of Jenfred Ware table accessories in 
polished silverplate, these modern candleholders are 7" in 
height and may be retailed for $5 each. Catalogue avail- 
able. From Richards-Morgenthau, Inc., 225 5th Ave., N.Y. 


| 14. New co-ordinated dinnerware and serving pieces in San 
Fernando Ware, in cherry, golden brown, chartreuse, green. 
The larger pieces retail at $6.95; smaller bowl, $4.95. 
Sold by Greenberg & Behm, 712 S. Olive St., Los Angeles. 


[|5. "Black 'N Brass" is one from a group of new accessory 
pieces designed by Kathi Urbach, consisting of glass bowl 
on a metal stand; retail $9. Sold in the East by Claude 
Sperling, New York; in West by Robert Green, Los Angeles. 
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half moon 


harvest protits this fall 


with Barbara Bates 
Manicure Gift Kits 


Pluck profits-a-plenty off Barbara Bates’ 
sales-laden tree. There’s a glorious 
Barbara Bates manicure gift kit for every 
occasion — to suit every budget. Such excellent KBy 
value — beautiful cases and fine 
manicuring essentials, all 
compactly packaged — will help you reap 


a year ’round harvest. Write TODAY to 
Dept. 103-9 for intormation and 


full color catalog. 
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CRartana Crates ‘ 


Made by 
C.J. BATES & SON, Chester, Conn. 
New York Offices: 366 Fifth Ave., New York 1 
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2. “Sienna” Glass 





4. Swedish Glass Vases 





Butterfly Accessories 








3. California 
Dinnerware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


L} 1. Two patterns—"'Laureltime" and "Rosemary"—are among 
the best-liked in a series of English bone china teacups 
and saucers by Gladstone; on "Glamis" shape; retail about 


$2 each. From Geo. Borgfeldt Corp., 44 E. 23rd St., N. Y. 


[_]2. "Sienna"—new sunset-toned decorator's color shown in 
the new "Empire" pattern in Duncan glass. Complete line 
cf blown stemware, plates and accessories are made in the 
color. From the Duncan & Miller Glass Co., Washington, Pa. 


| 13. California's Dick Saar designed this striking new dinner- 
ware design, which is produced in three colors—persimmon, 
green, and rose on white; 20-pc. starter set is $23 re- 


tail. Distributed by Mary Rodney, 225 5th Ave., N.Y.C. 


[ 14. Three from a series of new Swedish glass importations 
retailing from $3.95 to $19.50. Vases shown: 10" is $15; 
7", $10; 10", $16.50. Available for immediate delivery 
from Enright-LeCarboulec, Inc., 160 Fifth Avenue, N.Y.C. 


(15. Butterfly cigarette box and ash tray designed by Hedi 
Schoop appears in aqua, rose, green, blue, and orchid with 
gold trim; 6" box may retail at $6; 8" tray, for $4. From 
Dick Knox, 678 S. Lafayette Park Place, Los Angeles, Cal. 
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joint industry effort will build new interest in 
American automatically-made glassware 
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This fall, eight leading table glassware manufac- 
turers will make millions of American homemakers 
more conscious than ever before of table glassware. 


These eight companies, including Libbey Glass, 
are sponsoring a great nationwide retailer promo- 
tion campaign called the American Glassware Jubi- 
lee. It’s the first industry promotion of this kind. 
It will be celebrated the week of October 7th. 


The promotion will stress the advantages and 
superiority of American-made table, kitchen, and 
cooking glassware and their availability despite 
shortages of other household items. Economy, as 
well as beauty, practicality and versatility of auto- 
matically-made glassware will be emphasized. 





Take full advantage of the added interest we 
feel sure the “Glassware for Gracious Living” theme 
will create. Increase your glassware sales by tying 
your promotions in with the American Glassware 
Jubilee. Give glassware prominent display . . . and, 
for greatest profit build your displays around the 
proven popularity of Libbey Glassware. 


Your near-by Libbey distributor will be glad to 
supply you with advertising reprints and mounted 
placards of Libbey advertising (such as the one 
illustrated above), as well as American Glassware 
Jubilee streamers and posters. Or write to Libbey 
Glass, Toledo 1, Ohio. 


LIBBEY GLASS Vitale, fotwiane gars 


ESTABLISHED 1818 














LIBBEY GLASS, Division of Owens-illinois Glass Company, Toledo |, Ohio 


FOR SEPTEMBER, 1951 
187 














er eee 








2. Spoon 
Rack 





1. "Ming Modern" 





3. Venetian Glass 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[ Jl. "Ming Modern"—one of the newest designs in Tiffin crys | 
tal glassware is both simple and distinctive. It is made | 
in glasses for water, wine, cocktails and iced tea, and is | 
the creation of the United States Glass Co., Tiffin, Ohio. | 





[]2. Attractive and convenient rack for spoons is made of 
pine with hand-rubbed satin finish in honey maple. It 's 
priced at $5 Keystone and it was designed and manufactured 
by Woodcraft of California, 14989 Delano Street, Van Nuys. 





[}3. Massive ash trays in Venetian glass reveal exquisite 
color combinations, and are made in such shapes as Apple, 
Pear, Pomegranate, Fig; retail $32 each. Imported exclu- 
sively by Mottahedeh & Sons, 225 Fifth Avenue, New York. 





(14. Especially good for fall selling—the 'Maple" pattern 
on the ‘Silvia shape in Johann Haviland china, a border de- 
sign in natural colors; 5-pc. place setting retails for 


$10.25. From Midhurst Importing Corp., 129 5th Ave., N.Y. 


[15. New version of Annie Laura Pottery's popular map ash 
trays, introduced earlier with state flower motif, now has 
state bird designs; 4" in diameter, priced at $7.20 a dot 

5. Map Ash Trays en. Sold by Ruth Sloan, 1003 Brack Shops, Los Angeles, Cel. 
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Ginger Rogers 


other of her sure-fire perform- 


ives an 
. “The Groom Wore Spurs,” in 


ances in 


which she stars with Jack Carson. An 
RKO and United Artists release. 











Profit-conscious Hollywood courts 
on this sure-fire performer / 


5 yrremginnesy is plenty cost-conscious these take chances ona lighter that might fail. Just think 
days, and scenes have got to be shot without of the money it would cost if we had to shoot a 
wasting time. Or else!” says Arthur Fredricks, scene over! 


‘““That’s why I always give them a Zippo 
on the set—because a Zippo is 
sure-fire!” 


Supervisor of Property at RKO and United Art- 

ists’ Motion Picture Center Studio Division. 
“When the action calls for a cigarette lighter | 

(and it’s my job to supply one), I can’t afford to § 








YOU, TOO, CAN COUNT ON ZIPPO ee 
PERFORMANCE TO MAKE FRIENDS, as, 4 
PROFITS, REPEAT BUSINESS! El pp SSS 


No lighter performs—outdoors or in—like a Zippo, 
the lighter no one ever paid a cent to have repaired! 

That’s why, when you sell a Zippo, you make a 
friend . . . a friend who comes back to you time and 
time again for flints and fuel too! 


Ask your distributor about 
the NEW fast-selling Zippo Lighters! 


IO, 


The One-Zip 
Windproof Lighter 


Zippo Manufacturing Company, Bradford, Pa. 
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by MADELINE LOVE 
ARTICULARLY suitable for use in jewelry stores is 


this Bridal Registry Service recently introduced by 
the Fostoria Glass Co. The Service is a complete pro- 
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gram including a kit of materials and suggestions for 
promotion—window and counter display cards; registry 
cards for the individual brides; a loose-leaf registry book 














No. 7619 





with antiqued cover; and an illustrated booklet giving 
ideas on methods of contacting the prospective brides 
and getting them into the store to register their gift 
preferences. The registry cards list all necessary item; 
in glass, china, silver and pottery. The program. was 
compiled by Fostoria and is offered to dealers by the 
company, but the firm name does not appear on any of 
the material seen by the customer. 


* aad # 


J ANDREW SQUIRES, manager of the Keystone 
¢ China and Glass Show held each January in the Fort 
Pitt Hotel in Pittsburgh, has announced that the 1959 
dates are January 3 to 11. This will be the fourth Key. 
stone show and will as usual feature imported lines as 
well as some domestic merchandise. Few additional ex. 
hibitors can be taken this year, since the hotel finds jt 
impossible to provide many more rooms. 


# + # 


EPRESENTATIVES recently added to the sales force 

of Enright-LeCarboulec, Inc., New York importers 

of Swedish glassware, include Serge Troubetzkoy, in the 

Southeast; Victor McNutt Associates, in the Southwest 

and California; D. D. Otstott Co., in Texas, Oklahoma, 
Louisiana and Arkansas; C. A. Kuntz, Middlewest. 


*% % % 


B J. BROCK & CO., of California, have reproduced 
® the entire line of provincial dinnerware in mini- 
ature, shown in a miniature hutch. Made originally as 
a selling aid, the miniatures are now available for con- 














PASCO 


OPEN STOCK 
DINNERWARE 


Pattern No. 7619 


THE MAYFAM 








from 


LORENZ 
HUTSCHENREUTHER 


Available in 
94. and 64 


Piece Sets 


Immediate 
Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 
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X-606—Crystafoam Christmas Bells X-607—Crystafoam Christmas Tree X-§08—Crysiafoam Fireplace X-609~—Crystafeam Santa and Candy Cane 
12” high, 11° wide 14° high, 10” wide 14” high, 15° wide 15” high, 20° wide 





Sea 





X-610—Crystafoam Carolers X-6} }+Crystafoam Lantern X-614—Crystafoam Santa Head & Canes X-615—Orystafoam Jack-in-ihe-Box Santa 
15” high, 12” wide 16” high, 10° wide 17” high, 11” wide 15” high, 17° wide 





X-612—Crystafoam Santa and Wreath X-613—Crystafoam Ornament 
12” high, 23” wide 12” high, 10” wide 


X-616—Crystafoam Snowman X-617—Crystafoam Candle 
14” high, 10” wide 13” high, 8” wide 


SMART...NEW 3- DIMENSIONAL (Nt, Kl ti 





“ os right size, style and color for yous window or asian capinys. aa of apartnng LOW COST...ORDER NOW! 
ightweight WLS Crystafoam, and gaily decorated with metallic foil, ribbon, plastic and Set of 12 for $21.00 


color. Each is equipped with wire bracket for self-standing or hanging. You'll find a hundred If less are ordered $2.00 ea. 
TERMS NET 10 DAYS. F.O.B. CHICAGO 


Or so uses for these cute, 3-dimensional decorations. 
Shipped by Express 










sorerromcorar aoe C SZ”). WL. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


a Specialists in Merchandise Presentation * Demonstration * Displays * Exhibiis 
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sumer sales. The pottery has appointed B. C. Sammis & 
Co., as its representatives in New Yor® and New England; 
W. I. Gelder, for Colorado, Utah, Idaho, Montana and 
Wyoming. 


st 3: 3% 


ILL BAILEY, head of Heirlooms of Tomorrow, Cal- 

ifornia, entertained a large group of buyers at a pool- 
side buffet party at his home during the Gift Show in 
July. Co-hosting the party were Josephine Vaughn and 
Eva Ekdall, sales representatives for the pottery. Another 
party given during the Show was the Luau, sponsored by 
the Gift and Art Club and held at the Deauville Club in 
Santa Monica. An aquacade with Polynesian dancers. 
water ballets and paddle-board ballets, was a feature of 
the party, and dinner was a Hawaiian barbeque. 


% % % 


ORSTRAND, INC., New York, importers of dinner- 
ware and ceramics from Sweden, is giving a “Cer- 
tificate of Origin” with each of its one-of-a-kind pieces. 
The designer’s name and an identification number appear 
in a four-page, two-color certificate, thus assuring the 
purchaser that the pieces have been registered with the 
firm and signed by the president of Rorstrand in Sweden. 





3 % % 


a J. LANSHE, formerly president and general 
manager of Bechtel, Lutz & Jost, Inc., of Reading, 
Pa., china and glass jobbers, has been made sales man- 
ager of the dinnerware division of the Jackson Vitrified 


China Co., Inc., of New York. 


% *% *% 


—_— J. DUNHAM, assistant sales and advertising 

manager for A. H. Heisey & Co., of Newark, 0, has 
been appointed sales representative for Heisey in the 
Southern territory previously covered by the late Charles 


HAROLD J. 
DUNHAM 


A. H. Heisey & Co. 
Newark, Ohio 





L. Haslop. Other changes occasioned by Mr. Haslop’s 
death are the addition of North Carolina to Edwin F, 
Bokee’s territory, and the addition of Mississippi and 
western Tennessee to James Thomas’ territory. Augustus 
H. Heisey, II, will serve mid-Tennessee, with Mr. Dunham 
taking the eastern part of the state. 


% *% *% 


NEW members of Registered California—co-operative 
gift and dinnerware market association — include 
Candee of California, Casa Verdugo Pottery, Decoramic 
Kilns, Irene and Hanns, and Pat and Covey Stewart. 





Sales Tip—There’s no more powerful selling weapon in 
any jewelry salesman’s arsenal of offense than possession 
of a host of friends. Good friends mean good business. 

















BARBARA —Garden-Beauty Freshness Attained 





Designed to meet the needs and budget of Today’s Young $8.9 5 


Homemakers, the 5-piece place setting costs only........ 


RETAIL 


It is with pride we introduce to the Jewel- 
ers of America, BARBARA, our latest im- 
portation in FRANCONIA CHINA made 
by KRAUTHEIM, BAVARIA, U. 5S. A. 
ZONE. 


CHARM-APPEAL PERFECTION is 
achieved in flower-beauty decoration by an 
artistic arrangement of Chrysanthemums, 
Autumn flowering anemones and leaves in 
rich, somewhat exotic colorings, combining 
shades of green, yellow, pink, maroon, lav- 
ender, etc., producing a most harmonious 
effect. In a classical shape of fine translu- 
cent china in a slight ivory tint, with coin 
gold handles and accenting lines, complet- 
ing table settings for all festive occasions. 


Illustrated leaflet of this and other patterns 
stocked in New York, gladly sent. 


Complete open stock shipments have 
arrived, enabling us to make immediate 
delivery from stock in New York. 


39-41 WEST 23rd STREET HERMAN C. KUPP ER, INC. NEW YORK 10, N. Y. 





192 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Mane Hele 











ode since 1770 


THE VPFINE ENGLISH 


DINNERWARE 

















Made in England by W.T. COPELAND & Sons, Lt. | 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





From France we bring the very best designs in 
copper and brass combined with the practical 
use which the French never overlook. 


Miniature Copper Sauce Pots 


These are pewter-lined to cook sauces, to melt 
butter, etc. Complete with hanging rack, five 
pots range from 2" to 3" diameter. 


No. X701 — $20.00 set, Retail 


Price is retail, subject to usual trade discount. 


MOTTAHEDEH & SONS 


225 Fifth Avenue, New York 10, N. Y. 
1215 Merchandise Mart, Chicago 54, Ill. 
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BE CAUGHT 
NAPPING 


DONT 


When a sales opportunity knocks... 
in the form of a query about a brand 
or a trade mark or who-made-this-and- 
how-can-l-match-it . .. do you have 
the answers—fast? 





TRADE-MARKS 
of the Jewelry 
and Kindred Trades 








You can, if you have the newest edi- 
tion of the handy book that leading 
jewelers have used for half a century 
.. + TRADE MARKS OF THE 
JEWELRY AND KINDRED TRADES. 
The new sixth edition has many new 
tradernarks and trade names... 
sterling and silver plate pattern names 
and thousands of watch names, in 
388 pages—carefully indexed and 
cross-indexed so that you can find 
them quickly. 


Order your copy today and have 
all the resources of the jewelry field 
at your fingertips. 








ORDER YOUR 
COPY NOW 


TRADE-MARKS OF THE JEWELRY 
AND KINDRED TRADES, 


new sixth edition $7.50 


postage prepaid 


——-_ tees 
—w = CA SMe (fe 4 see 040 fe 0 Gee | 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Enclosed find check money order for my copy. It is under- 


edhe AL, A a oa satisfied, | may return it after 
' y full money back. 

INC WHS situs emmuenarceetetetennteedintaieate ia smeninenee tical. 
MEE chick cukarckncopbaeaaeasieniniedeadimasuaanten ial ate ae iaa oa 
ADDRESS 


. 
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TRIAL OFFER...Money back if yeu do not believe this book is essential to your business. 
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MACHINE 


STAMPS 


Fountain Pens 




























Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Gift Items 


oF ; 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 
extra profit. 
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catalog and copy of “THE KING 


KINGSLE 


STAMPING MACHINE CO. 


1606 Cahvenza Blvd. « Hollywood 28, Calif 
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F tt, TI Mt 100% all-plastic 


PLAYING CARDS 


Ome ey 





NATIONALLY ADVERTISED to help you sell. Above, the 
Jewel Box: 2 multi-color decks in a clear plastic jewel box with 
hinged lid and lift-out tray. Rich, smart card designs include choice 
of a bird and dog set. Retails at $6.95. 


Small counter space...pays BlG profits 
when you feature popular LIFETIME cards 


Sale of these beautiful playing cards in test 
jewelry stores has been sensational! LIFE- 
TIME 100% all-plastic cards are gorgeous 
display pieces that sell on sight. Unusual gifts 
...-prestige items for the home. The finest 
card made, with absolutely no paper con- 
tent. Outlasts 100 ordinary decks. Can’t warp 
or chip. Washable. Over 2,000,000 decks in 
use. Advertised in Esquire, House Beautiful, Ladies’ Home Jour- 
nal, and Sunday rotogravures. 


NEW! DIFFERENT! 
WALLET-PAK 


for servicemen... for travelers 









No other kit like it on the market. 2 decks in a 
flexible, wallet-style case of tough, heat-sealed plastic, Perfect for 
the rough treatment of hunting and fishing trips, military use, travel. 
Retails at $5.95. 


GAME ROOM SET 


2 colorful decks in a modern 
2-piece plastic case. Retails at $5.95. 


Other attractive double deck sets 4 
to retail at $4.95 and $5.75. Single decks $2.55, $2.75, $2.95. 
NORTHBROOK PLASTIC CARD CO. Dept. JC-9, Northbrook, Illinois 


SEND NOW FOR SPECIAL DEALER DISCOUNTS 





NORTHBROOK PLASTIC CARD CO. Dept. JC-9, Northbrook, Illinois 
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Should I Air Condition My Store? 


Will the small, independent jewelry store benefit from 
an air conditioning system? 

This question has been effectively answered by Parke 
Futer, partner in the Futer Bros. Jewelry Co. of York, P, 
Futer made a detailed study of the effects of the hands 
newly installed air conditioning system on store sales and 
employee efficiency. He is convinced that it has helped 
his business. 

Futer did not regard the new installation as a luxury 
or a customer necessity. When it was installed, he fol. 
lowed a plan to determine how rapidly air conditioning 
would pay for itself. After six months of service, Futer 
found that it had resulted in a sales increase of 15 per 
cent, a decrease in employee absenteeism, complete elim. 
ination of markdowns due to soiled merchandise, and g 
fresh, comfortable atmosphere for his customers. 

“We installed the air conditioning system because the 
selection of a piece of valuable jewelry takes so much 
time,’ Futer said. “If the customer is not completely 
relaxed while he is in the store, a sale can be lost as easily 
as it can be made. We take into consideration the fact 
that the customer wants to examine his choice thoroughly 
before making up his mind. A hot, uncomfortable store 
is a perfect excuse for a customer to state that he will be 
back later. Today, very few customers delay a sale by 
saying that they want to look around in other stores 
nefore making up their minds. Of those who do want to 
shop around first, we find that 50 per cent return to make 
the purchase. Before we installed our air conditioning 
system, only about 2 per cent ever came back after look- 
ing around. We believe that this increase demonstrates 
that customers appreciate the store’s comfort.” 

During warm weather, when the Futer store is kept at 
a constant temperature of 80 degrees, Futer has found 
that there are approximately twice as many browsers. 
“We also notice that employees are more comfortable, 
less inclined to take time off for a trip to the drug store 
for coffee, and less likely to avoid their responsibilities,” 
Futer said. “Because a jewelry store is seldom busy dur- 
ing the entire day,” he continued, “salespeople have a lot 
of idle time. It used to be that they would use much of 
this time for shopping trips or for personal appointments. 
But now, because the store is so much more comfortable, it 
seems that very few ever leave the store for any reason 
during working hours.” 

Futer’s new basement gift department has been very 
successful, and Futer believes that the air conditioning 
system has been the most important factor in making tt 
click. He says, “Gift purchasers like to take their time in 
making selections. Before we had the new system, cus- 
tomers would spend only a few minutes looking at gifts. 
Now they spend at least half an hour and we are never 
worried about their walking out on us.” 

The installation of the 214-ton system includes a central 
unit in the basement. Cooled air is radiated through ducts 
which are paced along the walls. It is now possible for 
Futer to keep all doors closed in the store throughout 
the year. This has practically eliminated all dust on 
merchandise and fixtures. Salespeople spend half 4s 
much time keeping merchandise and displays clean. They 
are now free to telephone customers and promote addi: 
tional sales. 
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National Figures 


Attend Celebration 
At Bulova School 
























_.... i : ee General Omar N. Bradley, Chairman of the Joint 
ei a ee a Chiefs of Staff, talks with paraplegic student 
a a ame | mn at Bulova School of Watchmaking, Woodside, L. I. 
' | John H. Ballard, President of the Bulova Watch 


Co. and trustee of the watch school, looks on. 








Bulova President John H. Ballard addresses the 
recent graduating class of the school on August 
14 which was marked by celebration of school's 
fifth anniversary. Some 3,000 persons attended 
the event to hear addresses by Gen. Bradley and 
Vice-President Alben W. Barkley. Included in 
the audience were 204 of the 343 graduates of 
the school who Bulova brought back for event. 





Right: General view of the Homecoming Celebra- 
tion of Fifth Anniversary of first graduating 
class of the Joseph Bulova School of Watchmak- 
ing, Woodside, L. |. Event was featured on TV. 


Right: The Colonel greets the 
General. Col. Harry D. Hensch- 
el, trustee of school, greets 
Gen. Bradley upon his return to 
the Bulova school. The general 
officiated at the first gradu- 
ation in 1946 when he was head 
of the Veterans’ Administration. 





Arde Bulova, Chairman of the Board of Bulova 
and of the Board of Trustees of the school, 
chats with Vice-President Alben Barkley at 
luncheon held prior to graduation ceremonies. 
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INCREASED CONSUMER BUYING PREDICTED. OPS Economic Adviser Gardner Ackley, speaking 
before the second meeting of the OPS Consumer Advisory Committee, predicted that 
the current "soft" market, in which prices of some commodities have been re- 
duced, will firm up under fourth quarter inflationary pressures. Consumer 
income is bound to rise, he said, and consumer buying will rise with it. Only 
through direct controls, Ackley warned, will we be able to offset the infla- 
tionary effects of defense spending, rising income, and exhausted inventories. 


ISAAC NEW ANRJA EXEC. V. P. Charles M. Isaac has been chosen to fill the newly- 
Created office of Executive Vice—President of ANRJA, it was announced by Leo F, 
.enebry, the Association's new President. Charles T. Evans, for nearly 25 years 
Secretary of the Association, announced his retirement during the annual conven- 
tion of the ANRJA held last month. 


TWOY JEWELRY SHOWS FOR 1952. With the NACJ setting dates for its 1952 show, July 27, 
Stevens Hotel, Chicago, and the ANRJA setting August 11 as a tentative beginning 
date for its show at the Waldorf-Astoria in New York, the one-show idea seems 
shelved again for at least another year. 


HAMILTON ELECTS NEW PRESIDENT.*’ Charles C. Smith, former Hamilton Watch Co. Vice- 
President in Charge of Finance, was elected President and Chairman of the Board 
at a special meeting of the Board of Directors, August 9. Mr. Smith succeeds 
R. M. Kant,twho.was fatally stricken with a heart attack on July 30. 


NACJ REQUESTS REMOVAL OF CONTROLS ON WATCH REPAIRS. The NACJ, through a statement 
by Director B. N. Burnstine, requested OPS to remove price controls on watch. and 
clock repairing because they were "unnecessary and impractical". The same 
factors that justified removal of controls from jewelry repair services, Mr. 
Burnstine pointed.out, are equally applicable to clock and watch repairs. 


J.I.C. NAMES HAASE PRESIDENT. Albert E. Haase has been named President of the 
Jewelry Industry Council by its directors. Mr. Haase, Executive Director of the 
Council since its inception, was formerly managing director of the Association 
of National Advertisers and associate editor of "Printer's Ink." 


OPS TO PRESS FILING OF PRICE CHARTS. Because of the poor response from more than 
275,000 retailers who were supposed to file price charts under CPS 7, U. S. 
field attorneys have been instructed to institute legal action against delin- 
quent dealers. Of those charts which have been filed, the OPS has returned more 
than 25% for corrections or further information. 


HENEBRY NEW PRESIDENT OF ANRJA. Leo F. Henebry, Regional Vice-—President from 
Roanoke, Va., was elected to succeed Kenneth I. Van Cott as President of the 
Association at last month's annual convention in New York. 
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JC-KJRELEASES FIRST INSTALLMENT of its annual Diamond Review (for 1950). Though 
much of this study is of prime interest to diamond manufacturers and importers, 
there is valuable information for jewelers use in selling diamonds; demand 
trends, fashion angles, supply picture, etc. Also in this current issue of JC-K 
is the second installment of "Mrs. America's Silverware 1950". See Index Page. 


EXCISE TAX CUT ON CLOCKS URGED. Alarm clock maker Edward Ingraham of Bristol, 
Conn., appearing before the Senate Finance Committee on behalf of the National 
Appliance and Radio Dealers Association, urged that the 20% excise on clocks 
selling for more than $5 be cut to the prevailing 10% level for timepieces which 
retail under $5. Ingraham argued that cheaper clocks should not be luxury-—taxed 
on the same basis as "diamond rings and lorgnettes”". 


FTC SAYS PRESENT LAWS PROTECT SMALL MERCHANTS. FTC Chairman James M. Mead, speaking 
for the Commission, recently declared that vigorous enforcement of existing 
legislation would provide adequate protection to the small businessman as well 
as the consumer. Mead's statement followed a conference with Representative 
Donald O'Toole, Brooklyn, who is concerned over the possible extinction of the 
small merchant in light of recent fair trade failures. The conference was 
devoted to discussion of whether the problem may be reached within the scope of 
existing legislation or whether new legislation is desirable. 


HOUSE TAX PROPOSAL SCORED. A House tax proposal to extend the 20% excise tax on 
quality fountain pens, ball point pens and mechanical pencils of all types, 
regardless of value, would be an unjust hardship on 32,000,000 students and 
3,000,000 servicemen and women, James V. Carmichael, spokesman for the Fountain 
Pen and Mechanical Pencil Manufacturers' Association, told the Senate Finance 
Committee. Carmichael, President of Scripto, Inc., estimated that one half of 
this tax would fall on students——"those least able to afford it." 


JULY JEWELRY SALES DROP. July was the first month this year in which jewelry sales 
dropped below those for the corresponding month in 1950, according to Department 
of Commerce spot survey. For the first six months of 1951, jewelry sales showed 
Sizable percentage gains over the same period last year. According to the 
Internal Revenue Bureau, tax receipts on jewelry sales for the year ended 
June 30, 1951, were up 10% over the preceding 12-month period. 


SAWYER SUPPORTS CUSTOMS SIMPLIFICATIONS BILL. Commerce Secretary Charles Sawyer 
last month put the Department of Commerce on record as supporters of a proposed 
bill to simplify customs procedures. The bill, HR 1535, embodies proposals of 
experts both in and out of government and is designed to eliminate customs 
administration red tape and procedural complexities which result in unnecessary 


and unfair hardships on importers. ad 


THIRD QUARTER METALS ALLOTMENTS SAME AS SECOND. Manufacturers of consumer durable 
goods whose second quarter use of steel, copper and aluminum items was based on 
adjusted base period figures will, in general, be permitted to use these adjust- 
ments in computing permitted use of these materials during the third quarter, 
the National Production Authority announced. 


TV EXCISE HIKE PROTESTED. Scores of television set retailers will be forced into 
bankruptcy if Congress increases the present 10% excise tax on TV sets to 25%, 
according to Mort Farr, an Upper Darby, Pa., appliance dealer. Farr, testifying 
before the Senate Finance Committee, warned that many dealers already are sell- 
ing sets below cost "to obtain cash to run their businesses and to pay the taxes 


on last year's profits." 


BRUNER-RITTER APPOINTS LINTHICUM. Appointment of Royal C. Linthicum, formerly N. Y. 
Sales Manager for Elgin, as Executive Assistant to the President of Bruner-— 


Ritter, Inc., was announced by Saul Ritter, president. 
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From Mr. NEWTON ROSENZWEIG, 
PROMINENT PHOENIX, ARIZONA, JEWELER 





AUSENZ MEIGS 


acai SiMe 1887 CeF 35 NORTH FIRST AVENUE « PHOENIX, ARIZONA 
Mr. J. K. Marshall 


C. & E. Marehall Co, 
Chicago, Dlinois 
Dear Mir. Marshalls: 


Liore than a year's experience aith the Marshall-Add- 
A-Unit System has completely convinced us of its many 
benefits. 


While Mr. White, manager of our repair department, 
felt thet installation of the hiershall System would 5 
afford many advantages and improvements over our pre=- . 


vious material set up, actual experience has demon- 
strated results even better than anticipated, 


March 13, 1951 











<< S R e  e e e Daily use by as many as six watch repairmen has result- 
ed in better control of materials, with much previous 
duplication eliminated; quicker selection of needed 
parts; easier and simpler ordering; and greater opera- 
ting flexibility. 


Regardless of repair volume, we would sincerely recon- 
mend the adoption of the Marshall System, Not only more 
efficient production, but improved customer service should 
more than justify the investment, as it has for our store. 





Photographs below show inferior of 
Mr. Rosenzweig's beautiful store. 
Sincerely yours, 


ROSENZWEIG*S 


nr/rl Newton ne 
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REGISTERED JEWELER > AMERICAN GEM SOCIETY 








You can get a Combined Swiss Staff & Stem System for as little 
as $17.50. This system contains 48 staffs and 48 stems which 
have 2000 REPAIR POSSIBILITIES. A lifetime system—dguar- 
anteed never to become obsolete—all con- 
tained in a 2-drawer steel cabinet. Write 
today for complete details on this and 


other Marshall Add-A-Unit Systems. 








C. & E. MARSHALL COMPANY 


DEPT. J, BOX 7737, CHICAGO 80, ILL. 


Branches and Distributors in Principal Cities Throughout 
the U. S. A. 
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Industry Leaders Forecast Supply and 
Market Prospects at ANRJA Convention 


Give Views on Jewelry Industry Under a Defense Economy 





New officers of the American National Retail Jewelers Association posed for this photograph 
shortly after being elected to office for the ensuing year. They are, left to right: Arnold 
A. Schiffman, secretary-treasurer; H. C. Kirkberg, regional vice president; Oscar Kind, Jr., 
regional vice president; Leo F. Henebry, president; Kenneth |. Van Cott, retiring president, 
and James M. Rudder, Robert A. Abbott and Sidney L. Stevens, regional vice presidents. 


The 46th Annual Convention of the 
American National Retail Jewelers Associ- 
ation opened at the Waldorf-Astoria in New 
York, on Sunday, August 12, with a re- 
ported registration for the opening day 
of 1400 retailers. By the time the four- 
day convention had drawn to a close on 
Thursday, the Registration Committee an- 
nounced a total registration of nearly 
11,000. 

Over 300 exhibits of jewelry and re- 
lated lines were on display in the Grand 
Ballroom, its foyers and two mezzanines, 
the Astor, Jade and Basildon Rooms, as 
well as numerous suites and rooms 
throughout the hotel. 

The first business session of the con- 
vention was held on Monday afternoon 
in the Sert Room of the hotel with Ken- 
neth I. Van Cott, ANRJA President, pre- 
siding. With the overall convention theme 
slanted to “The Retail Jeweler in a De- 
fense Economy,” Monday’s theme was 
“The Jewelry Industry Builds for the 
Future.” 

Leading off the talks at this session 
was Leo F. Henebry. 


Henebry Reviews Jewelers’ 
Benefits of Mfrs. Advertising 
Leo F. Henebry, Roanoke, the new Presi- 
dent of ANRJA, spoke on “The Contribu- 
tion of National Advertisers.” 
Said Henebry, “I am here for the same 
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purpose as you; to see what I can see; to 
hear what I can hear; and to learn what I 
can learn that will be helpful in promoting 
my business. I have been asked to discuss 
one of the important functions of our man- 
ufacturers; national advertising. I want to 
give you a little run-through on how na- 
tional advertising by the manufacturers of 
merchandise we sell . . . how national ad- 
vertising helps us to bring in more business. 

“Let’s take an example: when a young 
fellow comes into your store to look at a 
watch. Now how did that young man get 
to be so choosy about watches? His grand- 
daddy was perfectly satisfied with a big 
old pocket watch. Why does he insist on a 
neat little wrist watch with a gold case 
and a movement that’s accurate right down 
to the fraction of a minute? It’s because 
he’s been educated to want it. He got that 
education from the printed word—through 
advertising. 

“If you don’t have that advertised watch 
to get him in there—there’s a good chance 
he’ll never return to your store. 

“And, when that young man of ours gets 
engaged, where do you suppose his fiancee 
is going to look for her pattern of silver? 
Well, I wouldn’t be surprised if she saw a 
handsome-looking advertisement in a maga- 
zine. And that ad’s going to get her hunt- 
ing for the store that carries the brand. 

“Look at the merchandising help we get 
from the big advertisers.” 

Concluded Henebry, “Advertising is the 
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ANRJA Names C. M. Isaac 
Executive Vice President 


The Executive Committee of the Ameri- 
can National Retail Jewelers Association 
recently named Charles M. Isaac as execu- 
tive vice president—a newly-created post 
that replaces the office of paid secretary. 
Mr. Isaac will assume his new duties on 
Oct. 1. 

Mr. Isaac graduated from George Wash- 
ington University, Washington, D. C., with 
an A. B. degree, majoring in economics. 
This was followed by graduate work at 
that university. Since June, 1944, he has 
been manager, Domestic Distribution De- 
partment, Chamber of Commerce of the 
United States, in Washington. In this 
capacity he has been in charge of all ac- 
tivities of the national Chamber concerned 
with the retail, wholesale and service in- 
dustries. From October, 1942, to June, 
1944, he served as executive assistant to 
the president, American Retail Federation, 
in Washington. Prior to that he operated 
his own retail business in Canton, Ohio, 
for 12 years. 


CHARLES M. 
ISAAC 


Executive 
Vice President, 
ANRJA 





Mr. Isaac is a member of the National 
Distribution Council, appointed by the Sec- 
retary of Commerce. He is recognized na- 


- tionally as an authority on Distribution and 


has lectured on its many phases before 
institutes at Northwestern University and 
Yale University, as well as at the Uni- 
versity of Pennsylvania. 





lifeblood of business—it is the plus which 
we get when we carry the goods which 
manufacturers believe in well enough them- 
selves to advertise them—that can build 
for greater sales in our stores and better 
profits to store ownes.” 

Following Mr. Henebry, Albert E. Haase, 
Executive Director of the Jewelry Indus- 
try Council (now President) talked briefly 
on the JIC. Haase then introduced Victor 
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A. Lambert, JIC Chairman, who carried 
the ball for the Council. 

His theme “Why the Jewelry Industry 
Council?”, Lambert said: 

“Now, the Jewelry Industry Council 
came into existence four and a half years 
ago because forward-looking retailers and 
suppliers wanted to build a better future 
for the industry by means of a continu- 
ing, cooperative — industry-wide — promo- 
tional program, aimed at the American 
public, at the retail sales level. 

“Here in back of this platform you see 
songse 320 square feet of display, covered 
with recent stories and articles originating 
with the Council. This display gives you 
in a small measure some visual evidence 





of the results the Council obtains in meet- 
ing the specifications of Job Number One 
—the job of publicizing the industry and 
its products. 

“The second specification of JIC called 
for the building of promotional ideas and 
plans, which the retail jeweler could put 
to his use, for his own store. If you 
follow your jewelry trade publications you 
will know how it has given the retailer 
concrete ideas and suggestions for pro- 
moting gift-giving events such as _ birth- 
days and wedding anniversaries, Valen- 
tine’s Day, Graduation Time, Mother’s Day, 


,Father’s Day, and Christmas. It has spon- 


sored and coordinated nationwide promo- 
tional drives, such as The Silver Parade, 





'CHARLEY' EVANS RETIRES AS ANRJA SECRETARY 


On the occasion of his retirement as secretcry of the American National Retail Jewelers 

Association, Charles T. Evans (left) was presented with a handsome watch and lifetime 

membership card in the association on the evening of August 16th. Shown making the 
presentation is Kenneth |. Van Cott, outgoing president of the association. 


Charles T. Evans, who for nearly 25 
years has served as secretary of the Ameri- 
can National Retail Jewelers Association, 
will bring his connection with that organ- 
ization to an official close when he retires 
on Oct. 1. Announcement of his retirement 
was made at the recent ANRJA conven- 
tion in New York City. Through Mr. 
Evans’ qualities of leadership and organ- 
ization, the association has prespered un- 
der his long and able administration. 

When introduced at the convention ban- 
quet as “our beloved secretary” by retiring 
president Kenneth I. Van Cott, Mr. Evans 
was greeted with a round of sustained ap- 
plause. As a token of appreciation for his 
many years of devoted service to the asso- 
ciation, Mr. Evans was presented with a 
suitably inscribed gold lifetime member- 
ship card and an attractive watch. 

A native of Utica, N. Y., Mr. Evans 
graduated from Utica Free Academy and 
took several post-graduate courses at 
Columbia University. He was for many 
years associated with his father and broth- 
ers in the 1etail jewelry business estab- 
lished in 1873 by his father. Through the 
use of sound merchandising techniques, he 
developed the jewelry firm into one of the 
most successful and well known retail busi- 
nesses in the Utica area. 
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A natural association man, he early or- 
ganized the Utica (N. Y.) Retail Jewelers 
Association. He later was instrumental in 
forming the New York State Retail Jewel- 
ers Association and served as its first presi- 
dent. So successful was his administration 
that when New York State affiliated with 
ANRJA in 1911, Mr. Evans was elected a 
member of the Executive Committee. 

Mr. Evans, in 1928, succeeded A. W. 
Anderson as association secretary. In the 
interim he had served ANRJA as vice 
president, president and treasurer. 

Among Mr. Evans’ accomplishments 
while serving ANRJA are the following: 

1. The securing of a better mark-up on 
sterling silver. 

2. Raising, with the help of George A. 
Brock, $60,000 to finance the Harvard Re- 
search Work. 

3. The development of ANRJA’s regional 
set-up. 

4. Developing the sliding scale of dues 
in 1937. 

Mr. Evans was, at one time, associated 
with the Gorham Co. as assistant to the 
general manager. Through the years he 
has headed numerous civic and fraternal 
organizations and is still actively engaged 
in many of these groups. 





The Diamond Exhibit, Tie Watch F ashion 
Parade. It is now weyking on a year- 
round promotion for rings for men, women 
and children. : 

“Whether we like it or not—and I like 
it—we are living in a fashion-conscioys 
America, so far as the products of Ameri- 
can industry are concerned. Fashion means 
change; quicker change. Today, speedy 
communications, the high-speed presses 
and radio—and more recently, television— 
all bring news of change, of new fashions, 
quickly across the length and breadth of 
this country. And high-speed distriby. 
tion, especially by airplane, makes new 
products—and new fashions — quickly 
available in retail outlets. 

“Consequently it has kept manufac. 
turer and retailer informed in advance 
of fashion changes. 

“As a result of such activity, the jewelry 
industry is actually moving ahead in the 
fashion parade of American industries, 

“Yes—members of the industry have 
become more and more fashion-conscions, 
even as the public has become more and 
more conscious of the jewelry industry 
itself as a progressive, a forward-planning 
industry—because of the Council’s fashion 
work. 

“T hope you fully understand that the 
Council, as the cooperative promotional 
mechanism of the entire industry, is, in 
fact, doing a job no individual company 
or segment of the industry acting alone, 
could do for retail jewelers and for the 
industry as a whole. 

“Retail jewelry sales in the first six 
months of this year have shown an in- 
crease over the preceding year. What they 
will be the last six months of this year 
none of us can say. This, however, I am 
prepared to say. Retail jewelry sales will 
be higher with the Council in existence 
than they would be if the Council did not 
exist. 

“To keep the new progressive and por- 
motional spirit alive, let us strengthen 
and enhance the Council’s value to us, by 
greater participation in its work.” 


Bernstein Stresses Need for 
industry-wide Promotion 


Next speaker was Joseph A. Bernstein, 
Director of Planning and Copy Metro 
Associated Services, Inc., who spoke on the 
value and necessity for industry-wide pro- 
motion. 

He said, “There are more than 300 
weeks in a year despite the fact that your 
calendar says 52. There is, for example, 
a ‘Honey for Breakfast Week.’ It has to 
do with food—not with a ‘Babe’ across 
the table. Among other special events are: 
Dairy Month, for the milk industry; Home 
Fashion Time, for furniture; Radio and 
Television Week. 

“Father’s Day started as a promotion 
for the men’s wear industry and remains 
basically that. Yet it has been wisely seized 
upon for exploitation by others. And, of 
course, there are your own special events. 

“We produce advertising services and 
also news features for our clientele of 
thousands of newspapers. We also pro- 
duce promotion and advertising services 


(Please turn to page 203) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





J. & H. FLYER, INC.—According to Gerald 
R. Flyer (right), the firm's line of diamond 
set platinum watches received many favor- 
able comments from retailers. Lothar Gold- 
schmidt, midwest sales representative looks 
on 


FRANK M. WHITING & CO. — S. D. Pelz 
(center), sales manager, holds teapot from 
one of the many Whiting sterling silver tea 
sets which were on display at the Park Lane 
Hotel. On hand to assist retailers at the 
exhibit were Bernard Adler (left) and William 
B. Grover, sales representatives. 














KARPELES ROSARY CO.—These three Kar- 
peles' sales representatives directed atten- 
tion to the new Di Roma birthstone decade 
bracelets which they say are being favorably 
received. Left to right, are: John McCloskey, 
Ludwig Furth and Lyman Williams. 


. THE RIVERSIDE SERIESTS 


WALTHAM WATCH CO.—Holding models of cs oe : 7 5 2 
the new Waltham Riverside series are Gilbert’. > Se a8 eine bem Tan 
Sachs (right) and H. Russell Williams, assis- oS = o icued 


tant to the president. The new 19-jewel watch 
line features many smartly styled men's and 
ladies’ models. Retail price is $39.75. 


M. SICKLES & SONS—Mr. and Mrs. A. E. 
Willauer (center), retailers of Pottstown, Pa. 
admire a silverplated pitcher in Community's 
"Melon" pattern. With them are Norman 
Rothschild, Jr. (left), head of Sickles’ silver 
ware department, and Edward Sickles, vice 
president of the firm. 





**ADMARK—Albert Adler (right), president of 
Admark, holds a two-foot scarab bracelet 
which is reputed to be the world's largest. 
Harry W. Sherril, Chicago sales representa- 
tive, pointed out that the bracelet is avail- 
able for display purposes to dealers through- 
out the country. 





ALVA PEARLS, INC.—Henry B. Draker (cen- 
ter), secretary-treasurer, holds one of the 
firm's attractive pearl earring and necklace 
sets which come packaged in a dual purpose 
box that can be easily converted into a 
handbag or cosmetic case when set is re- 
moved. Others in picture are Alfred Lay, 
president, and Miss Edith Nathanson. 


MANCHESTER SILVER CO.—Miss A. Amir- 
ante, New York silverware buyer, was ex- 
amining a teaspoon from Manchester's new 
"Amaryllis"’ pattern when this picture was 
taken. The fine points of the new pattern are 
being explained by |. to r.: J. J. Gould, J. 
Carl Gould and C. M. Rebok, sales represen- 
tatives. 








CROTON WATCH CO.—An enthusiastic re- 
ception was accorded Croton's new “Aqua- 
matic'' self-winding shock and water resistant 
watch line. Proudly displaying the new line 
are, |. to r.: Jules T. Levitt, John Kan and 
Charles Weyrich, sales representatives. 





SEIDMAN & CO.—Nat Koch, manager, ond 
Sam Young, Southwestern sales representa- 
tive, had an interesting story to tell conven- 
tioneers on the fal! plans for the firm's line 
of exquisite diamond jewelry. 





FORSTNER CHAIN CORP.—Center of at- 
traction at the Forstner exhibit was this 
attractive |I4K gold braided snake chain 
necklace which is being admired here by 
Bert Jacobs (left) and Jerry Demner, sales 
representatives. 


NORMA PENCIL CORP.— Samuel Jacobs 
(right), president, and Martin M. Greene, 
assistant to the president, exhibit Norma 
Multikolor pencil on new and unusual dis- 
play unit available to their dealers for 
window or counter use. 


KIMBERLY GEM CO.—Jerry Geiger (right), 
Kimberly sales representative, completes 
order for zircon rings just placed by Harry 
Krasne of The Jewel Shop, Miami, and Miss 
Amy Futterman ot Amy's, Miami Beach. 


L. & M. KAHN & CO.—William L, McCrerey 
(second from !eft), of S. A. Meyer Co., 
Washington, Pa., and Morris Zwibel (right), 
of Howard Jewelers, Inc., Greensburg, Pa., 
place diamond orders with Walter 1. Kahn 
(left), and Herbert L. Gardner, both of L. 








LOUIS AISENSTEIN & BROS. (Above, Top)—Joe Licht- 
man (right), Mido's, N. Y. sales representative, shows 
the tiny ''Mademoiselle'' watch to Buffalo retailer Max 
Teibel (left), and Ben Abbott, retailer of Erie, Pa. 


BABCOCK BOX CO. (Above)—According to Albert J. 
Carpenter, Jr., treasurer, the tissue faille lined jewel 
box in their new line was one of most popular items. 


EMIL LEICHTER (Below, Top)—Hy Sohmer (left), sales 
manager, shows I4K gold Hyde Park automatic to re- 
tailer Robert W. Pretzfelder. The new line features 
Incabloc shock absorbers. 


MULTI-FACET CO. (Below, Bottom)—Alex J. Kopstein, 
president, explains to Sally Ogulnick, retailer of Norwich, 
Conn., why a Multi-Facet diamond with 40 extra facets 
around the girdle gives extra beauty. 














WM. V. SCHMIDT & CO. (Above, Top)—Center of at- 
traction at this exhibit was display of exquisite star 
sapphires. Shown here displaying them are Herman 
Paskow, vice president, and Sal La Salle, salesman. 


FANTASY OF JEWELS (Above)—Sidney D. Rich (left), 
sales representative, and Alexander Fuchs, president, 
reported good reception to the ''Chignon,"' new line of 
rhodium-finished, rhinestone earrings. 


REED & BARTON CORP. (Below, Top)—The new sterling 
pattern, ‘Florentine Lace,"' will be advertised nationally 
next month. Happy about enthusiasm for new pattern 
were, |. to r.: Theodor Cayer, head designer; Roger 
Hallowell, executive v. p. and Col Arthur Ashworth, 
president. 


MELE MFG. CO. (Below, Bottom)—Arthur Schloss, sales 
representative, holds one of firm's best selling new items, 
"The Pirouette'’"—new jewel box with side-swing trays 
which retails for $4.95. 
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L. HARRIS CO. (Above, Top)—Louis Harris (left), pres. 
ident, and A. Ronus, v. p., directed visitors' attention to 
new Oris seven-jewel traveling clock in miniature luggage 
leather suitcase. Retails for $21.50. 


AMERICAN INCABLOC CO. (Above)—Sidney Ochs. 
J. S. representative for Universal Escapement, itd.. 
manufacturers of ‘'Incabloc,’’ points to moving display 
which shows how the shock resistant device works. 


KINGSTON WATCH CO. (Above, Top)—One of the feca- 
tured models at the Kingston display was the "Black 
Magic" which retails for $71.50. Ralph Lewis (right), 
sales mgr., shows watch while Bennet Moskin of Jules 
Chain Stores looks on. 


LOUIS STERN CO. (Below, Bottom)—Paul Stern (right), 
president of this firm, and Louis Stern, sales representa- 
tive, look over ‘"'Glamour Jewels'' which come pack- 
aged in leatherette covered jewel box. 
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for retail stores, among them the Metro 


Jewelry Service. 
“These events in themselves must not 


be construed as complete year round 

programs, but as high spots of consistent 
activity engaged in on a continuous basis 
by the more substantial industries. 

“Yet whether industries engage in such 
activity or not consumers would neverthe- 
less be confronted with problems of choice 
in disposing of their money. 

“§ birthday approaches. A fine gift is 
indicated. Shall it be something lasting 
and beautiful like a fine watch or a ring, 
or will it be a set of golf clubs? 

“You see, we get to the crux of the 
situation pretty quickly. At this stage of 
the game it is not so much a matter of 
the individual store in which a purchase 
is to be made eventually. It is the category 
of products from which the choice is to 
be made that becomes important. 

“And as a result the press is confronted 
with a tremendous task. While it must 
keep people informed on affairs of the 
world, the nation, the state, the com- 
munity, on the economy, and what not, it 
also knows that its readers want informa- 
tion that can help them achieve a better 
life. 

“Yet there is no single agency of the 
press that can possibly maintain a staff 
big enough to track down and sift all 
of this type of news. 

“Without such an agency, (as JIC) an 
industry becomes a babel of voices, con- 
fusing and discouraging editors and pro- 
motion people, who would be glad to help 
you and whose help you néed. 

“Prior to the organization of the Jewelry 
Industry Council, the task of assembling 
information about pour products and ac- 
tivities was difficult. 

“For example, recently, conferences with 
your Council have encouraged me _ to 
double the space I will be devoting to 
the jewelry store as a Christmas Gifts 
Shopping center, in a Christmas time 
news feature we make available to our 
newspaper clientele. 

“Scorn industry wide publicity and pro- 
motion and you lose your collective voice 
—and you will be overwhelmed by those 
who can still make themselves heard. 

“T see no signs of this happening in your 
industry. 

“My own contacts with your Council, 
and things I have heard about if from 
others, both inside and outside the indus- 
try, would indicate that you are doing a 
swell job.” 


only 


Heaslip Tells Jewelers of 
Benefits From JIC Activities 


Next speaker on this opening session of 
the convention was John D. Heaslip, newly 
appointed Promotional Director for the 
JIC. 

“The Jewelry Industry Council is a one 
purpose organization,” said Heaslip. “That 
Purpose is to help the retail jeweler get 
more traffic into his store and thereby sell 
more merchandise. All of the Council’s 
efforts are aimed at the retail level but the 
organization is, however, built on retailer, 


— and manufacturers’ member- 
ships, 
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“All of the Council’s efforts fall into two 
basic categories. These are: (1) Educa- 
tional and informative publicity which it 
creates and disseminates in its own name. 
(2) Promotion ideas, information and plans 
which it creates and offers to retailers for 
use under their own name. 

“That statement will tell you about the 
Council’s activity and before this point is 
elaborated upon, there is a most important 
question to be asked—Who gets the benefit 
of the Council's publicity and promotional 
activity ? 

“The reply to this question may be an- 
swered this way—You Do. 

The Council does not rest upon past 
accomplismenis. The plans for new promo- 
tions, new retailer idea books, special in- 
formation on current topics, fashion trends, 
etc., goes on constantly. 

“A new promotion now in the works, is 
on rings—stone, signet and emblem rings, 
rings for men and women, boys and girls, 
and children—a promotion designed to re- 
call to the potential customer that a ring 
as a gift is a durable, lasting and constant 
reminder of affection. 

“Who receives the benefits of the Coun- 
cil’s activities? The retail jeweler.” 





Joseph Points Out Jeweler 
Promotion in Swiss Campaign 


“Time—The Jeweler’s Specialty” was the 
title of the talk by Tedd Joseph, Account 
Executive of Foote, Cone & Belding, adver- 
tising agency for The Watchmakers of 
Switzerland. Joseph reviewed the volume- 
progress of the jeweler during the past 
year and speaking for his agency and 
client, said: 

“We on our side feel that the theme of 
‘the better future’ is the one on which to 
base The Watchmakers of Switzerland ad- 
vertising campaign. I want you to know 
that we are emphasizing the quality jeweler 
as a theme. This theme came out of the 
retail jeweler himself—not from a set of 
cold statistics. 

“We have, as an agency for The Watch- 
makers of Switzerland, conducted three 
quite comprehensive market research 
studies of the retail jewelry trade and of 
the assembling industry here. But our basic 
survey facts come primarily from our trade 
elations personnel, our field merchandising 
personnel. These men, I am sure, are known 
to you—such as Al Levine, John McMane- 
min, Bill Rice, Bob Russell, to name a few. 

“We look on the jeweler as a professional 
man, the jeweler as an expert, the jeweler 
as a specialist. This is the impression that 
we hope will be more widespread and we 
certainly do believe that the Jewelry Indus- 
try Council is taking some long strides in 
that direction. 

“We have come up with the ‘Quality 
Jeweler’ theme on the basis of two defini- 
tions. One went out last March: ‘Your 
jeweler is a specialist who offers profes- 
sional skill, quality merchandise, expert 
advice.’ 

“The second definition is tied in with 
‘Watch Inspection Time’: ‘Your watch- 
maker is a qualified repair expert, with 
years of special training.’ 

“We are tieing both elements into our 
campaign around the ‘Quality Jeweler.’ 





“Every ad in The Watchmakers of 
Switzerland campaign features, in color, 
the jeweler himself. We not only feature 
him photographically, but put him into the 
headline and write the text around him. 
For example, the headline on the ad which 
will appear in support of the Watch Fash- 
ion Parade, is: ‘Why only a jeweler can 
help you choose a fine Swiss watch.’ This 
is indicative of the type of support that 
the jeweler can depend on for the months 
ahead. 

“The public relations activities which 
you have found so helpful in giving you 
support at the local level, will also form a 
large part of our campaign. Just last 
month, The Watchmakers of Switzerland 
had a fashion show for fashion editors from 
all over the U.S. and Canada. 


“The final point of our campaign is the 
repair program, started in 1948 and heavily 
promoted since then. Packaged parts are 
distributed, catalogues are being used, the 
system of parts interchangeability is well 
publicized. 

“When we notified The Watchmakers of 
Switzerland in their headquarters at Bienne, 
that they had been invited by this conven- 
tion to take part in a meeting on: “The 
Jewelry Industry Builds for a Better Fu- 
ture,’ their reply was characteristic of their 
campaign ideas. They said they were proud 
that their campaign, for the American 
jeweler, had now reached the stature which 
gained them the invitation to talk on this 
important theme.” 





Skinner Explains Success of 
Diamond Ads and Publicity 
George D. Skinner, of N. W. Ayer & 


Son, Inc., advertising agency for DeBeers 
Consolidated Mines, Ltd., gave a good ex- 
planation of the reasoning behind the cur- 
rent national campaign on diamonds. 

Said Skinner, “DeBeers Consolidated 
Mines, Ltd., gets a return for the money 
it spends only as our work helps the 
American retail jeweler to sell more dia- 
monds. 

“When DeBeers came to us in 1938,” he 
continued, “diamond sales had been going 
down for years, even during the great boom 
of the late twenties. To find out whether 
advertising cculd reverse this trend, we 
made a survey. 

“The conclusions were clear. The dia- 
mond engagement ring represented the 
greater part cf the jeweler’s diamond busi- 
ness, but the younger generation had lost 
respect for the engagement ring tradition. 
In second place, diamonds were ‘no longer 
fashionable. 

“What we faced was the job of restoring 
the prestige of the diamond. This was the 
creed upon which the advertising policy 
was built: 

1. The advertising should be uniquely 
high in quality. 2. It should be romantic 
because the diamond engagement ring 
purchase ccmes at the most romantic 
time of life. 3. It must be specifically in- 
formative 2s to the different sizes of dia- 
monds in the range of the average pocket- 
book. 

“DeBeers advertising, with all its un- 
usual qualities, its ‘high-art’ approach, its 
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dignity, rates in readership surveys above 
the average of all magazine advertising. 

“In addition to the advertising, we carry 
on a publicity program from New York, 
Paris and Hoilywood. 

“For the engagement ring advertisements 
this year which run in Life, Look, and The 
Saturday Evening Post, we are using pic- 
tures by Raoul Duffy, one of that small 
group of great French painters who have 
made artistic history of this generation. We 
run a different series in Vogue and Har- 
pers Bazaar, where the objective is to 
maintain the diamond as the leading gem 
of fashion. 

“In 1938, the year before the program 
started, imports were only about 422,000 
carats. By 1950, the demand was such that 
imports, measured in carat weight, had 
more than tripled to 1,311,000 carats. 

“When we went to work, 65 per cent of 
the married women had diamond engage- 
ment rings. Nine years later, in 1948, a 
survey showed us that 85 per cent of the 
girls about to get married had diamond 
engagement rings. 

“Diamonds are once again not only 
fashionable but supreme in fashion. 

“The DeBeers program continues because 
maintenance Loth of tradition and of leader- 
ship is a never-ending task. The program 
continues for the. sake of greater and 
steadier sales across the counters of the 
jewelers.” 


Van Cott Reviews Work of 
ANRJA During Past Year 


On Monday evening following the Presi- 
dent’s reception and dinner for tke heads 
of the National Jewelry trade organizations, 
there was another session held in the Sert 
Room of the hotel. Kenneth I. Van Cott, 
President of the ANRJA, in his president’s 
message, provided an interesting review of 
the conditions under which the industry 
had operated during the past year. He 
then said: 

“We owe a great deal to those members 
who accepted the responsibility of working 
with Washington on your behalf—to inter- 
pret, clarify, and obtain modifications in 
the various rulings. I want to particularly 
commend Mr. Oscar Kind, Jr., of Phila- 
delphia, and Mr. James Dickey of New 
York City, for their untiring efforts. Work- 
ing closely with Mr. Hyman Goldberg, 
President of the National Association of 
Credit Jewelers, and his associates, and 
with the American Retail Federation, we 
made close contact with O.P.S. to the bene- 
fit of all. 

“The question of the discriminatory and 
unfair 20 per cent excise tax with which 
our Industry is saddled, continues to plague 
us. However, in a period where the Gov- 
ernment is seeking to find tax income in 
every nick and cranny of the barrel, there 
is little hope for any relief. We continue 
to work closely with the Jewelry Industry 
Tax Committee and integrate our thinking 
with theirs. 

“As is customary, a report of my steward- 
ship of Association activities is in order. 
For two years I have served you to the very 
best of my ability. In so serving, the wel- 
fare of the Association and its best inter- 
ests must of necessity transcend any per- 
sonalities, and all problems must be ap- 
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proached both forthrightly and fearlessly. 

Speaking of the need for new members, 
Van Cott said, “Recognizing the need for 
a continuation of the membership work 
done by our Association in the preceding 
year, our Vice President Bob Abbott of 
Lowell, Mass., threw his energies into the 
situation—and thanks to his contribution 
of time and effort, the slippage in paid 
memberships was held to the small figure 
recorded this year.” 

Van Cott paid tribute to Oscar Kind, Jr., 
of Philadelphia and his Merchandising 
Committee, for his conduct of the Retail 
Jewelry Store Survey for 1950—an analyti- 
cal study by the firm of Alderson & Ses- 
sions, 

Continued Van Cott, “Government-oper- 
ated PX Army and Ship Stores continue to 
threaten private enterprise in areas where 
armed personnel is stationed. Retailings’ 
understanding with the Armed Forces and 
Armed Services Committee of Congress, 
worked out a year or more ago, is being 
closely watched. 

“The Decision of the Supreme Court a 
few months age outlawing the non-signer 
provision of the Fair Trade Laws, has 
given your Association another problem. 
Under the Chairmanship of Carleton G. 
Broer of Toledo, Ohio, we are cooperat- 
ing with the American Fair Trade Asso- 
ciation and the Bureau of Education for 
Fair Trade—and other organizations who 
are alert to see that we do not lose bene- 
fits of Fair Trade achieved over so many 
years.” 

Van Cott then thanked the retiring vice 
presidents who leave the Executive Com- 
mittee this year. Messrs. Lester Moon of 
Tallahassee, Florida; B. C. Clark, Jr., of 
Oklahoma City, Oklahoma; and Harry 
“Nick” Carter of Kansas City, Mo. 

“A year ago,” said Van Cott, discussing 
one of his most time-consuming jobs as 
president, “it was expected that this 1951 
Convention wculd be a joint convention 
and trade show with the National Associa- 
tion of Credit Jewelers. Events during the 
year, which have consumed many hours of 
deliberation at considerable expense, have 
convinced your Executive Committee that 
it is the best interests of our Industry and 
Association to continue trade shows in both 
Chicago and New York. Although both of 
these Trade Shows—because of their Asso- 
ciation sponsorship—are ‘National’ Shows, 
they are in actuality Regional shows—with 
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Leo F. Henebry (left), new ANRJA presi- 

dent, is presented with what is claimed to 

be "the world's largest gavel.’ Kenneth I. 

Van Cott, retiring president, makes the 
presentation. 





the Chicago Show serving the Midwest and 
Far West, and this Waldorf Show serving 
particularly the New England, Eastern and 
Southern States. The simple statement to 
our exhibitors is, ‘If it is worthwhile for; 
your business and you want to participate, 
there is a place for you.’ ” 

Van Cott finished his talk in typical Van 
Cott style, by saying, “The challenge of 
the future faces us. May we each face 
that future biavely, with head high, and 
determination to mould our destiny to ever 
greater achievements.” 


Fashion Show Emphasizes New 
Individuality in Jewelry 


Following Van Cott’s address there was 
a fashion show staged by the Jewelry In- 
dustry Council and under the supervision 
of Martha Percilla, JIC Fashion Director, 
There were new jewelry fashions ranging 
from the fabulous diamond pieces to popular 
priced fashion jewelry, and they were 
shown against a background of new fall 
clothes, furs and accessories from leading 
American and French: designers. 

The diamond fashions emphasized the 
practical as well as pretty look. Miss Per- 
cilla pointed cut that when a woman buys 
a diamond necklace today she looks for 
one that may be worn on numerous occa- 
sions, rather than at the strictly formal af- 
fairs which are relatively infrequent in her 
social life. 

Using a “convertible” diamond necklace 
together with a change-about evening 
gown, a model demonstrated the usefulness 
of the necklace with detachable pieces 
which became earclips, brooches a simple 
necklace and even a bracelet. 

Among other things shown, big rings 
were registered as growing in fashion im- 
portance both in fine jewelry and fashion 
pieces. Large glitter pieces and pins with 
colorful stones added much to the browns, 
blacks and grays which are predominant 
in all the fall clothes. 

A number of interesting touches were 
used such as bright ribbons tucked be- 
neath large pins with corresponding 
colored stones; a large antique cameo 
pinned at the neck of a demure black silk 
dress with a crinoline skirt; long pearl 
ropes caught high at the back of the neck- 
line with a diamond clip, the pearls form- 
ing a collar in front, and cascading down 
the back. 


Henderson Sounds Optimistic 
Note on Business and Taxes 


Tuesday’s business session was devoted 
to the theme “Everybody’s Business is 
the Government’s Business” and this was 
opened with a short talk by Leon Hender- 
son, former head of the OPA during World 
War II and now Research Director of the 
Jewelry Research Foundation. 

Henderson told the Convention that the 
impact of stepped-up defense spending, 
and the accompanying “let-down” or read- 
justment, would be less drastic than many 
believed. He based this observation on his 
belief that 1() Government spending would 
not be at so fast a pace as had been indi- 
cated; (2) New taxes will not be so high as 
anticipated; and (3) There will be a 
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POOLE SILVER CO. (Above, Top) — Arthur Kaplan, 
President (left), shows what he terms ‘‘firm's lovliest 
creation,'' a sterling tea set, with Charles Rodgers, 


creator. 


ZIPPO MFG. CO. (Above)—R. J. Weinberg, N. Y. rep- 
resentative, displayed firm's newest  leather-crafted 
lighters in hand grained Morocco and burnished calfskin. 


NEW HERMES, INC. (Below, Top)—W. Dannheiser, Vice- 
President (left), Leon Rubin, Ohio rep. (middie) and 
George Collins, southern rep., show trophy engraving. 


BEATTIE JET LIGHTER (Below, Bottom) — Edwin A. 
Charles, sales (left), George L. Walker, V.-P. and Sales 
Mgr. (center) and George |. Reid, sales, show new 
traveling display of full Beattie lighter line. 








ROBBINS CO. (Above, Top)—Mike Robbins head of 
firm (left) and George Cox, Midwest sales rep., were 
enthusiastic over promotion possibilities of Magnus 
electric organ which they handle. 


R. F. SIMMONS CO. (Above)—R. H. Cheney (left) of 
the home office, and George Spelimeyer, N. Y. sales 
rep., were proud of new Sirocco tie and cuff link set. 


HARRY WINSTON, INC. (Below, Top)—Wally Ludell, 
V.-P., admires setting of Indian pear-shape necklace on 
model. Dudley emerald necklace is in case. 


CHURCH & CO. (Below, Bottom)—Stanley E. Church, 
Sales Mgr., shows Mr. and Mrs. E. J. Kosko, Fellin’s, 
Hazleton, Pa., fall line of stone rings and jewelry. 

















KRAMER JEWELRY (Above, Top)—Jerry De Nicola, in 
charge of sales, and Edith Beeson, Fashion Director, were 
happy about reception of ''Diamond Look" line. 


DENNISON MFG. CO. (Above) —L. Gerry Hynes, 
Merch. Mgr. Jewelry Box Div., and Leo McKenna, 
Boston rep., show firm's new line of twin-set ring boxes. 


MARVELLA PEARLS (Below, Top)—J. Leonard Newhouse, 
V.-P., and Irene Mingus, of Marvella, reported much 
interest in ‘Shooting Star'' set which they display. 


SUTER WATCH CO. (Below, Bottom) — Alfred Suter 
(right), in this country from Switzerland to visit. his 
firm's U. S. distributors, talks over line with Mrs. Casey 
Herrich and A. M. Sneider. 





A. BLUMSTEIN, INC. (LUCIEN PICCARD 
WATCHES) — Stanley Blumstein (right) re- 
ported enthusiastic reception for new line of 
high-style ladies’ pearl and multi-colored stone 
set watches, some of which he looks over 
with Bert Levine (left) and Armand Korta. 


MIDHURST IMPORTING CORP.—George Rus- 
sell (left), midwestern representative, reported 
keen interest in the new ‘'Summer Pine" 
pattern which will be featured in national 
advertising this fall. Edward Whitehorn, 
Middle Atlantic salesman, looks on. 


B. A. BALLOU & CO.— Paul G. Monohon 
(center), sales manager, reported much re- 
tailer interest in the tirm’s extensive new 
jewelry line. He is shown here with Harley 
P. Caldwell, Southeastern sales representative, 
and F. R. Ballou. 


THE GORHAM CO.—Burrill M. Getman, vice 
president, stands before the pride of the 
Gorham display—a place setting of "Rondo", 
their new sterling pattern. Admiring the new 
pattern are Mr. and Mrs. Wilson D. Streeter 
of Bailey, Banks & Biddle Co., Philadelphia. 


BRISTOL SEAMLESS RING CO.—These three 
Bristol sales representatives directed the at- 
tention of all customers to their new line of 
gold and platinum wedding bands. They are, 
|. to r.: Burly Sacks, Barney Lessner and 
Joel Stern. 





OSTBY & BARTON CO.—Nicholas Anitole 
(center), vice president and sales manager, 
was justly proud of a new O-B window dis- 
play unit which features new and distinctive 
ring styles individuclly packaged in a sales 
producing box. He is shown here with Stanley 
Brier (left), and Stan Manne, assistant sales 


manager. 





WALTER LAMPL, INC.—Walter Lamopl, Jr.., 
president, holds reproduction of ad which 
appeared recently in Vogue. Model Marian 
Richards wears sterling silver rhinestone 
bracelets and earrings which were featured 
in this national advertisement. 


OLLENDORFF WATCH CO.—One of the fea- 
tured models at the Ollendorff display was 
the new self-winding ''Gothamatic.'' Adolph 
Ross (left), vice president, shows watch to 
Phil Caplan, Pittsburgh representative. 


S. J. SURNAMER CO.—Martin Surnamer (left) 
and Bill Surnamer proudly displayed their 
new full color lithographed Christmas cata- 
log. The large assortment of pages in the 
catalog enables the retailer to feature the 
merchandise he wants to sell. 





WALTER KOCHER & CO.—The new line cf 
I8K gold Eska automatic watches received 
many favorable comments at the Kocher ex- 
hibit. G. A. Mueller (left), sales manager 
shows the new line to Mannie Abrahams of 
the Micron Watch Corp. 


BAKER & CO.—Among the many interesting 
jewelry items on exhibit at the Baker booth 
was the diamond and sapphire palladium 
brooch and earring set made by Maurice 
Spain, Newark manufacturer, being admired 
by three Baker sales representatives. They 
are, |. to r.: L. Dyer, G. J. Kimmerle and 
J. Kiley. 


C. J. BATES & SON—The new ‘'Midas Mesh'' ay a 
Barbara Bates manicure gift kit is a success- § Cae leas 
ful promotion piece, according to Stuart S. a. 5 
Joslyn (left), sales manager. Others in picture 

are L. B. Woodcock (left), sales representa- 

tive, and Burton W. Porter, sales executive. 


COLUMBIA WALESCRAFT LTD. — Milton 
Behrman (right) reported keen interest in 
the ''Fashionette,"’ new ladies' billfold which 
features change pocket, memo pad and pen- 
cil and key case. Looking on are Michael 
Berry (left) and Myron Aronstein, sales repre- 
sentatives. ‘'Fashionette" retails at $5.00. 


L. LURIA & SON—Jerry Feiler (left), Long 
Island sales representative, proudly points to 
new Luraline Tole clock. Retailing for $12.95, 
the clock is made by Luria with a Sessions 
movement. Joseph D. Magid (center), vice 
president, and Irv Minsch, salesman concur. 

















steady climb in retail sales volume in the 
latter months of this year. 


Leventhal Says OPS Will Hold 
Price Rises to Congress Intent 


Harold Leventhal, Chief Counsel for 
OPS, and substituting for Director Michael 
V. DiSalle, followed Henderson. He warned 
the industry that while OPS must comply 
with Congressional directives to admininster 
new cost-increase adjustments as dictated 
by the new defense measure, signed into 
law July 31, “We will do all we can, con- 
sistent with the intent of the legislature, 
to prevent unnecessary price increases.” 

Citing the inflationary pressure of the 
scheduled acceleration of defense spend- 
ing, Leventhal declared that “We cannot, 
in the interest of the public, administer the 
new law in a spirit of defeatism.” He esti- 
mated that it would be at least two more 
weeks before 2 regulation on price revisions 
could be promulgated. 

In the retailing field, Leventhal pointed 
out, another amendment “provides that 
regulations hereafter issued shall reflect 
customary percentage margins to sellers of 
materials at wholesale and retail. 

The main problem for OPS, he said, was 
to devise a procedure for the forthcoming 
adjustments which would include a fair 
method of analyzing the degrees of “total 
cost” represented in consideration of a 
single ceiling adjustment. 


Frankel Talk Indicates 
Strong Diamond Market 


“What Happens Now?”—theme of the 
Wednesday morning business session, was 
administered in “‘20-minute doses,” accord- 
ing to the vrogram, by leaders in the vari- 
ous fields of the jewelry industry. 

Louis Frankel, General Counsel, Dia- 
mond Manutacturers and Importers Asso- 
cation of America, Inc., opened his talk 
with a reference to the importance of dia- 
*monds to the profits of the jeweler. 

He continued, “The diamond dealers of 
America have maintained liberal credit 
policies enabling the retail jeweler to carry 
a larger and more varied inventory. In this 
way, the diamond dealer has also played 
an important part in making the United 
States the world’s largest diamond con- 
sumer. The enlightened public relations 
endeavors on the part of the retail jewel- 
ers, the diamond manufacturers and im- 
porters, the trade publications, and De 
Beers Consolidated Mines, Ltd., through 
its public relations program (carried on 
on its behalf by N. W. Ayer & Son) are 
very significantly reflected in the sales of 
Dé Beers Consolidated Mines, Ltd. of gem 
diamonds. 

“It is most interesting to note that the 
American Diamond Cutting Industry is a 
full grown and self-sufficient one. It was 
able during World War II when most of 
the other diamond cutting centers of the 
world were over-run by occupying enemy 
forces, to supply the entire demand during 
the war years. It is well recognized all 
over the world that the skill and work- 
manship of the American diamond cutter 
is unsurpassed. The American Diamond 
Cutting Industry which is centralized in 
the City of New York engages approxi- 
mately 2500 of the world’s most skilled 
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craftsmen, with the world’s highest stand- 
ards of wages and working conditions. In 
addition, there is a sufficiently well trained 
reserve. 

“The conclusive answer on the question 
of diamond supply in the immediate fore- 
seeable ‘defense economy’ can be stated 
in a few words, i.e., supplies will not be 
over-abundant. This will be due to a natu- 
ral shortage of available diamonds in the 
mines. However, serious shortages of dia- 
monds are not to be expected. 

“Prices of rough diamonds will not be 
subject to any violent downward fluctua- 
tions from the present level. Supplies of 
rough diamonds in the hands of the pro- 
ducers are low. Similarly, the price trend 
of polished diamonds, which always has 


followed the rough price trend, can be ex- 
pected to maintain a firm level free from 
any unusual strong downward courses. 
Frankel concluded with the information 
that, “On the other hand, it is believed in 
well informed circles that the diamond in- 
dustry may expect a slight increase in the 
price of rough diamonds .in the fall of 
this year. Prices of cut diamonds in Bel- 
gium have been edging upwards in the past 
four weeks.” 
Morris Reveals Economists’ 


Findings on Tariff Question 


The next speaker was Norman M. Morris 
(Norman M. Morris Corp., exclusive dis- 
tributor of Omega watches in the U. S.). 
Mr. Morris opened his talk with an ex- 





















planation that he did not talk with 
authority for the Swiss companies but for 
the American Watch Association, Inc., the 
official organization of manufacturers, as- 
semblers and importers of jeweled waiches, 
which, as he explained, numbers in its 
membership the “companies which pro- 
duce about 80 per cent of the watches 
you buy and sell to your customers.” 

Morris continued, “Because so much of 
the watch production of member firms of 
our association is manufactured with im- 
ported movements, I have been chosen to 
tell you something about Swiss develop- 
ments in the business. 

“We are beginning to see evidences of 
a real tightening up of supplies from 
Swiss manufacturers. We are starting to 





hear strong hints from our suppliers of 
a substantial boost in prices. This ex- 
plained Morris was due to the Swiss en- 
tering a number of markets throughout 
the world which have been closed to 
them for years because of currency and 
import restrictions. 


SWISS WORKERS SEEK 
HIGHER WAGES 


“Rearmament needs have created a 
world-wide shortage of certain critical 
metals and supplies, and manufacturers 
of civilian goods in Europe are beginning 
to feel the pinch. Also, inflation of living 
costs has reached Switzerland. The work- 
men of that country are the best paid 
in Europe, but they also have the highest 
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standard of living. It is very likely that 
management will be forced to increas 
wages which will be passed on to us. " 

“These facts which I have mentioned 
point to higher prices for Swiss move. 
ments and to a reduction in quantity and 
variety of models. The changes which 
take place will be slow but definite and 
certainly you will have nothing to worry 
about this Christmas.” 

Mr. Morris then felt is appropriate to 
include some comment on the investiga- 
tion of watch tariffs now taking place in 
Washington. 


EFFECT OF WATCH TARIFF CHANGE 


“If they go up,” he said, “there is not 
a single jewelry retailer in the United 
States whose business will not be seri. 
ously affected by the change in tariff 
schedules. 

“After Elgin and Hamilton started the 
current action over tariffs,” he continued. 
“the American Watch Association, Inc.. 
called in marketing analysts and econ. 
mists. (Professor Reavis Cox and Dr. 
Donald F. Blankertz of the Department 
of Marketing, Wharton School of Finance 
and Commerce, University of Pennsyl- 
vania.) We asked them to tell us what 
would happen if the government were 
to yield to the domestic watch manufac- 
turers and restore the higher schedule 
of tariffs. 

“This is what they told us: ‘It would 
be necessary to pass on price increases 
averaging as much as $5 on every 17 jewel 
watch to the consumer. 

‘That with business conditions as they 
are, it would not be possible for manu- 
facturers or retailers to absorb a tariff 
increase lifting import duties from 39 to 
72 per cent above the rates now paid. 

‘In their opinion, retail jewelers would 
bear the brunt of the economic change. 
They said this would be true not only 
because of consumer resistance to a gen- 
eral price rise in watches; but tariff rises 
would virtually wipe out the supply of 
popular priced watches which now make 
up the bread-and-butter watch business of 
90 per cent of the country’s retailers.’ 

“As the matter now stands, the deci- 
sion rests with the six men in Washington 
who make up the Tariff Commission. 

“For more years than I can remember 
this industry has been troubled with chronic 
complaints about watch importing. No 
matter what happened, if the domestic 
manufacturers could not blame it on 
taxes or the government, they blamed it 
on us. And I believe that the time had 
just about arrived when they should have 
been given the opportunity to put their 
grievances and complaints on_ record. 
And that they be required to justify and 
prove what they say, instead of relying 
on rumors, half facts and allegations. 

“I believe that is what did happen in 
Washington; some of the heat in the 
grievances of the domestic watch com- 
panies was let out and some light was 
allowed to get in. 

“For instance, I think we successfully 
challenged and disproved the principal 
figures used by the domestic companies 
to back up their claim that they were 
being forced out of their share of the 
market. 
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“For a long time, we felt that the do- 
mestic companies were capitalizing on 
war fears by their insistence that they 
were the only watch companies in Amer- 
ica who could supply needed defense mate- 
rials. And although it was completely 
‘rrevelant to the proceedings, that claim 
came up again during the Washington 
hearings. And we took advantage of the 
opportunity offered us to blow up that 


myth. 
DEFENSE VALUE OF WATCHMAKERS 


“When the facts about defense were 
brought to light, it became obvious that 
the Bulova Watch Company, whom they 
had not even counted in, was one of the 
biggest producers of defense goods dur- 
ing World War II; that the Gruen Watch 
Company, whom they had forgotten, was 
urrently turning out one of the largest 
irtillery fuse contracts in the country. 
And that a great many companies, not even 
engaged in watch manufacturing, were 
producing the same kind of precision work 
that came out of the Elgin and Hamilton 
factories. 

“They found out, in short, that they 
were not nearly as indispensable as they 
would like to have the rest of the world 
believe they were. 

“If they, (the domestic manufacturers) 
once and for all, would stop dreaming 
about easy solutions and gimmicks like 
tariff rises, which they think will give 
them the business on a silver platter, they 
could settle down and find the increase in 
business they say they are looking for. 

“Arde Bulova showed the Tariff Com- 
mission how wrong the present tactics 
of the Elgin and Hamilton companies were 
when he disclosed that his company— 
which had not produced any watches in 
America prior to 1934—had built produc- 
tion up to the point at which Bulova 
manufactured and sold more than a mil- 
lion watches of one hundred per cent 
American material and labor in 1948. 

“There is the story and moral in a nut- 
shell—or in a watch-case if you prefer. 
Bulova buckled down to business and 
found a million new consumer customers 
for American made watches. Assembler 
watch companies improved their styling 
and sharpened up their selling tactics 
and found thousands of high-unit-price 
sales that their domestic competitors were 
missing. And while this was happening, 
Elgin and Hamilton were beating their 
breasts and weeping alligator tears in 
Congressional conference rooms—pleading 
for protection from imports which they 
do not actually need. 

“As you probably realize, Bulova is now 
acknowledged as a major factor in the 
production of domestic watches. They 
produce on the average about one-third 
of the domestically manufactured watches. 

“Yet Arde Bulova had the wisdom to 
tell the Commission flatly that a rise in 
tariffs would not solve one single problem 
of the industry. 

“If the investigation is productive of 
any good results, we cannot regret the 
outlay, But, if as I suspect, it may do 
litle more than help to make lawyers and 
counsel on both sides rich, then I say 
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we would be better off taking all that 
time, money and intelligence, and investing 
them in the most important job we all 
have: that of building a sound and healthy 
trade in the jewelry business.” 


Evans Offers Helpful 
Suggestions to Elgin Dealers 


The next speaker, W. D. Evans, General 
Sales Manager of Elgin National Watch 
Company, concentrated on the subject of 
the Wednesday morning session—“The 
Jewelry Industry in a Defense Economy,” 
warning jewelers to prepare against sud- 
den and violent shifts in the U. S. economy 
for the years to come and urging them to 
learn how to “roll with the punch.” 

Said Evans, “It is somewhat incredible 








to reflect that in the brief period of 14 
months, retail business in America has 
gone through a cycle from hard times to 
good times: 

“Under such circumstances, to ask a 
manufacturer to predict the future supply 
of his product is to place him in a difficult 
spot. It is never possible to discuss supplies 
of retail merchandise solely in terms of the 
manufacturer; we must also consider the 
activity of the retail markets. 

“When before have we seen guns and 
butter at the same moment? Liquidation 
sales at a time when consumer buying 
power is at its highest peak? Surplus mer- 
chandise at the manufacturers’ level (in 
certain commodities) at a time when the 
same manufacturers are busy converting to 
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military production? A drop in retail 
earnings despite a substantial increase in 
sales volume? 

We know that it is a carefully calculated 
policy of confusion whereby communism 
aims to destroy the physical and moral 
strength of our country. 

“But what, you may ask, does the threat 
of communism have to do with us, a group 
of jewelers? Simply this: Remember that 
an important communist goal is to destroy 
the stability of American business. 

The past 14 months’ chaotic times are 
merely a sample of what we can expect in 
this country if business continues to let 
itcelf be swayed emotionally. 

“One day it looks like a shooting war, so 


we scurry *o build inventories; the next 
day Russia speaks softly, so we scurry 
again—this time to liquidate inventories! 


ELGIN SUPPORTS FAIR TRADE 


“We all witnessed, just a few weeks ago, 
the uncomfortable spectacle of distress sell- 
ing, of heavy liquidation of inventories. In 
part this was due to the Supreme Court 
decision on fair trade, and to the disastrous 
price war that broke out subsequently right 
here in New York. But to a certain degree 
this would have happened anyway. 

“At Elgin we believe in fair trade. We 
are jealous of the good name of our prod- 
uct, and we believe that good name is 
cheapened when our watches are sold at 
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reduced prices by price cutters. 

“Who starts price wars in the jewelry 
field? It is one of two persons: The pro. 
fessional price cutter, working to a proven 
formula which is profitable to him because 
his loss-leader sales are controlled to repre. 
sent only five to ten per cent of his sales 
volume, or, two, the jeweler in financial 
distress. It is difficult for the average 
jeweler to compete with the first, fruitless 
to compete with the second. 

“The jewelry business was a business 
based on confidence. Neither the sensation. 
alism of wild price cuts nor the consumer 
gouging of 200 per cent markups will re. 
tain or reinstate consumer confidence. 

“That is why it is Elgin’s policy not to 
sell to any retailer whose practices are such 
that his handling our product tends—in 
our opinion—to damage the prestige of 
that product. 

“The need of the hour is aggressive sales. 
manship at the retail level. This need js 
emphasized by steadily rising retail oper. 
ating costs and steadily decreasing profit 
margins. This year, according to the fore. 
cast of Prof. Malcom P. McNair of the 
Harvard Graduate School of Business Ad. 
ministration, retail sales generally will in- 
crease 7 to 8 per cent over 1950, but profits 
will be 20 to 25 per cent below 1950 levels, 

“Tt is estimated today that the efficiency 
of retail sales people is 30 per cent under 
the acceptable level. Is this true in your 
store? If so, what would a gain of 30 per 
cent, a return to normal efficiency, do for 
your sales volume and your net profit? 

“Speaking for my own company, we have 
been urging a calm and reasoned approach 
since the current crisis began more than a 
year ago. At that time we stated our posi- 
tion that jewelers should buy only against 
sound forecasts of their requirements. We 
sought to discourage hoarding and the ac- 
cumulation of excessive retail inventories. 
We knew there was every prospect that 
part of our manufacturing facilities would 
be needed to produce precision timing in- 
struments for the armed services, but we 
didn’t know then—and we still do not 
know—the extent of military conversion. 


WAR VALUE OF DOMESTIC MFRS. 


“In the unhappy event that Switzerland 
were neutralized the American jeweled 
watch industry would have to supply not 
only all the United Nations’ military re- 
quirements for precision military instru- 
ments, but also a vast number of civilian- 
type jeweled watches. 

“Further, the government would look to 
us as a source of jeweled bearings, a highly 
crucial item which has historically been 
provided by Switzerland because of that 
country’s lower labor cost. No domestic 
industry other than the watch industry has 
any experience in producing them. 

“As of the moment, the American watch 
manufacturers are quite heavily engaged ip 
war work. (Hamilton, Elgin’s two plants 
and Bulova’s American plant.) Yet, de- 
spite this growing preoccupation with mili- 
tary work, the American jeweled watch 
industry has not thus far found it necessary 
to cut back its production of civilian time- 
pieces. 

“Since our supply problem is so intr 
mately connected with the military situa 
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tion, it 1s impossible to tell you of Elgin’s 
future production, but we will continue sup- 
plying retail jewelers with the largest pos- 
sible volume of watches consistent with 
government production curtailments and 
with the demands for military production. 

“T don’t believe any manufacturer can 


be more explicit than this.” 


Engel Tells of Availability of 
Supplies and Business Outlook 
Leon J. Engel, J. Engel & Co., Baltimore, 


Md., and immediate past-president of the 
National Wholesale Jewelers’ Association, 
gave his views on three timely subjects: 1. 
the availability of merchandise; 2. fair 
trade. and 3. the business prospects for the 
remainder of the year. 


“Merchandise in the jewelry industry 
will be available,” said Engel. “There will 
be no shortages. Recently the copper order 
was further eased and, as a result, there 
should be no scarcity of copper-base, gold- 
filled jewelry for the balance of the year. 

“There will be watches, both American 
and imported. 


“We should have available to us enough 
merchandise of all kinds to do a phenome- 
nal volume of business this second half of 
1951. 


“Buy your fall requirements early. Do 
not buy on a ‘scare’ basis nor try to 
anticipate your needs beyond the Christmas 
selling season. Keep your inventories bal- 
anced and yourself in a liquid position. 

“I think that fair trade will be stronger 
than ever in spite of the recent Supreme 
Court decision. 


“When I cay that fair trade will be 
stronger than ever, I mean on those items, 
the manufacturers of which are sincere in 
wanting fair trade enforced on their prod- 
ucts. Two perfect examples of manufac- 
turers of this type, distributing their prod- 
ucts through the wholesaler, are Hamilton 
Watch and Sunbeam. There are undoubt- 
edly other manufacturers equally as sincere. 

“Fair trade is a mutually beneficial 
agreement between a manufacturer and 
the retailers. If it is in any way onesided, 


98 per cent of the obligations are on the 
manufacturer. 


“Finally, as to the outlook for business 
during this last half year, I am very opti- 
mistic, although there should be no short- 
ages in our own industry, there will be 
scarcities in other lines of businesses.” 

Engel supported his conclusion with the 
reasoning that, “the consumer is going to 
have a certain number of what the econo- 
mist calls ‘supernumerary’ dollars—that 


part of his income remaining after actual 
cost-of-living items.” 


Frankovich Sounds Dire 
Warning on Metal Supplies 


The situation confronting the jewelry in- 
dustry in this defense economy, particu- 
larly the manufacturing branch, was de- 
scribed in considerable detail by George 
R. Frankovich, executive secretary of the 
New England Manufacturing Jewelers and 
Silversmiths’ Association, next on the pro- 
gram, 


In discussing the effects of the mobiliza- 
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tion program on the supply end of the 
jewelry industry, specifically metals sup- 
ply, Frankovich said: “The first restrictive 
orders on metals hit the manufacturing in- 
dustry last December. March Ist, was sup- 
posed to be the cutoff date on practically 
all strategic materials that we use. Some- 
how you can still buy tin jewelry, brass 
jewelry, practically all qualities of gold 
filled and rolled gold plate, silverplate and 
what have you, all of which contain large 
quantities of highly strategic metals. I 
fear that the conclusion that many have 
drawn from this experience this past year 
is that, in spite of all this new shortage 
talk, some other Fairy Godmother will 
come along and things will continue as 
they have this past year. Unfortunately 
industry, particularly our own, has not 





been adequately prepared for the situation. 

“We just didn’t need the metal last 
spring (for defense efforts), but our tool- 
ing program is now nearing completion. 
They are starting to chew up strategic 
metal. 

“What is the picture of jewelry metals 
thus far? We have not had, nor does it 
appear that we will have for the distant 
future, any tin or nickel for the jewelry 
industry. Several other less important met- 
als have also been cut off—cobalt, cadmium 
and others. Tin is the basis of white metal 
jewelry. Orher than for finishing a few 
already semi-processed inventories that are 
in the possession of the manufacturers, no 
raw tin stocks may be used even though 
they are in the manufacturers’ plants. 
Nickel use ground to a more gradual close. 











: (ick (‘asi e 


from ‘“dead”’ merchandise 
WITH A JACK LANDAU SALE 





JACK LANDAU IS TODAY’S LEADER 


IN THE FIELD OF JEWELRY SALES PROMOTION 


mie tied up in slow- 
moving inventory? You 


can turn it into CASH in 30 days or 
less! Jack Landau has done it for 
hundreds of jewelry stores. . . 


y SANE, SAFE methods developed care- 
fully through the years maintain your 
dignity — yes, actually IMPROVE 
your store’s prestige! 


Your store is filled with eager custom- 
ers all day, every day throughout the 
event. Each customer becomes a 
booster for you! 


POSITIVELY NOT AN AUCTION 


Members -- Jewelers Beard of Trade 
Better Business Bureaus Chamber of Commerce 
Advertising Federation of America 








' We hope you're skeptical! The more 
skeptical jewelers are in the begin- 
ning, the more they rave over Jack 
Landau sales-events afterward. 


Don't take our word for it — demand 
to see the letters in our files. Our 
customers aren’t just satisfied—they’re 
delighted . . . as you will be! 


REMEMBER, LANDAU GETS RESULTS! 
You Can Raise $20,000 to $100,000 
CASH in A LANDAU SALE! For details, 
send the coupon now! No obligation! 

















or, 4 
_ « t¥es handaue 


1 WANT 10 SEE YOU 
at MY PLACE OF BUSINESS! 


























—_ : Your Name Date 
’ 
— ‘ . 
] ; Name of Store 
rs v : + Address City State 
eS 68 ‘ 
\ ; See Me (Date) or Send Porticulars [| ; 
L 
’ 


4th Floor Calumet Bldg. 
HEADQUARTERS MIAMI 32, FLORIDA 
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“Qur course on copper is much clearer 
now. During the third quarter of this year 
the jewelry industry may use about 75 per 
cent of the copper it is able to lay its 
hands on. During the fourth quarter, each 
firm is to be handed a negotiable check for 
a limited amount of copper. We are told 
that under this Controlled Materials Plan 
we will be able to get the amount of cop- 
per allotted but it will be substantially 
less than 60 per cent. There are now some 
indications that our permitted usage of 
copper after the third quarter of this year 
may be as low as 30 per cent. 

“Naturally we have in many cases gone 
into substitute materials. Lead and zinc 


also make white metal jewelry and, to a 
limited extent, may be substituted for tin. 





A radically different production procedure 
is necessary. Many experiments have been 
made with steel and iron. 

“Our old standby of the last war—silver 
—carries, as usual, a most interesting story. 
At the moment silver appears to be in ade- 
quate supply particularly when silver held 
by the United States Mint is taken into ac- 
count. There are indications that silver 
may continue to be one of the most valu- 
able substitutes for the jewelry industry. 
Its cost, however, now at an all-time high. 

“Many in the jewelry industry committed 
a serious error last fall—one that was 
shared by Government controllers, in ex- 
pecting the jewelry industry would be com- 
pletely denied the use of strategic mate- 
rials during 1951. An even more serious 
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your customers satisfactory service. 


industry. 


you can rely on ERNEST BOREL" 
Officially Certified Wrist-Chronometers. 


*iINCASTAR, the advanced 
regulator . . . Special 
Awards for accuracy, by 
Official Swiss Testing Obser- 
vatories, increased 65% when 
Incastar regulators replaced 
out of date ‘'Index-Regu- 
lator'’. Write for INCASTAR 
folder. 





SINCE 


Jules Borel & Company 








Many LOOK fine .. . 
Few ARE fine! 


If you are handling watches that merely look fine, chances are you're paying 
more for them than you realize. For your cost includes not only the purchase 
price, but all costs of servicing and adjusting ‘‘come-backs" that are not giving 


ERNEST BOREL INCASTAR* watches are super-finished to assure fine per- 
formance with minimum servicing. Not only are the very best materials used, 
such as Nivarox | hairspring, but each movement is assembled and adjusted by 
outstanding craftsmen who earn considerably more than the average for the 


That's why we say, "For greater customer satisfaction at lower over-all cost, 
. one of the world's largest makers of 


cHlles] BOREL 





Exclusive U. S. Distributors 
1015 Walnut, Kansas City 6, Mo. 
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Model illustrated above: 
and water-resistant. #1177 in all steel: 
$59.50 fti. 41178 in 14K gold top: $71.50 
fti. Other Self-winding models from 
$52.50 to $375.00 fti. Write for latest 


catalog. 


Self-winding 
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error will be committed now if the indus. 
try persists in thinking that we haye 
reached the limit of our cutback or that 
the metal supply situation will not become 
more serious in the immediate future.” 


Getman Sees Silverware 
Supplies Adequate for 195] 

“What Happens Now in Silverware” wa; 
the subject of Burrill M. Getman, Vice. 
President of The Gorham Company. Said 
Getman, “One would be foolhardy to ep. 
deavor to project the supply picture hevond 
the end of the year. 

“There is ample capacity in the indus. 
try to produce all of the sterling flat 
silver which will be sold this fall. 

“There should be sufficient supply of 
silver bullion for the balance of the vear, 
even though Mexico has announced that 
none of her new production will be ex. 
ported to this market for the balance of 
the year. 

“Earlier in the year it appeared that 
the supply of stainless steel available to 
the industry would be the controlling fac. 
tor. Now it appears that most silversmiths 
will have enough blades to balance out 
inventories this fall. 

“There will be reasonable supplies of 
sterling hollowware for the balance of this. 
year. Later on more skilled people now 
producing sterling hollowware will have 
to be transferred to defense prociuction. 
Strange as it may seem, for over a year 
we have been unable to keep pace with 
the demand for the finer things, such as 
hand-chased teaware. 

“For the balance of the year, it appears 
that there will be a sufficient amount of 
plated flatware. This supply comes from 
the inventories of the manufacturers and. 
the work in process prior to the effective 
date of the restrictive orders. The pinch. 
on plated flatware will come sometime next. 
year. 

“The production of plated hollowware: 
is restricted by the same orders which re- 
strict plated flatware; in addition, it is. 
restricted by the Tin Order which elimi- 
nates Brittania metal which is used for 
borders, spouts and handles on the better 
quality plated hollowware. However, plated 
hollowware will be adequate for the bal- 
ance of the year. 

“There will be merchandise to sell and 
sterling silver will be in reasonable supply 
longer than plate. The market is tre- 
mendous. The average sales of sterling. 
flatware per year for the years 1948-50) 
through the retailer were six times the 
1939-40 average. This is a 500 per cent 
growth, of which only 28 per cent was ac- 
counted for by price increases. For the 
same comparative period, general retail 
sales increased three times. 

“The Club Plan of selling sterling has 
worked like magic in many areas, and so 
far has been the number one means of 
building or increasing a flatware business 
quickly. Many say that the bloom is off 
this form of promotion. Definitely not! 
The largest volumes have been done on the 
33 cents-a-week plans, with no _ interest 
charge; but many are being most success- 
ful with $1-per-week plans; others feature 
sets of varying size to be paid in ten in- 

(Please turn to page 242) 
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Need for Ethical Trade Practices Stressed 
At Special JVC Board Meeting in New York 


Reports on the work of the Jewelers Vigi- 
lance Committee were presented at a 


special meeting of the board of directors ~| 


of that group held on Wednesday, August 
15th, at New York’s Waldorf-Astoria Ho- 
tel. Also in attendance at the meeting were 
a number of chairmen of local cooperating 
committees. 

G. H. Niemeyer, JVC chairman, presided 
at the meeting. He reported on the work of 
the Committee and cited a few flagrant cases 
of misrepresentation of merchandise in ad- 
vertising. He stressed that for the good of 
the industry, every effort must be made to 
keep competition fair and trade practices 
on a high Jevel. He made mention of the 
increasing use of phony testimonials, 
awards of merit and certificates of quality, 
and emphasized the importance to the in- 
dustry of policing itself. 

Tribute was paid to three outstanding 
trade leaders who passed away recently 
and resolutions were adopted in their 
honor. The industry leaders honored on 
this occasion were Sigmund Cohn, Otto D. 
Wormser and Rudolph M. Kant. 

In the absence of Treasurer Herman L. 
Baskin, the Chairman of the Finance Com- 
mittee, W. Waters Schwab, reported that 
operations of the past four months had 
resulted in a substantial deficit. He em- 
phasized the broad scope of the work of 
the Jewelers Vigilance Committee was ex- 
tremely important at all times. Mr. Schwab 
stated that every firm in the industry, 
large and small, should support the work 
morally and financially in order to assure 
the continuance of an aggressively alert 
Committee. 

Leon J. Engel, chairman of the Jewelry 
Industry Tax Committee, reported develop- 
ments are being watched closely so that 
action can be taken at the appropriate time. 
The Tax Committee, along with all retail- 
ing, has indicated that should an overall 
tax be considered, it would prefer a broad 
tax on retail sales rather than a tax at the 
manufacturer’s level. 

Byron L. Shinn of Lipper, Shinn & 
Keeley, JVC counsel, gave a resume of 
activities in connection with false marking 
and misleading advertising. He mentioned 
that conferences were being held with the 
Federal Trade Commission relating to the 
promulgation of Trade Practice Rules for 
the pearl, cultured and imitation pearl seg- 
ment of the industry, proposed gold rules, 
and for the possible establishment of rules 
for the watch accessory industry. 

P. Irving Grinberg, executive vice chair- 
man, delivered a comprehensive report on 
the Washington situation and _ activities 
there. He stated that frequent trips are 
regularly made to Washington. In many 
instances at the request of governmental 
agencies, conferences have been held with 
them having to do with materials and con- 
trols affecting our industry. 

Among other projects, the Jewelers Vigi- 
lance Committee was active in securing the 
coopagation of Washington authorities re- 
sulting in the unrestricted use of copper 
for alloying gold and silver, the use of 
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Swiss Watchmakers Are Hosts 
To State Presidents 


One of the social highlights of the Con- 
vention was 2 reception accorded the Presi- 
dents of the ANRJA State Retail Jewelers 
Associations by The Watchmakers of 
Switzerland. This took the form of a cock- 
tail party from five to seven on the after- 
noon of Tuesday, August 14, and was held 
in the Peacock Lounge of the Waldorf 
Astoria. 

Though the Swiss Watchmakers had an 
elaborate display in the Grand Ballroom, 
there was no evidence of anything but 
sociability at the cocktail party. 


on-hand inventories of nickel for alloying 
gold, cadmium for solders, and also in the 
‘platinum’ situation. The JVC maintains 
close contacts with Senators and Congress- 
men and has secured consideration in legis- 
lative matters affecting the industry. 

Mr. Grinberg also reported that the JVC 
Protective Bureau is actively engaged in 
the effort to combat smuggling and that the 
Bureau has been commended by Washing- 
ton authorities on the work being done. 
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IF YOU ARE NOT NOW CARRYING 
RINGS-O- MATCHED 
Wiss WEDDING RINGS 


You are missing worth-while 


and easy-to-get PROFITS! 
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REE 


The above eye-catching tray with your initial order for 
20 different sets of matching rings. Cover is grain 
leather, lining is velvet. 


TWENTY-FOUR HOUR SERVICE 


In that short time your order of any size and design of 
ring is on its way to your store. Any desired initials are 
engraved at very small cost. 

We replace discontinued styles—recondition or replace 
trays—refinish samples each year. 








DON'T WAIT ANOTHER DAY—WRITE 
FOR CATALOG AND COMPLETE DETAILS! 


dsliss ing Co. 


CHICAGO 2, ILLINOIS 




















29 EAST MADISON ST. ° 
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of 
Diamonds 
in all 
SIZES 
and 


SHAPES 


Memorandum Selections 
Upon Request 






































Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


Diamond Importers & Cutters 


48 WEST 48TH §ST..N.Y.C. BRYANT 9 O125 
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Smith Elected President 
Of Hamilton Watch Co. 


Charles C. Smith, Hamilton Watch Com- 
pany vice president in charge of finance 
since 1939, was elected president and 
chairman of the board at a special meet- 
ing of the board of directors, Thursday, 
August 9th. The board also named Robert 
B. Thompson, formerly comptroller, as 
vice president in charge of finance and 
member of the board of directors. Roland 
Raver, assistant comptroller and assistant 
secretary was named comptroller and 
secretary. 

Mr. Smith fills the vacancy caused by 
the death of R. M. Kant, who suffered a 
fatal heart attack in Atlantic City July 
30th. A resolui.on of “esteem and appre- 
ciation” for Mr. Kant’s 30 years of ser- 
vice to Hamilton was the board’s first 
action at this special meeting. 

Following his election, Mr. Smith issued 
a statement of policy in which he said: 
“Through the efforts of my predecessors, 
this company has achieved an enviable 
position of leadership in the jewelry in- 
dustry. Their progressive policies in sales, 
distribution, and manufacturing will re- 
main unchanged. With the assistance of 
Hamilton’s managerial team we will con- 
tinue to serve the retail jewelers of 


America in the manner which has been 
traditional with Hamilton for more than 
half a century.” 


CHARLES C. SMITH. 


Named President 
and Board Chairman, 
Hamilton Watch Co. 


Mr. Smith, who is 56, was born in War- 
ren, Pa. He studied engineering at Penn- 
sylvania State College and the University 
of Pennsylvania from 1913 until April, 
1917, when he enlisted in the U. S. Army 
and served as a lieutenant during World 
War I. From 1919 to 1930 he was a staff 
member of Lybrand, Ross Brothers and 
Montgomery, public accountants, receiving 
his certificate as a certified public ac- 
countant in 1921. In 1930 he joined the 
Hamilton Watch Co. as comptroller, and 
was elected secretary and comptroller in 
1932. In 1939 he became vice president 
and secretary. 

On leave of absence from July, 1942, to 
February, 1943, he served as a major in 
the U. S. Army Air Corps. Following his 
return to civilian life, he resumed his 
former company posts as vice president 
and secretary; in April, 1947, he was 
elected to the board of directors. 

Mr. Thompson, a native of Williams- 
started with Hamilton in 1931 as 
rates supervisor and later served as pro- 
superintendent, production man- 


ager and budget director. He was elected 
comptroller in 1939—a position he has held 
until his advancement to the vice pregj. 
dency. 

Mr. Raver has been with Hamilton since 
1935 except for a year when he served 
in the Merchant Marine. He is a graduate 
of Lafayette College. 





Handy & Harman Sponsor 
Silver Exhibit at Rochester 


“Silver Heirlooms of Today and Tomor. 
row, an exhibition of historical and ¢op. 
temporary handwrought silver, will be on 
view at the Rochester Museum of Arts 
and Sciences until November 15th, and 
will mark one of those rare occasions when 
the works of old and modern silversmiths 
are brought together into one comprehen. 
sive exhibition illustrating the use of silver 
as an art medium. 

The exhibition includes part of the 
famous Garvan Collection lent by the Yale 
University Art Gallery to Handy and Har. 
man, refiners and fabricators of precious 
metals, who are sponsoring the exhibition 
as part of the non-profit educational pro. 
gram administered by their Craft Service 
Department. The finest works of America’s 
best smiths are represented in the Garvan 
Collection. 

The exhibition will also include early 
silver owned by Rochester residents, hand- 
wrought silver designed by Baron Erik 
Fleming, Court Silversmith to the King of 
Sweden, and contemporary American hand- 
wrought silver selected from work submit- 
ted by American designer-silversmiths. 





Two-Year Course in Gemology 
Offered by N. Y. State School 


Siarting September 17th, the New York 
State Agricultural and Technical Institute, 
Morrisville, N. Y., is offering for the first 
time a complete two-year course in gem- 
ology. This course is designed to train men 
and women in the areas of determinative 
as well as descriptive gemology. Upon com- 
pletion of the program, the student will be 
fully prepared to enter the field of retail 
jewelry as salesman-technician. 

According to Benson S. Murray, instruc- 
tor in the Gemology Department, a course 
of this calibre was made imperative by the 
progress in science, synthetic gems and 
substitutes. 
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Visit us at Booth 307, Jade Room 
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MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 7,N.Y. 
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q The Tory Jewel Box Co. has invited their 
customers and friends to visit their new 
showroom at 10 West 33rd St., New York. 
Those accepting the hospitality will have 
the advantage of being able to see a com- 
plete line of simulated and leather jewel 
hoxes, musical jewel boxes, and all metal 
construction travel jewel boxes which are 
on display. . 

q His many friends in the jewelry industry 
are offering their condolences to Max 
Gershberg of the Lasko Strap Co., New 
York City, on the death of his 19-year-old 
daughter, Meriam, who passed away Au- 
gust Sth. 

q During the recent convention and trade 
chow of the American National Retail 
Jewelers Association, J. J. Schmukler & 
Son, Inc., well known New York wholesale 
jewelers, held “open house” for their cus- 
tomers and friends at their air-conditioned 
offices at 630 Fifth Ave. Refreshments were 
served to the many jewelers who accepted 
the firm’s hospitality. 








\ NEW YORK 


q Visiting New York during the ANRJA 
convention were Kenneth Mappin, president 
of the American Gem Society, and A. L. 
Woodill, executive director. Both AGS 
officials met and discussed Society matters 
with members in attendance at the conven- 
tion. Following the convention Mr. Woodill 
went to Detroit where he was scheduled 
to start a cross-country drive to California 
seeing as many members and prospects as 
possible. 

q J. Francis Thibault of Evans & Sons, 
Inc., jewelers of Utica, N. Y., has been 
elected vice chairman of the Utica Retail 
Merchants Council. 

q Ralph Hyman, president of the Museum 
Silver Shop, Inc., announced recently his 
appointment as vice president and treasurer 
in the firm of James Robinson, Inc., 716 
Fifth Ave., New York. The Museum Silver 
Shop has for the past 12 years been located 
at 104 E. 57th St., New York. The firm of 
J. Robinson, Inc., has been in business for 
45 years in New York. 








Two Manufacturers Offer Aid 
To Dealers in Flood Areas 


Just after last month’s issue went to 
press, THE JEWELERS CIRCULAR-KEYSTONE 
received notices from two leading manu- 
facturers offering aid to dealers in the 
flood-devasted areas. 

One was a copy of a letter sent to all 
jewelers in the flood areas by Max Jacoby- 
president of Jacoby-Bender, Inc., manu- 
facturers of watch attachments. In his 
letter Mr. Jacoby authorized jewelers to 
return any flood-damaged merchandise to 
the company. He _ stated that Jacoby- 
Bender would refinish and repackage it, 
then return it without charge to he retailer. 

The other was an announcement by 
Craig D. Munson, vice president in charge 
of sales for the International Silver Co., 
offering to restore without charge any 
merchandise damaged in the flood-stricken 
areas of Kansas and Missouri. In addi- 
tion to the restoration of merchandise, 
Mr. Munson stated that Inernational will 
replace at no expense to the dealer all 
of its chests and boxes destroyed. 





Norman M. Morris Corp. 
Moves to New Location 


Norman M. Morris Corp., exclusive dis- 
tributors of Omega watches in America, 
announced recently the removal of its 
ofices and showroom to 655 Madison Ave., 
New York. The new 24-story office build- 
ing in which the firm is now situated is 
located at 60th St. and Madison Ave. 

The new location of Omega watches 
gives the Norman M. Morris Corp. about 
three times its former space, a move neces- 
sitated by rapidly increasing volume. 

An interesting note is the inclusion of 
an Omega timepiece in the lobby directly 
over the bank of elevators, which carries 
the famous Omega slogan. 
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Form New Watchband Company 





AL WALDEN 


M. J. FRIEDMAN 


Al Walden, who for the past 24 years 
has been associated with Bruner-Ritter, 
Inc., leading watch attachments manufac- 
turers, resigned recently from that firm to 
form his own business. The new firm, 
known as Alton Watchbands, Inc., will 
be located in New York City. No definite 
location has yet been secured. 

Associated with Mr. Walden in the new 
enterprise will be Milton J. Friedman, 
who served as a major with the U. S. 
Army during World War II. Mr. Fried- 
man, who was also associated with Bruner- 
Ritter, joined the firm as manager of the 
Export Department and later was ap- 
pointed Southern sales representative. 

In his long association with Bruner- 
Ritter Mr. Walden has served the firm in 
various capacities. He was, at the time of 
his resignation, Eastern sales representative. 
Mr. Walden has long been an active mem- 
ber of various jewelers’ fraternal organi- 
zations. He is a former vice president of 
New York’s Golden Circle Club, an or- 
ganization of jewelry industry sales ex- 
ecutives. 

He announced at press time that the new 
firm is expected to be in operation by 
November Ist. 


CULT ORE) PEARLS 














MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 











“ORIENTEY” 


CULTURED PEARLS 
of QUALITY 








ENCRUSTERS 
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STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 








DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 

















SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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JEWELED 
CUFF LINKS & LIPSTICK 





14 KT. GOLD & PLATINUM 


Powder Boxes - Bracelets 
Necklace Clasps + Clips 
Lipsticks + Cuff Links 
Brooches + Rings 
Earrings 


GUTENSTEIN BROTHERS 


18 EAST 53 STREET 
NEW YORK 22,N. Y. 











Genuine 


BOHEMIAN GARNET JEWELRY 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made in 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 














JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 
Specializing in Calibre 1%, 1%4-2 mm 
Round Machine Cut 1 to 10 mm 

35 Maiden Lane, New York 38, N. Y. 

BOwling Green 9-8973 























Obituaries 





SAMUEL BexMAN, 73, founder and presi- 
dent of the chain of West Virginia jewelry 
stores which bear his name, died August 
3rd in a Charleston hospital. One of West 
Virginia’s oldest and most widely known 
merchants, Mr. Berman had suffered a 
heart attack et his home and was taken to 
the hospital where he passed away a few 
hours later. Mr. Berman started his jewelry 
business in the town of Clendenin, W. Va., 
more than 50 years ago. He moved to 
Charleston just after the turn of the cen- 
tury and formed the first link in the chain 
known as Berman’s Jewelry Stores, which 
now boast 14 stores in all the principal 
cities of West Virginia. Mr. Berman was 
active in the business until the time of his 
death. He was interested in all charitable 
organizations and drives, and was an active 
participant in many community projects. 
Surviving are his widow, two sons, a 
daughter and a brother. 

Meyer EIsenserc, 62, former Eastern 
sales representative for B. F. Hirsch, Inc., 
New York jewelry manufacturers, died 
July 25th at the home of his daughter in 
New York City. Mr. Eisenberg, who retired 
in 1941, was a member of the Maiden Lane 
Outing Club and the Jewelers Fraternal 
Association. He is survived by his widow 
and two daughters. 

Henry Green, 57, New York sales rep- 
resentative for the Van Dell Corp., Provi- 
dence jewelry manufacturers, died sudden- 
ly July 15th at his home in Brooklyn, N. Y. 
Mr. Green had been associated for approxi- 
mately 30 years with various jewelry con- 
cerns on Maiden Lane. He was a member 
of the Maiden Lane Outing Club and a 
past president of the Jewelers Fraternal 
Association. Surviving are a sister, a niece 
and nephew. 

Harry GREENBERG, 62, comptroller and 

member of the board of directors of Na- 
tional Silver Co., died August 8th at Kew 
Gardens General Hospital, Long Island. A 
graduate of the City College of New York, 
Mr. Greenberg joined National Silver Co. 
in 1911 and began a career with that or- 
ganization which was interrupted only by 
service in the U. S. Army during the first 
World War. Beginning as shipping clerk, 
he was successively assistant department 
manager, head of the flatware division, 
credit manager and finally comptroller and 
member of the board. Surviving are his 
widow, a son, two daughters and five sis- 
ters. . 
Jacop O. KincsToneE, 66, wholesale 
jeweler of San Francisco, Calif., died re- 
cently following a brief illness. Mr. King- 
stone founded his wholesale firm, which 
was located at 126 Post St., in 1912. Ashley 
Kingstone, con of the deceased, has an- 
nounced that the firm will continue in oper- 
ation with the staff intact. He and Jerome 
Bloom, brother-in-law of the deceased, 
have been active in the firm for several 
years. In addition to his son, Mr. Kingstone 
is survived by his widow and a daughter. 





Exceptional Business Program 
To Highlight Ohio RJA Confab 


Members of the Ohio Retail Jewelers 
Association are again looking forward to 
attending another successful convention 
and jewelry show. The organization’s cop. 
vention this year will be held at the 
Deshler-Wallick Hotel in Columbus op 
September 16 to 18. 

According to Howard Hawk, president 
of the Ohio RJA, the convention com. 
mittee has planned an exceptional pro. 
gram this year. Convention sessions will 
be devoted primarily to informative and 
educational talks on “over-the-counter” 
selling. Examples of good and bad retail 
selling techniques will be analyzed when 
a series of candid recordings of actual 
“over-the-counter” sales talks are pre. 
sented. 

The convention committee is repeating 
one of last year’s most successful conven- 
tion features—a demonstration on gift 
wrapping. Miss West, a gift wrapping ex- 
pert who addressed last year’s convention, 
will again demonstrate the latest deyvel- 
opments in practical and economical gift 
wrapping. 

One of the highlights of this year’s 
convention will be a banquet address by 
a young couple who did undercover work 
for the FBI while enrolled as members 
of the Communist Party. They will relate 
in detail some of their interesting experi- 
ences while handling this dangerous 
assignment. 

According to President Hawk, an inm:- 
posing list of leading manufacturers and 
wholesalers will again exhibit their lines 
at the convention. He pointed out that 
the combined program of business and 
fun will leave retailers ample opportunity 
to do pre-holiday buying at the jewelry 
show. 





O'Dell Named to Civic Post 


Ford O’Dell of O’Dell Jewelers, Erie, 
Pa., has been elected treasurer of the 
Retail Merchants Division of that city’s 
Chamber of Commerce. 


WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
Judson 2-4539 


WATCH MATERIALS— 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 


7/2 N. Atlantic Ave., Daytona Beach, Fia. 


————_———— 
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NEW YORK DIAMOND IMPORTING CORP. 


wholesale jewelers 
565 FIFTH AVENUE NEW YORK iI7, N. Y. 
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NEW JEWELRY FASHIONS EMPHASIZE INDIVIDUALITY 


The use of interesting new jewelry fash- 
ions to express your own individual per- 
sonality was the theme of the jewelry fash- 
jon show staged August 13th at the Sert 
Room of New York’s Waldorf Astoria by 
the Jewelry Industry Council. The showing 
was held for the press and for the hun- 
dreds of visiting jewelers attending the 





Among the new jewelry shown at the JIC 

fashion show was this cavalier pin, tipped 

with onyx glass and spotlight rhinestones. 

Made by Trifari, the necklace is worn here 

with its matching earrings and bracelet. 
Ring by Shiman of Newark. 








Marvella's massive East Indian bib of gilded 
trinkets and beads and colorful earrings 
were worn with three large flexible gold 
bracelets and a dome ring. Bracelets by 
Forstner Chain Corp. Ring by Napier. 


46th annual convention of the American 
National Retail Jewelers Association. 

Jewelry fashions shown at the fashion 
presentation ranged from popular priced 
fashion jewelry to the most fabulous dia- 
mond pieces. They were shown against a 
background of new fall clothes, furs and 
accessories from leading American and 
French designers. 





Krauss Store Gutted by Fire 

In a large and timely advertisément that 
appeared recently in a _ local paper, 
Krauss Jewelers of Ambridge, Pa., thanked 
their many leyal customers, friends and 











Make Use of Your Old Movements 


60 different sets of watch case dies. For all 
movements, new @nd old. Complete cases, 
also backs and bezels made from your own 
metals if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


Wm. Wishinsky 655sixthAve., New York, N. Y. 


Phone: WAtkins 9-3176 

















Samples FREE to Jebbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 
56 ELDRIDGE STREET NEW YORK 2, N. Y. 











YOU CAN'T LOSE 


You can’t lose Watch Repair Sales with 
POLTOCK—the Supply House that stocks all 
Hard-to-Get” parts—Swiss and American. 
Write Dep't. for FREE Ligne Gauge, 
Catalog and Stationery. JOHN A. POL- 
TOCK & CO., 15 MAIDEN LANE, NEW 
YORK 38, N. Y. 
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Subscribe To Our Imported 
JEWELRY DESIGN SERVICES 
Ask For Descriptive Price List 
| Overseas Publishers’ Representatives 


£ 4 Beaver St. BOwling Green 9-5477 New York 4, N. Y. 





For NEW IDEAS In Jewelry Styling : 
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neighbors for their cooperation while the 
firm was remodeling their store which was 
gutted by fire on July 4th. During the 
remodeling the firm was forced to carry 
on the business in their gift shop which 
is located three doors from the jewelry 
store. 

The ad pointed out that most charge 
accounts had been made on schedule in 
the gift shop. In addition many people 
inquired as to how the firm was progres- 
sing in repairing the damage done. 

Said ad copy: “We are very sorry for 
the inconvenience we have caused you, 
and hope that we will be back to normal 
soon.” 





Appointed 
To New Post 
at Oneida 


HAROLD T. 
SCHUBERT 
Manager, 
Oneida Lid. 
Hollowware 
Division 





Harold T. Schubert, manager of the 
Oneida Ltd. Hollowware Division, has taken 
on additional duties as newly-appointed 
executive manager of the Compressor Blade 
Division. The new division will manufac- 
ture blades for jet engines in a building 
which is now under construction for this 
important war work. 





REDUCED PRICE 





on account of increased production 





$5.50 per carat 
dozen lots $5.00 per carat 


Vo ct. stones $4.00 each } 10% off 


44 ct. stones 3.00 each in 
Vg ct. stones 2.50 each dozen 
smaller stones 2.25 each lots 


When ordering consider that one carat 
spread weighs approx. 1.25 ct. 





4 7 nd * “ , ." 
_ > ; , 4 
s+ ee: 4 . noe A 





LAPIDARY, INC. 








SHOW It : 
and SELL it 
from your own 
POCKET 


... to make your better customers 
. . . better customers! 








CLIPFOLD 300 in 14K Gold* 


styled and manufactured by 





207 E. 49th St. ¢ New York 17, N. 


2 


_ 


Expensive as H! But darn smart. 
Retail $300. *Pat. No. 2455515 


From an exclusive group of gold acces- 
sories and gold mounted leather goods 


ALLER & Gompany 


Y. 


17 











NEW PATTERN 
IN 14Kt Gold 





Also Available in 
Cuff Links Tie Clips 
Bill Clips Belt Buckles 

Photo Lockets 


LOUIS TAMIS & SONS 


Manufacturers of 


Gold Cases Novelties 
Fountain Pens Pencils 
36 West 47th St. New York 


Los Angeles Representative: 
Herbert Wood, 649 S. Olive St. 











Learn 
DIAMOND CUTTING 
Earn Big Pay! 


Enroll now at the Only School in America training 
men in this profession. Become an expert in this 
highly paid profession in only 14% months. A fas- 
cinating, highly-skilled field offering high income and 
always a demand for your services. 

Our courses, under personal instruction, prepare you 
for several lucrative flelds: Diamond Cutter, Gem 
Cutter, Stone Buyer, Wholesale Jeweler and Importer, 
Jewelry Grader and Appraiser. 

Enrollment Limited—So don’t delay. Write now for 
full details. Approved for G. I.’s. 


STEWART GEM & DIAMOND CUTTING INSTITUTE 


Connecticut RJA Members 
Re-elect Savitt President 


William M. Savitt of Hartford was re- 
elected president of the Connecticut Re- 
tail Jewelers Association at the annual 
convention vf that group held July 30th 
in Meriden. The meeting was held at the 
Sales Service Institute of the International 
Silver Co. 

Elected to serve with Mr. Savitt were: 
Charles E. Butler, New Haven, first vice 
president; Howard I. Michaels, New 
Haven, second vice president, and Clifford 
E. Wilson, Norwich, secretary-treasurer. 

More than 300 persons representing ap- 
proximately 100 jewelry stores throughout 
the state took part in the all-day program. 
President Savitt, in addressing the group, 
stated that Fair Trade had been of ines- 
timable value to the small merchant. “If 
the small businessman is to survive,” he 
said, “it must be re-enacted.” 

Highlight of the afternoon business ses- 
sion was the presentation of a plaque to 
Albert M. Kohn, Hartford jeweler, in rec- 
ognition of his many years of outstanding 
service to the jewelry business. 

The executive board of the association 
is composed of Albert Burns, Waterbury; 
Charles Brooks, Mystic; Frank S. Coskey, 
Hartford; Sturman S. Dyson, New Brit- 
ain; Benjamin H. Garston, Hartford; 
Samuel H. Greenberg, Bridgeport; Rob- 
ert R. Savitt, New Haven; Robert D. 
Summit, Meriden, and Robert C. Terwilli- 
ger, Hartford. 

A clambake and outing followed the 
afternoon session. 











565 Main Avenue Passaic, N. J. 











Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Appointed 
Vice President 
at Swank 


MARION E. 
PETTEGREW 





Announcement of the appointment of 
Marion E. Pettegrew as vice president of 


Swank, Inc., manufacturers of men’s 
jewelry, wallets and belts, was made 
August 15th by J. Carlton -Bagnall, 
president. 


Pettegrew has been in charge of manu- 
facturing for Swank since March. In that 
capacity, he directs manufacturing opera- 
tions of both the Taunton and Attleboro 
plants of the company. Prior to that, he 
was director of public and industrial rela- 
tions for the company for three years. 

Previously, he was manager of employee 
relations for the Ethyl Corporation, and 
was one time superintendent of manufac- 
turing for the Cleveland Plant of the 
Chase Brass & Copper Co. 





Mager Buys Haertl's Jewelers 

Martin Mager, formerly associated with 
W. W. Bugg, Inc., jewelers of Jackson, 
Mich., assumed recently ownership of 
Haertl’s Jewelers, Neenah, Wis. 





Named to New JIC Posts 


Albert E. Haase has been named preg. 
dent of the Jewelry Industry Councj] by 
its directors at a meeting held in Ney 
York on August 14th. 





A. E. HAASE 
JIC President 


MAURICE ADELSHEIM 
JIC Board Chairman 


Mr. Haase, executive director of the 
Council since its inception, was formerly 
managing director of the Association of 
National Advertisers and associate editor 
of Printers’ Ink. 

At the same meeting, Maurice Adel. 
sheim, Sr., S. Jacobs Co., Minneapolis, 
was elected to the post of chairman of 
the board of directors. 





Hamilton Employee Retires 
After 54 Years With Firm 


Harry A. Ruthhart, material sales man- 
ager, Hamilton Watch Co., and one of the 
most widely known figures in the watch 
industry, retired August 3lst after 54 years 
of service to the jewelry trade. Mr. Ruth- 
hart joined Hamilton in 1897 as an errand 
boy in the inotion department. He later 
became assistant foreman in this depart- 
ment and continued in that capacity until 
April 1, 1926, when he was named to head 
the material sales department. In 1928, 
when Hamilton’ purchased the _ Illinois 
Watch Co., Mr. Ruthhart was given the 
responsibility of supervising II]linois’ mate- 
rial sales until Hamilton closed the Illinois 
plant and the materal stock was _ incor: 
porated with the inventory at the Lancaster 
plant. 

When Mr. Ruthhart became material 
sales manager 25 years ago, Hamilton was 
then serving 70 jobbers. Under his direc- 
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TITANIA GEM STONES 


Rutile) 


SEMI-PRECIOUS STONES 


CUT ROUGH 


Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


direct from our cutting plant in Braz 
Widest selection in stock, including ring 


sizes, round stones, heart shapes, etc. 


Inter-Ocean Trade Co. 


Leading Producers and Importers 


48+4 Street New York I9, N Y 


Phone Circle 6-943] 


48 W. 
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tion and largely through his personal 
contacts, Mr. Ruthhart has expanded 
Hamilton’s distribution to include 110 ma- 
terial wholesalers. He has traveled more 
than a half million miles making regular 
yisits to the company’s material outlets and 
he has never tired of travel. In fact, after 
his retirement Mr. Ruthhart plans even 
more travel. He has become an ardent 


tourist. 


HARRY A. 
RUTHHART 


Material Sales Mgr., 
Hamilton Watch Co. 


Mr. Ruthhart holds the distinction of 
being the only Hamilton employee to work 
under every company president in the 
firm’s history. 

During Hamilton’s annual sales confer- 
ence July 23-27, Mr. Ruthhart was pre- 
sented a walnut humidor containing 100 
cigars and a gold plate engraved with 
the signatures of 30 Hamilton staff mem- 
bers joining in his commemorative gift. 

Mr. Ruthhart, on the occasion of his 
reticement, was tendered a_ testimonial 
dinner by representatives of leading watch 
material disiributors at New York’s Statler 
Hotel on Monday evening, August 13th. 
Arrangements for the dinner were han- 
dled by Max A. Lazarus of L. & R. Mfg. 
Co., Arlington, N. J., who presided at the 
affair. During the course of the evening’s 
festivities each diner verbally paid tribute 
to Mr. Ruthhart. Highlight of the evening 
was the presentation to Mr. Ruthhart of 
a $200 U. S$. Savings Bond. 





Linthicum 
Joins 
Bruner-Ritter 


ROYAL C. 
LINTHICUM 





The appointment of Royal C. Linthicum 
as executive assistant to the president of 
Bruner-Ritter, Inc., leading watch attach- 
ments manufacturers, was announced re- 
cently by Saul Ritter, president of the 
firm. 

Mr. Linthicum has resigned his _posi- 
tion as New York sales manager of the 
Elgin National Watch Co. to take the 
new post. He was, prior to his connec- 
tion with Elgin for the past six years, 
the vice president of Buss-Linthicum- 
Thorson Co., wholesale jewelers of Chi- 
cago. 

A trustee of the Maiden Lane Historical 
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Society, Mr. Linthicum is also a member 
of the Twenty-Four Karat Club of the 
City of New York. 
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ELGIN'S 50 MILLIONTH 


A milestone in the history of timekeep- 
ing will be observed in September when 
Elgin National Watch Co. completes its 
50 millionth timepiece. The achievement 
coincides with Elgin’s 87th birthday. 





A "dummy" of the 50 millionth timepiece 

which Elgin National Watch Co. will com- 

plete in September is shown above. The 

milestone watch rests atop its special sterl- 
ing silver case. 


The milestone watch, a 2]-jewel Lord 
Elgin wrist piece with seven adjustments, 
is claimed to incorporate every major 
technical achievement in 400 years of 
watchmaking. The movement will be 
housed in a specially designed gold case 
with flexible endpieces. 





REPAIRS and PLATIN 


in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
Coast 
( Berore) ( After) 
Highest 
Quality 
Workmanship 











HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISH 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. 


Est. since 1918 
AT THE SAME ADDRESS 





New York 19, WV. Y. 


& 

















@ Black Forest Cuckoo Clocks 
@ Westminster Chime 
Mantel Clocks 


1524 MERCHANDISE MART, CHICAGO 








# 300/7767 


Size 


$104 


1,000-day 
electric 
battery 
clock 


6 jewels 





@ 400-day Clocks 
in various styles 
@ Traveling Alarm Clocks 


Sole U. S. Agents for ATO Junghans 1000-Day Clocks 
SEND FOR NEW CATALOG AND PRICE LIST 


HENRY COEHLER CO., INC. 


220 FIFTH AVE., N. Y. 


834"x6394"x42” 


KEYSTONE 


JUNGHANS 


1 
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14 KT. GOLD 


BANGLE WATCHES 
LINK BRACELET WATCHES 


EXCLUSIVE DESIGNS 





STYLED AND MANUFACTURED BY 


ERIC E. SIEBERT, INC. 
665 FIFTH AVENUE 
NEW YORK 22, N. Y. 


























KEYSTONE 
Cultured Pearls... * ‘peices 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr...$17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr...$15.00 


S. SMIGROD 
32 WEST 47 STREET, N. Y. 19, N. Y. 


TRAVELING CLOCK CASES 4 113— Sheepskin case—Black, 


rewn, Dark Blue, Red, 
DD ~.tesecenendeeaedd $7 K 
#22) Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... $it K 
#35J—Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and wn 


Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
680 Fifth Ave., New York 206 
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Swiss Offer Watch Chart to 
Aid ‘Inspection Time’ Sales 


Distribution of a full-color “Exploded 
Watch” Demonstration Chart to retail 
jewelers has been announced by The 
Watchmakers of Switzerland. 

Mailed in time for use during “Watch 
Inspection Time,” this new 8% x 11 point- 
of-sale aid ic headlined, “Behind the Dial 
of the Fine Swiss Watch,” and dramatically 
illustrates every part of a quality jeweled- 
lever movement. One face of the chart 
shows the dia! side of the movement, while 
the other side displays the bridge side. 

Each side of the demonstration chart 
also lists the nomenclature and official 
number of the parts shown—a feature that 
is intended to help watch repair depart- 
ments order genuine Swiss Watch Repair 
Parts. 

The chart is enclosed in a heavy-gauge 
vinyl, with an eyelet provided for hanging 
when not in use. 


Behind the Dial of the Fine Swiss Watch 
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A full-color "Exploded Watch" Demonstra- 
tion Chart, dramatically illustrating the 
parts of a quality Swiss movement, is now 
being distributed to the U.S. retail jewelry 
trade by The Watchmakers of Switzerland. 
Encased in heavy-gauge vinyl, the two-sided 
chart can be used in both the watch sales 
and the watch service departments. 


Paul Tschudin, director of The Watch- 
makers of Switzerland Information Center, 
Inc., points out that this new dealer aid 
should serve as an invaluable “silent sales- 
man” both in the watch service and watch 
sales departments. 

“This chart,” he stated, “has been pre- 
pared by experts as the result of count- 
less requests from the jewelry and _ horo- 
logical trade, and can be used for explain- 
ing the quality features of a fine watch 
to a prospective customer as well as in 
pointing out needed repairs for a watch 
that has been brought in for servicing.” 

Distribution of the chart completes the 
four-point Watch Inspection Time promo- 
tion by the Swiss watchmakers. The other 
three phases include full-color advertise- 
ments in national consumer magazines fea- 
turing Norman Rockwell’s famous painting 
of “The Watchmaker”; a full-color illu- 
minated window display reproducing the 
exploded view of the dial side of a fine 
Swiss watch; and the third annual na- 





tional “Watch Inspection Time” Contest 
sponsored by The Watchmakers of Switzer. 
land. 


Watch Industry Advisory Group 
Meets with OPS in Washington 


Members of the Watch Importers and 
Assemblers Industry Advisory Committee 
met for the first time July 23rd with off. 
cials of the Office of Price Stabilization 
to discuss pricing problems of the industry, 

Industry members import completely as. 
sembled watches in cases ready for sale, 
and also watch movements which are fitted 
to domestic parts, mountings and cases. 

Completely assembled imported watches 
are now covered by the import regulation, 
CPR 31. Imported watch movements 
which are fitted to domestic parts, mount. 
ings and cases are covered by the Manv- 
facturers’ Regulation, CPR 22. However, 
most importers are presently pricing under 
the General Ceiling Price Regulation, be. 
cause they have not qualified as yet for 
pricing under CPR 31 or CPR 22. 

Generally speaking, committeemen felt 
that the industry should be covered under 
a supplementary regulation to CPR 22, 
which would recognize the peculiar pricing 
problems of the industry and give effect 
to fluctuations in tariff rates and foreign 
money exchange rates. 

Members of the industry advisory com- 
mittee are: William B. Ogush, The Gruen 
Watch Co., New York; A. Carnow, Bulova 
Watch Co., New York; John P. V. Hein- 
muller, Longines-Wittnauer Watch Co., 
New -York; Benjamin Lazrus, Benrus 
Watch Co., New York; Gaston Ditesheim, 
Movado Watch Agency, New York; Joseph 
Skalet, c/o Winton Watch Co., New York; 
Herbert Ollendorff, Ollendorff Watch Co., 
New York; Stanley Moser, L. Aisenstein 
& Bros., New York; Randolph L. Wads- 
worth, Wadsworth Watch Case Co., Day- 
ton, Ky.; Alfred Wyler, 630 Fifth Ave., 
New York, and S. Barruch, S. Barruch 
& Co., New York. 


o_o 


CORRECTION 


It was stated in the June _ issue of 
JC-K, page 152, with reference to the 
U. S. Tariff Commission’s hearings on im- 
ports of foreign-made watches and move- 
ments, that no tariff changes were asked 
by American spokesmen for movements 
with less than seven jewels nor on move- 
ments having more than 17 jewels. This 
is not so. : 

The article should have stated that 
American spokesmen asked for restoration 
of tariff rates established in 1930 and 
that they requested withdrawal of the 
1936 concessions for all movements, i1- 
cluding those with less than seven or more 
than 17 jewels. 
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FIELD nnn FOR NEW ehteratdemnental ttesinaad LINE 





thirty d district scmmmainatinny attended a five- e-day ¢ clinic at the Wadsworth Watch Case Co., 
Dayton, Ky., meeting with company offi — for the unveiling of the new Wadsworth 
watch line. 


Having completed a five-day indoctrina- 
tion clinic on the new line of low-priced 
Wadsworth watches, 30 district sales rep- 
resentatives of the Wadsworth Watch Case 
Co., are currently showing the timepieces 
to jewelers throughout the country. 

Arthur W. Wadsworth, president, said 
that early reports from the first jewelers 
to see the watches indicated an enthusi- 
astic reception of the company’s “unprece- 
dented merchandising idea” in the lower- 
priced field. 

The indoctrination clinic, one of the 
most comprehensive of its kind ever held, 
was attended by officials of Elgin National 
Watch Co., of which Wadsworth is a 
wholly-owned subsidiary. 











Equipment and Supplies 


for 
Manufacturing Jewelers 
Assayers and Refiners 


Investments Ovens 

Wax, Rubber Furnaces 
Crucibles Injectors 

Tongs Casting Machines 


a 


Our entire organization, 
our specialized production 
knowledge, our own de- 
livery truck, and our shop 
for equipment repairs and 
special construction work, 
are all at your service. 


ALEXANDER SAUNDERS & CO. 


95 Bedford St. New York 14, W. Y. 
WAtkins 4-8880 
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J. G. Shennan, Elgin president, told the 
Wadsworth sales force that its Swiss 
watches would not be competitive with the 
American-made timepieces sold by Elgin. 
He said he was “enthusiastic” in his en- 
dorsement of the Wadsworth project. 





Juno Opens Branch Office 


The Juno Products Co., wholesale jewel- 
ers of Cleveland, Ohio, recently opened a 
new branch office and showroom at 6 Clinic 
Building, 21742 Pine St., Grand Island, 
Nebr. 

Manager of the new office is R. F. 
Mosher, who is well known for his work 
with the Horological Association of Ne- 
braska. 





Named to New Posts at Swank 





RALPH DESTINO 
To analyze firm's 
marketing policies 


TOM PRESS 
New General 
Sales Manager 


Tom Press, New York district sales 
manager of Swank, Inc., manufacturers 
of men’s jewelry, wallets and belts, has 
been appointed general sales manager, it 
was announced August 16th by J. Carlton 
Bagnall, president. 

Press, who succeeds Howard O. Woods, 
resigned, has been New York district man- 
ager for Swank since 1946. He joined the 
company in 1940 as a salesman, after 
several years as a salesman, department 
manager, and buyer in the retail field. 

At the same time, President Bagnall 
announced increased responsibilities for 
Ralph Destino, special representative for 
jewelry stores. Destino will take on the 
special assignment of making an analysis 
of the company’s marketing policies. 
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Let us send you 


The KIPLINGER 
LETTER 


to help you plan ahead 
13 weeks’ trial, only $3 


You'll profit when you use the Kip- 
linger Washington Letter, because: 


| 

i 

I 

| 

I 

i 

i 
, _ | 

@ You'll find out what to expect in , 
government policy, business trends, 
taxes, production, controls, short- ] 
ages. ! 

@ You'll get advance information and 
analysis that keep you ahead of i 
competition — and warn you of J 
changes affecting your job, your " 
business, your earnings. 

When you receive your first Washing- i 
ton Letter, you’ll understand why it is J 
so important to board chairmen, to | 
rising executives, to the owner of a 

one-man shop. Each weekly Letter is | 
packed with facts ... no editorials | 
about what “ought to be,” but prac- 

tical, useful guidance on how to plan | 
for today’s difficulties — and today’s J 
opportunities. ! 

You can have the Washington Letter 
on your desk every Monday morning | 
for 13 weeks for only $3.00. (Regular | 
full-year rate is $18.) 

Just tear out this ad, and return it to ! 
us today. Attach your check, or tellus J] 
to bill you later. Either way, we'll start ! 
your trial subscription immediately. 

I 
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KIPLINGER /27Zce- 


Room 915, 1729 H St., NW, Washington 6, D.C. 
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RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of Ameriea 


20 years of concentrated experience 
in this field. 


Bank and Trade References Supplied 


Cerrespondence strictly confidential. Our 

successful methods of conducting sales have 
preved that when the auetion is ever you 
will have the goed will of the people in 
your entire community, and yeur business 
will be permanently increased. 


LOUIS COLMES 


637 SCRANTON AVENUE, LYNBROOK, N. Y. 
TELEPHONE: LYNBROOK 3-8044 
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QUESTION: 


If your present selection of Alice tail- 
ored earring styles are your biggest 
sellers (and you've proved that your- 
selves), wouldn't the COMPLETE line 
increase your volume that much more? 


Thru the wholesaler $100 
JEWELRY CO. 








THE 


Qisjer SPORTS LINE 
CHARMS AND MEDALS 
FOR 
— ALL EVENTS 
_ 70 YEARS OF 
QUALITY AND SERVICE 
THROUGH THE WHOLESALER 
SPORTS CATALOG ON REQUEST 
“” —~ 3. M. FISHER COMPANY 


MANUFAGTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 









SAA FINE STERUNG 
HOLLOWWARE 


“ and 
V (24 AUTHENTIC ANTIQUE 


- 


ae REPRODUCTIONS 


72 « STREET 
BOSTON, MASS. 











Seld only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 





222 











q Many New England retail and whole- 
sale jewelers, as well as numerous manu- 
facturers’ representatives, attended the 
46th annual convention of the American 
National Retail Jewelers Association at 
the Waldorf Astoria Hotel, New York 
City, during the week of August 12 to 16. 
q Both the Boston Gift Show at the Hotel 
Statler, Sep. 3 to 7, and the Parker 
House Gift Show, Boston, Sept. 2 to 7, 
were expected to attract many Visitors. 

q At the recent annual meeting of the 
Vermont Retail Jewelers Association, John 
Collins, of St. Albans, was named presi- 
dent; Irvan W. Burnham, of Waterbury, 
was elected secretary-treasurer; and Wil- 
liam S. Preston, Jr., of Burlington, was 
named a director. 

q Members of the Board of Directors of 
the Diamond Peacock Club met at the 
Parker House recently, and set a tenta- 
tive date for next year’s dinner-dance of 
the organization, to be held on April 19, 
1952, at the Hotel Somerset, Boston. 

q Arthur W. Fitt, one of Boston’s old- 
time jewelers, has opened a new jewelry 
store in Milford, N. H., where he plans 
to make his home. 

q Mr. and Mrs. Arnold “Al” Topham, 
of Topham’s Watch Shop, Plymouth, 
N. H., have purchased a new summer 
home in the Crawford Notch section of 
the Granite State, and “Al” reports the 
fishing as “wonderful!” 

q Continued improvements have been tak- 
ing place in the Dartmouth St., Boston, 
store of Lund Jewelers. A new front on 
the store, and a new neon sign outside 
have accompanied interior redecorations 
and changes which have included a new 
watch repair department located in the 


balcony. 
q Raymond and Roland Cadoret, of 
Cadoret Brothers jewelry store, Woon- 


socket, R. I., have both been made Cer- 
tified Gemologists. 

q Michael Mahar, Jr., of Mahar & Eng- 
strom Co., 4th floor, Jewelers Building, 
was home in August on 15 days’ leave 
from the Air Force School at Chanute 
Air Force Base, Rantoul, Ill. Two other 
former employees, Donald Cooke and Vin- 
cent O’Keefe, now in the armed forces, 
dropped in recently to exchange greetings 
while home on leave. 

q Milton Artz, owner of Art’s credit 
jewelry chain, has opened his fourth 
store at Clinton, Mass. Manager of the 
new store is William McNamara. 

q Members of the Twin State Watch- 
makers Guild met in Lebanon, N. H., on 
July 9 under the chairmanship of their 
president, R. R. Thibault. 

q The usually wide-open door of the 
Louis F. Guiness, Inc., jewelry firm, 711 
Jewelers Building, has been closed, and 
a new sign added calls attention to the 
fact that the quarters have now been “Air 
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Conditioned.” “Please Enter” is the cor. 
dial invitation extended to quarters be. 
hind the closed door, which were found 
mighty refreshing during the August hy. 
midity. 

q Vacations have been in order at the 
Mauran Watch Co., Jewelers Building, 
with Harry Webster, watchmaker, returp. 
ing in time for Miss Mabel Sterling to 
start out on her holidays. 

q James E. Cleary, jeweler of Greenfield, 
Mass., has recently remodeled his store, 
adding a new front, new show cases, and 
lighting fixtures. 

q A special display at the Parker House 
Gift Show was planned by Nathaniel I, 
Goodman, Inc., of 1006-7 Jewelers Building. 
“Nat’’ Goodman recently visited the fishing 
camp in Laconia, N. H., of Meyer Kassne1, 
a retired jeweler, and reports good results 
as he was accompanied for the first time 
by his grandson, Roger Alen Lifset, son 
of Paul Lifset of the firm, and Mrs. Tena 
Goodman Lifset. 

q John K. S. Mills, who shares quarters 
with William J. Murray, 901 Jewelers 
Building, was on his annual vacation in 
August to Center Harbor, Lake Winnepe- 
saukee, N. H. 

q Theodore Lilly, formerly associated with 
J. A. Merrill & Co., Inc., Portland, Maine, 
and before that for some years with Lux, 
Bond & Green, Hartford, Conn., has joined 
the watch department of the Thomas Long 
Co., Boston. Miss Elsie Seel, of the store’s 
repair department, who was president of 
the Thomas Long Employees Association, 
has resigned to go with American Airlines, 
Washington, D. C. In all probability, she 
will be succeeded in the Employees Asso- 
ciation by Miss Ethel Jackson, vice- 
president. 

q Frank M. Libbey, president of the 
Smith-Patterson Jewelry Store, Boston, has 
been named chairman of the Jewelry Divi- 
sion of the Greater Boston Community 
Fund. He has named six co-chairmen, as 
follows: Joseph Fahey, Smith-Patterson; 
Donald S. Reaves, Smith-Patterson; Rich- 
ard Chesley, Thomas Long Co.; Stanley 
Hilton, A. Stowell & Co; Richard Arnold, 
D. C. Percival & Co.; and Donald Alberts, 
I. Alberts’ Sons, Inc. 

4 The Cameron “Cam” Burnaps, of the 
Norling & Bloom Co., Washington Build- 
ing, celebrated their 25th wedding anni- 
versary on June 30, with a party at their 
Lunenberg, Mass., home, which many New 
England jewelers attended. 

q Mr. and Mrs. Joseph Jason, of Jason 
Jewelers, Manchester, N. H., have moved’ 
into their new ranch-tvpe home. 

q Philip Brault, of Phillips & Lucas, Mont: 
pelier, Vt., has made quite a reputation 
for himself as a rescuer, bringing in three 
different stranded yachtmen in Lake Cham- 
plain recently, from his summer place at 
Colchester Point, Vt. 
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4 Hector Langlais, of the E. Langlais Sons 
jewelry store, Berlin, N. H., was among 
the many northern New England baseball 
fans visiting Boston recently to see the 
Red Sox play the Cleveland Indians. 

¢ Andrea J. LaRochelle, who has operated 
jewelry stores in Dover and Rochester, 
N. H., has sold his Dover store to Samuel 
King, formerly of Paul’s Jewelry, Inc., of 
that city. Mr. LaRochelle will continue 
to operate his Rochester store. 

qH. P. Zeininger, of 811 Washington 
Building, closed his jewelry establishment 
for two weeks in August while he was 
away on vacation. 

q Frederic C. Kunz, Jr., whose father 
operates under his own name at 708 Wash- 
ington Building, has completed half of his 
hoot training with the Navy at Newport, 
R. I. 

q Frank Gendreau, Jr., whose father oper- 
ates with the Frank A. Gendreau jewelry 
firm, 47 Winter St., Boston, has entered 
U. S. Coast Guard training at Cape May. 
q David Madden of Barry & Epstein, 400- 
401 Washington Building, has been touring 
New England on his vacation. 

q Some evidence of the detective powers 
of Uncle Sam’s Post Office Department 
was disclosed in a letter which the Herbert 
W. Stranger Company, 306 Washington 
Building, recently addressed to a retired 
jeweler who formerly was associated with 
his father in Lawrence, Mass. The letter, 
although addressed, inadvertently, merely 
to “E. A. Schmidt, 100 Main St., New 
Hamp.” was promptly delivered to the 
addressee in Hampstead, N. H., rather 
than being returned in five days to the 
Stranger Co. Mr. Schmidt returned the 
envelope to the Strangers, who now have 
it on display. 

q The store of the State Street Jeweller, 
43 Devonshire St., Boston, which has been 
operated by Mrs. Julia T. Plant, widow 
of the former owner, was sold on August 1 
to Melvin Lebow, formerly of Peabody, 
Mass., who will operate the store. William 
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SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. I. 
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S. Quigley, watchmaker, is remaining with 
the firm. 

q Joseph H. Samuel, Jr., of the J. & S. S. 
DeYoung Co., 517 Washington Building, 
was called back into the Navy as a lieu- 
tenant, and was assigned to duty on a 
destroyer escort in Cuba. 

q A bright new smiling face is seen in 
the Herbert W. Stranger Co., 3rd_ floor, 
Washington, Building, with Miss Lois 
Truby joining the front sales staff. 

q As this issue went to press, plans were 
under way for the resumption of meetings 
in September of the New England Guild 
of the American Gem Society, the first to 
take place at the Harvard Faculty Club, 
wih election of officers on the agenda. 

q Max B. Russakoff, of Waterville, Maine, 
has sold his jewelry store. 

q Jacob “Jack” Bell, Roxbury, 
jeweler, has closed out his store. 
q Mr. and Mrs. George Allman of the 
Quincy Jewelry Store, Quincy, Mass., 
closed their store for two weeks while on 
an airplane trip to Bermuda. 

q Henry Desjardins of Beverly, Mass., flew 
to Hollywood, Calif., recently, to be tech- 
nical adviser on jewelry in a motion pic- 
ture being made there by his friend, Leroy 
LaPlante of Columbia Studios, and form- 
erly of Beverly. The picture, “Dolls and 
Jewels,” is due for early release, and 
Henry reports a grand time in the movie 
colony meeting many of the stars. 

q.S. S. Pearlstein, of the firm of the same 
name, 137 Stuart St., Boston, is recuperat- 
ing from recent hospitalization. 

q Granville Leatherwood, operator of a 
jewelry and gift shop in Wellesley, Mass., 
carried on a summer-branch business at 
York Harbor, Maine, during July and 
August. 

q Mr. and Mrs. Wilmont “Bill”? Schwind, 
of R. C. Jewelry Co., Rumford, Maine— 
the “Vacation State”—did their bit of 
vacationing this summer on Cape Cod. 


Mass., 





Named V.P. in Charge of Sales 
Of Bayer, Pretzfelder & Mills 


Herbert E. Faithfull, Sr., has been 
elected vice president in charge of sales 
for Bayer, Pretzfelder & Mills, Inc., manu- 
facturers and importers of Imperial watches 
and sole distributors of Ulysse Nardin 
chronometer watches, 


HERBERT E. 
FAITHFULL, SR. 





Faithfull, who has been with the or- 
ganization since 1914, is well known in 
the industry. He was instrumental in suc- 
cessfully widening the distribution of the 
Ulysse Nardin watch in the American 
market. 








JEWELERS’ BOXES 


Cottou Filled 
Satin Lined 


Set-up and Folding Boxes 
for Flatware, China, Glass 


Fancy Wrapping Paper 
Seats, Stickers 
WRITE FOR CATALOG 
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PAPER PACKAGE CORPORATION 


AURORA, ILLINOIS CHICAGO OFFICE: ISIIG MERCHANDISE MART 











Bohemian Garnet Jewelry 








GENUINE 
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Genuine Bohemian Garnet Jewelry 


Old World Craftsmanship— 


Reasonably Priced. 


Wide selection of Rings 
all 10K gold. 


Earrings, brooches, crosses, neck- 
laces, and bracelets (both flexible 
and rigid) 


Memo Inquiries Invited 


ERNEST BURG 


29 East Madison Street, Chicago 2, Illinois 
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DO YOU HAVE 
THESE TWO VALUABLE 


WATCHMAKER’S BOOKS? 


@ THE CHRONOGRAPH WATCH CALIBRE GUIDE— 
Complete identification to all popular 
chronographs now sold in the U. S. . 
137 illustrations, 48 pages . . . a page for 
every chronograph with a photo of both 
movement and dial sides... ONLY 
25 CENTS! 


@ THE CHRONOGRAPH WATCH MAINSPRING 
GUIDE— Shows width, strength and length 
of chronograph mainsprings in both Denni- 
son and metric measurement .. . AND, a 
quick, accurate method for estimating 
chronograph mainspring job charges. Fully 
illustrated. ONLY 50 CENTS! 


order TODAY from 


Esembl-0-Graf Research Laboratories 


Desk O-18, 807 Ridge Ave., Pittsburgh 12, Pa. 
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Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 
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WATCH REPAIRS 


FOR THE TRADE 


Our usual fine quality workmanship at a 


LOW PRICE 
Price list on request 
ANITA WATCH COMPANY 
116 Nassau St. New York 38, N. Y. 
MEMBER: Jewelers Board of Trade 
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q.S. Kind & Sons, with their usual in- 
genuity, have arranged to show fashion 
jewelry as a complement to the costumes 
for which this merchandise has been cre- 
ated. Blums, women’s specialty shop near 
this jewelry store, supplies a high-fashion 
dress and shoes for the mannequin which 
greets the eye as one enters Kind’s. The 
fashionable jewelry accessories which en- 
hance the ensemble are sold in the adjoin- 
ing departmeni. 

q Clymer Bros., at 2013 Market St., have 
increased their stock of small appliances 
and are putting concentrated effort into 
promoting their sale to nearby office work- 
ers and to theatergoers. The store’s window 
displays are currently featuring a variety 
of clocks, small radios, etc. 

q Peter J. Burkes, retail jeweler formerly 
of Prospect Park, has moved to Shadeland 
Ave. in Glenolden. The establishment is 
now located in the same building as Mr. 
Burkes’ home following sale of his Chester 
Pike store. He is now looking for another 
Chester Pike location. 

q The Jewel Box of North Philadelphia is 
not a new jewelry store—just a new head- 
ing for J. H. Myers & Company’s ad in 
the classified Bell Telephone Directory. 
The store at 3627 N. Broad St. has a com- 
plete line of sundry items suitable for 
gifts such as luggage as well as jewelry. 
This gift idea is the secondary theme in 
the store’s new eye-catching ad in the tele- 
phone directory. 

q Nathaniel “Bud” Ringold, son of Mrs. 
Rose P. Ringold and the late Louis 
Ringold, was engaged recently to Miss 
Phyliss Wolfson of Philadelphia. Na- 
thaniel and his mother operate the firm 
of Ringold’s Jewelers, 4316 Germantown 
Ave., which was established by his father 
in 1908. Mr. Ringold and Miss Wolfson 
plan to be wed September 23rd. 

q Rowling’s, at 142 S. 16th St., are acting 
on the old adage, “Every Little Bit Added 
to What You Have Makes Just a Little 
Bit More.” To boost small sales they have 
placed a small card with copy written in 
engraving style under the glass counter at 
the point of purchase. It suggests: “Have 
your name engraved on your pen while 
it’s being repaired. 35¢.” 

q Jefferson Jewelers of 1015 Chestnut St. 
are advertising and emphasizing fraternity 
jewelry not only for the profit in this busi- 
ness but as a means of interesting cus- 
tomers at the very beginning of their prime 
buying period. 

q Personnel of J. H. Getzow & Son say 
“customers put you in a lot of businesses.” 
This store has just added typewriters to 
the varied stock already assembled at 1609 
W. Venango St. in Philadelphia. 

q Mrs. Sharkey, who has been operating 
the store at 120 W. Susquehanna Ave. 
since the death of Joseph J. Filler last 
year, has made few changes in the estab- 
lishment since she assumed management. 


Mrs. Sharkey believes sudden and dra- 





matic changes following a change of owner. 

ship of a well established store only chases 

the customers the new owner should jp. 

herit, before new ones can be acquired, 

This fall she is planning some more dra. 

matic promotions to increase new business 

now that she has become established. 

q Joseph E. Abrams store, at 1543 South 

St. in Philadelphia, is now advertising 

over a Camden radio station daily from 

seven to ten in the morning. The three. 

hour program which the store sponsors js 
called “Swinging in the Groove.” The 
firm’s advertising on the radio has been 
in the experimental stage for over 19 
weeks. Resuits have been so gratifying 
that the firm has renewed their advertis. 
ing with the radio station for at least 
another 13 weeks. 

q C. Edward Best is improving the build. 

ing housing his store at 621 S,. 52nd St. 
in Philadelphia. The painting and general 
overhauling will be completed in time for 
the fall selling season. 

q Activities of the Lancaster Avenue Busi- 
ness Men’s Association are again begin. 
ning to center around the Danzig and 
Romain store at 4054 Lancaster Ave. where 
Lewis Gravitz is taking an active part in 
this autumn’s plans for joint business pro- 
motions. Mr. Cravitz was former president 
of this association. 

q An item that appeared in this column 
in the August issue incorrectly referred 
to the retail jewelry firm at 30 S. 15th 
St. as Time Watches. THE JEWELERS’ Cr- 
CULAR-KEYSTONE has subsequently been in- 
formed that the store is no longer being 
operated under that name. It has been 
under new management since last April 
and is now known as Bond Jewelers. 

q Counteracting the less than desirable 
promotions of Titania as “man made dia- 
monds” by a local department store in 
downtown Philadelphia, Coronet Jewelers, 
at 7634 City Line Ave., and several other 
jewelers are promoting this synthetic gem- 
stone through an educational campaign 
designed to inform the public of its real 
merits. Stressed in the jewelers’ promotion 
are the vast differences between Titania 
and the diamond. 

q Harburger Bros., at 1014 Chestnut St. 
in Philadelphia, and others have started a 
trend of using inexpensive plastic covers, 
suggestive of those which might be used 
in the home, on radios and small appli- 
ances. Arranged attractively, and of the 
proper size, they help the housewife vis- 
ualize the article in her home as well as 
keeping the cbjects protected between 
dustings. 

q Since Robert’s Hollywood Jewelers at 
105A South 16th St. has been completely 
redecorated and enlarged to accommodate 
its own repair department, Andy Hasco 
has become affliated with the store as 
watchmaker. 

q R. S. Milner & Son of 6434 Woodland 
Ave. and 1319 Point Breeze Ave. have dis- 
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Hamilton's Sales Force Attends Annual Conference 


The Hamilton Watch Company’s field ing the past two years. He said, “Our 
sales force met with the office sales staff vigilance and determination to protect our 
‘n the auditorium of the firm’s research dealers against Fair Trade violators bore 
and engineering building for its annual fruit during the recent price wars. Nation- 
week-long sales conference July 23-27. ally, Hamilton required court action against 

Lowell F. Halligan, vice president and only one violator.” 
sales manager, opened the conference on Wednesday’s meetings were devoted to 
Monday, July 23rd, at the first of a series a presentation of Hamilton’s vast sales 
of daily sessions, during which the sales- promotion and advertising program. The 
men presented comprehensive reports from company is prepared to offer dealer aids 
all parts of the country. These regional | in practically every advertising medium 
reports served as a guide in formulating | including news mats, radio transcriptions, 





Oe 





Hamilton Watch Company's combined field and office sales force is pictured above grouped 

at the entrance of the company's research and engineering laboratory building. Hamilton 

representatives from all over the country met at the Lancaster, Pa., factory July 23 to 27 
for the company's annual sales conference. 


| movies, car cards, posters, book matches 
of the conference. | and television. Hamilton’s national adver- 

The Tuesday meetings spotlighted the | tising, divided into four separate cam- 
greatly expanded “sellable” Hamilton line | paigns—general, fashion, farm and youth 
that was accorded enthusiastic receptions | —=includes 52 full page advertisements in 
from many jewelers during preliminary | 19 of the nation’s most widely read maga- 
showings. The line also included many | zines. 
new models, unveiled for the first time at The field men toured the Hamilton fac- 
the meeting, which produced a host of tory and laboratory buildings on Thursday 
favorable predictions from the field men. guided by a group representing the manu- 

Also included on Tuesday’s agenda was facturing division. Thursday evening the 
a round table discussion of Fair Trade and field force was entertained at the annual 
the various state laws that protect the Hamilton staff dinner and after a firtal 
legitimate dealer. Mr. Halligancommented | briefing by Mr. Halligan, Friday, the sales- 
on Hamilton’s many Fair Trade suits dur- | men returned to their respective territories. 


new sales policies during the remainder 














covered a profitable advertising spot in their continuous and conservative series of 
The Yeadon Courier. It is right beside the newspaper ads during the summer months. 
large ad telling folks in this suburban Each advertisement featured one type of 
community ebout buses which take them merchandise, such as diamonds or birth- 
past the door of these stores. stone rings, and mentions prices in a dig- 
4 Michael Rapp and Herbert Rothberg, nified manner. The ad campaign will be 
Marcus Hook jewelers, are actively pre- stepped-up in the fall. 

paring for the week-long celebration of the 
250th anniversary of the charter granted 
to that town in 1701 by William Penn. 
en aang —— —_ mee New Assistant 
ashion shows, tours of local industries an 

a historical pageant will be part of the | Sales Manager 
celebrations on the week of October 14th. | at Lux Clock 
Windows of the jewelry stores will be Mfg. Co. 
decorated for the occasion and the jewel- 

ers themselves are expected to take part in | 

several of the activities, PAUL LUX 

4 A recent watch sale advertisement by 
M. Simon & Co. of 1222 Market St. fea- 
tured an offer of “double our usual trade-in 
allowance” for an old watch. The firm is 


























remaining open on Saturdays during this | The Lux Clock Manufacturing Co., 
August sale, as they have been for the | Waterbury, Conn., has appointed Paul 
earlier summer, although most downtown | Lux assistant sales manager. Most re- 
stores are closed Saturdays during the cently Mr. Lux has been serving as sales 
summer months. representative in the Industrial Division. 
4C. R. Smith & Son, at 18th & Market He joined the company in 1946, follow- 
Sts., report a very satisfactory return from ing three years as an Air Force officer. 
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From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings 1s now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


PLATINUM, PALLADIUM AND GOLD JEWELRY 


DIAMONDS, CULTURED PEARLS AND GEM STONES 


805 Sansom St. Philadelphia 7 


WRITE FOR NEWSPAPER MATS OF THIS AD 
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60 MILLION 
PEOPLE 


WILL SEE 
CALVERT 


The Cherished Y's Watch Word 
WATCHES 








Advertised in 
SATURDAY EVENING Post 
COLLIER’s, NEWSWEEK 
COSMOPOLITAN 
REDBOOK 


AMERICAN MAGAZINE 


For good ideas on BETTER 
Watch business, Write us today 





BALTIMORE !, MD. 











TAKE ORDERS FOR RELIEFAGRAF 


WEDDING 
INVITATIONS 


CALLING CARDS - INFORMALS 
PERSONAL STATIONCGRY .. . 


Jewelers and Fine Stationers feature our 
Reliefagraf (no plates needed) products 
as the finest available. Orders taken from 
Sample Book with yo stock to carry. 
Extra sales and good profits are assured. 


Write for details. 


TURNER & PORTER, INC. 


BUFFALO 9, N. Y. Established 1892 











COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 
New Shanks— New Bezeles — New 
Prongs. 

DIAMOND SETTING 

WATCH REPAIRING 
1 year guarantee. 

ENGRAVING 
All styles of 
script. 

PLATING 
Jewelry, silverware, etc. 
All work at moderate prices. 
With 25 years of serving the trade we 
can meef all your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 


block, shading and 
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q The retail jewelry firm of Leon L. Hal- 
iczer, which for the past 30 years has been 
located at 259 Central Ave., St. Petersburg, 
Fla., was moved recently to new and 
larger quarters at 348 Ist Ave., N., that 
city. 

q The installation of a new store front and 
other alterations were completed recently 
by Stanley’s Jewelers, 193 West Main Ave., 
Gastonia, N. C. Included in the renova- 
tion program were the installation of new 
show windows, a new all-glass Herculite 
front door with bright and colorful terrazzo 
vestibule, and new lighting fixtures. On 
the store front, an aluminum fluted bulk- 
head was used, trimmed with bright new 
gray carrara. The firm recently installed a 
complete new air-conditioning system. 

q Irving Karson, formerly associated with 
Heins & Bolet of New York City, has 
been appointed manager of Hill’s Jewel 
Box, Augusta Ga. H. L. Stillman, of Hill’s 
Jewel Box, will maintain New York buying 
offices at 271 West 39th St. 

q William Zale, vice president of the Zale 
Jewelry Co., stated recently that his firm 
expected to open its third store in Dallas, 
Texas, on September Ist. The new store, 
located at 5445 East Grand at Samuel 
Boulevard, like the other 36 in the Zale 
organization, will carry a complete line of 
diamonds and watches, rings and other 
jewelry. 





» THE SOUTH 


q McFayden Credit Jewelry Co., Fayette. 
ville, N. C., has been granted a charter by 
the Secretary of State to engage in the 
jewelry business. Authorized capital stock 
is $100,000. Incorporators: J. Scott Me. 
Fayden, Mrs. Fannie Black, both of Fay. 
etteville, and Morris Silverman, of New 
York. 

q Fay’s Jewelers, formerly located at 353 
West Jefferson St., Dallas, Texas, moved 
July 12th into a new store at 367 West 
Jefferson St., that city. A five-year lease 
has been taken at the new location, and 
the building has been fitted with new fix. 
tures and air conditioning. The store from 
which the firm moved was established jn 
1933 by Mrs. Fay Seitzler, and from her it 
derived the name Fay’s Jewelers. She js 
the wife of E. L. Seitzler, who was a 
salesman for a wholesale jewelry firm at 
the time she began her business career. 
He is manager of Fay’s Jewelers other 
store, located at 116 West Jefferson St. 
Mrs. Fay now is returning to active asso- 
ciation after a few years of ill health. 

q P. H. Greene, Jr., of Cartersville, Ga.. 
announced recently the opening in that 
city of the Treasure House, a gift and 
jewelry establishment. Merchandise han- 
dled by the new store includes a complete 
line of gifts, china and crystal, silver and 
brass, diamonds, watches and_ costume 
jewelry. 





Johnson Acquires Control of 
Vernon (Texas) Jewelry Store 


Mrs. Edna Thompson announced re- 
cently the sale of Thompson’s Jewelry 
Store, 1712 Main St., Vernon, Texas, to 
A. Q. Johnson. 

The business was established approxi- 
mately 40 years ago by the late Fred L. 
Thompson who was sole owner of the firm 
until his death in December, 1950. Since 
that time the store has continued under 
the management of the estate. 

Mr. Johnson, the new owner, has for 
the past five years been manager of the 
jewelry department of Heard & Jones, a 
local jewelry and drug store. He has as- 
sumed active management of the Thompson 
store which will now be operated as John- 
son’s Jeweiry. 





Manners Jewelers Open 
Second Store in New Orleans 


The opening (July 16) of a second 
Manners Jewelers store at 139 Baronne, 
New Orleans, La., marked an expansion 
move of the eight-year-old firm. 

According to Leonard W. Gunzburg, 
proprietor, the company will carry on its 
business at 109 St. Charles, New Orleans, 
while the new, modern’ establishment 
approximately two blocks away will take 
care of an increased volume of trade in 
jewelry and watch repairing. 

The new store, modern in appointments 
and decoration, contains 2,700 square feet 
of space on the street floor. Additional 





space is available in the building’s second 
floor, Mr. Gunzburg said. Features include 
shadow display boxes set in the walls. 
indirect lighting, air-conditioning, a pic- 
ture frame effect entrance and the newest 
devices for protection against burglaries. 

Gunzburg said the firm now employs 
27 persons. With the expansion move, 
the number probably will be doubled by 
the end of 1951, he added. 





JIC Pays Tribute to R. M. Kant 


At a meeting of the board of directors 
of the Jewelry Industry Council held in 
New York City on August 14, 1951, the 
following tribute was unanimously adopted. 

“The entire jewelry industry and the 
Jewelry Industry Council have suffered 
creat loss in the death of Rudolph M. 
Kant. 


“The industry he served so devotedly 
will always remember his high character, 
integrity and vision. 

“The members of the Council, person- 
ally and collectively, wish to express, 
through their board of directors, to Mrs. 
Kant their deep and heartfelt sympathy.” 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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1. LURIA HOLDS OPEN HOUSE AT ATLANTA SHOWROOM 





Many new jewelry items and other commodities were on display at the open house party 

ond merchandise exhibit held July 22 through 25 by L. Luria & Son, Inc., at their show- 

rooms in Atlanta, Ga. Many dealers and factory representatives attended the four-day 

exhibit. Shown above at the showrooms are, left to right: Ray Holman, Southern repre- 

sentative for International Silver Co.; Ben Hyman, manager of Luria's Atlanta office and 

warehouse; Leonard Luria; Joseph J. Luria, and John Shaw, sales manager of the 1847 
Rogers Bros. Division, International Silver Co. 








‘Controllers Institute Elects 
Lord, Dow and Jones to Office 


Charles L. Lord, controller of the Wil- 
liam L. Gilbert Clock Corp., Winsted, 
Conn., was elected vice president of the 
Hartford Council of the Controllers Insti- 
tute at a recent meeting of that group. 

At the same meeting Elmer F. Dow, as- 
sistant treasurer and assistant controller 
of the International Silver Co., Meriden, 
Conn., was chosen a director. 

Richard G. Jones, controller of Handy 
& Harman, New York, was named a di- 
rector of the Institute’s New York City 
Control. 

Established in 1931, the Institute is a 
non-profit organization of controllers and 
finance officers from all lines of business— 
banking, manufacturing, distribution, utili- 
ties, transportation, etc. The total mem- 
bership exceeds 3,700. 





Penmen Voice Opposition to 
Taxing Product as Luxury Item 


James V. Carmichael, spokesman for the 
Fountain Pen and Mechanical Pencil 
Manufacturers Association, told the Senate 
Finance Committee August 3rd that a 
proposal to levy a new tax on pens and 
pencils “would be like taxing carpenters’ 
saws and mechanics’ tools.” 

Carmichael, who is president of Scripto, 
Inc., of Atlanta, Ga., testified in opposition 
to a House tax proposal extending the 20 
per cent luxury excise tax on fountain 
pens, ballpoints and mechanical pencils 
from expensive, ornamented models to all 
types regardless of value. 

Carmichael also told the committee that 
the 32.000,000 students in the nation’s 
schools would be the group most heavily 
hit by the proposed levy. He estimated 
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that half of this tax would fall upon stu- 
dents, an “unjust hardship on those least 
able to afford it.” 

Second largest group to be hit by the 
proposed levy, Carmichael said, would be 
the country’s more than 3,000,000 service- 
men and women and their families “whose 
letter-writing is a vital factor in maintain- 
ing a high level of morale in the nation’s 
armed forces.” 

Carmichael emphasized that fountain 
pens and mechanical pencils are “in no 
sense of the word a luxury, but a strictly 
utilitarian item without which all produc- 
tion and commercial processes would be 
severely hampered.” He warned that “this 
hidden levy on a necessity would set an 
unhealthy, discriminatory precedent for 
future reckless forays by Congress into 
new fields of unjust taxation.” 





Greater N. Y. Fund Appoints 
Weill V. P. and Director 


Milton Weill, president of the Arrow 
Mfg. Co., Inc., manufacturers of jewelry 
boxes and displays, West New York, N. J., 
has been elected a director and vice presi- 
dent of The Greater New York Fund. He 
succeeds to the vice presidency vacated by 
Ralph E. Samuels who remains a director 


of the Fund. 


MILTON WEILL 


President 
Arrow Mfg. Co., Inc. 
West New York, N. Jd. 





Mr. Weill long has been associated with 
civic and philanthropic causes in New 
York City. He is president of the Federa- 
tion of Jewish Philanthropies, a member of 
the executive committee of the United 
Jewish Appeal, a director of Surprise Lake 
Camp, vice president of the National Jew- 
ish Welfare Board, and a trustee of the 
Park Avenue Synagogue. 











A Popular 


MASONIC RING 


For Fast Turnover 


created by Gran 


This beautiful ring has contrasting colors. 
The brilliant white hand-chased eagles 
are applied against a red enamel back- 
ground. The Rose Croix, 14° and 32° are 
embossed and enameled on the shanks ) 
of the ring. The fine finish, beautiful 
design, and heavy construction make it 
one of our most successful and fast sell- 
ing rings. | 

And this Beautiful 

LAPEL BUTTON 





is another popular addition to the 
“GRAN” line of fine emblem jewelry. 
It is hand-chased and rhodium finished 
white gold. May be had with 32° in 
triangle in place of diamond plate. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
iF NOT... 
Ask Your Jobber Today! 


a 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicago 2 tHinols 




















Gold=Siiver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
































WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroif 26, Mich. 

















CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN enemeaer 
29 East Madison Street, Chicago 3, Illinois 














DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 


31 N. STATE ST. CHICAGO 2, ILL. 




















q Carter’s Jewelers, 9 West Madison St., 
expected to be completely moved to their 
new location at the corner of State and 
Madison Sts. on or about August 20th, 
according to Al Appel, president of the 
firm. Since this corner has the reputation 
of being the busiest corner in the world, 
there is no question about the traffic the 
store should receive. All frontage, the 
store faces 16 feet on State St. and 45 feet 
on Madison. Previously it housed a chain 
drug store. Carter’s hrs been in business 
about six years. No.ning special was 
planned for the opening, said Mr. Appel 
—they would just go right ahead doing 
business. 

q Eichberg & Co., New York diamond 
dealers, announced recently that Philip 
C. Abrams is now representing them in 
Chicago and some of the surrounding ter- 
ritory in the midwest. 

q Leor Mindell, dealer of diamonds at 
29 East Madison St., returned early in 
August from a two-week vacation in Wis- 
consin. Upon his return, his son and 
daughter-in-law, Mr. and Mrs. Marvin 
Mindell, left for three weeks in Florida. 

q Imperial Pearl Syndicate, 5 N. Wabash 
Ave., opened a Detroit sales office on 
August 15th. Located in the Michigan 
Theaire Building, Detroit, it is headed by 
David Ettinger. Mr. Ettinger has been 
with the firm about five years covering 
the sales territory in the Detroit area. 
Mrs. Ruth Sloan, in charge of the Chi- 


DAVID 
ETTINGER 


Heads Imperial 
Pearl's New 
Detroit Office 





cago order department, has returned after 
a five-months’ absence. Ann Byers, of the 
office force in Chicago, was vacationing 
the end of the month. Herman Goldberg 
was expected sometime during the month 
from an extended trip to Europe. He left 
sometime in June, combining business 
with pleasure. 

q R. J. Pausback, of Agnini and Singer, 
656 North Western Ave., reported that 
Joe Green had joined the firm’s sales force 
as Southern salesman. Mr. Green is the 
owner of the Petty Gem Shop in Kansas 
City, Mo., where he carries the firm’s 
jewelry as his standard line. He thought 
so highly of it, that he requested a sales 
territory. He will cover the area from Vir- 
ginia to Florida and west to Texas. His 
wife will continue to operate the Petty 
Gem Shop. 








CHICAGO 


q Albert Panitch, owner of Modern Watch 
and Jewelry Co., 5 S. Wabash Ave., re 
ported that his assistant manager, Ear] 
Oak, was away on a well-earned vacation, 
q Also vacationing in August was Mrs, 
Ruth Jacobson, owner of the Jacobson 
Gem Co., 55 E. Washington St. Mps 
Jacobson compel at her son Charles’ camp 
near Deluth. Minn. 

q Mr. and Mrs. M. M. Shur of Van 
36 5S. State St., spent a 
week early in August at Starved Rock 
Lodge in Utica, Ill. 

q The Illinois Watchmakers Association 
planned a picnic for September 9 at 
Schiller Park. Vernon Gros of Montgom. 
ery Ward was in charge of the picnic com. 
mittee. All watchmakers were _ invited. 
free of charge. Free coffee, pop, beer, 
ice cream, and prizes were on the agenda 
for the day. The next meeting of the 
watchmakers will be September 18, at 
which time the election of officers will 
be held. 

q Illinois watchmakers mourn the passing 
of Fred M. Lund, who died in his home 
at 1226 Norwood Ave. on Friday, August 
10. Mr. Lund, 85, was the owner of the 
Fred M. Lund Jewelry store at 31 N. 
State St. He had been ill for about a 
year, during which time his son, Jack, 
operated the business. Mr. Lund is also 
survived by his widow, Ovieda, and his 
daughter, Ethel. At the June 19 meeting 
of the Illinois Watchmakers Association, 
Mr. Lund was presented with an honorary 
silver lifetime membership card for his 
services to the group. Jack Lund accepted 
the card for his father, who could not 
attend. He was a charter member of the 
association, founded in 1942. He was also 
a charter member of the Horlogical Insti- 
tute of America. 

q Rudy Samuels of Stein & Ellbogen, 55 
E. Washington St., reported that Fred 
Marhoff had been promoted to presi 
dency of the firm’s subsidiary, the Na- 
tional Railroad Time Service Co. Mr. Mar- 
hoff was formerly general manager. His 
position was held by Bert R. Hopper, who 
passed away early this summer. 

q Brown’s Jewelry Shop at 9156 Commer- 
cial Ave. reported that Mr. and Mrs. Ellis 
K. Brown, owners of the store, and their 
three-and-a-half-year-old-daughter, | Bobbe 
Adair, planned to leave August 24 for a 
couple of weeks’ vacation of just fishing, 
eating, and relaxing at Big Cedar Lake, 
Wis. Mr. Brown also owns stores at 4116 
West Madison St. and 1759 West How- 
ard St. Wilma Finkbein, credit manager 
and bookkeeper at the Commercial Ave. 
store, left for a week motor trip with 
her sister. They drove to Detroit and then 
motored back through Michigan. Dr. Fred 
Kopfer, optometrist at the Commercial 
Ave. store, was a member of the _ brass 
band in the Shrine parade in Aurora, Ill, 
on August 18. 
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Present at the semi-annual board of 
directors meeting of the Diamond Council 
of America, held recently in Chicago at 
the Stevens Hotel, were, seated left to 
right: Nathan Fink, Fink’s Jewelers, Inc., 
Roanoke, Va.: Melvin Rudolph, Rudolph 
Bros., Inc., Syracuse, N. Y.; Isadore Hor- 
witz, Crescent Jewelry Co., Fargo, N. D.; 
H. A. Goldberg, Cooper’s, Inc., Portsmouth, 
Va.; B. C. Helzberg, Helzberg’s, Kansas 
City, Mo.; J. M. McEntee, Jr., J. M. 
McEntee & Sons, Oklahoma City, Okla.; 
Isadore Lesser, Lesser’s Credit Jewelers, 
Charleston, S. C., and Joe Goldman, Joe 
Goldman, Inc., Milwaukee, Wis. Standing, 
left to right: Myer B. Barr, Associated Barr 
Stores, Inc., Philadelphia, Pa.; Meyer 
Rosebaum, Meyer Jewelry Co., Detroit, 
Mich.; Irving Chayken, Armstrong Jewel- 
ers, Inc.. Hammond, Ind., and Jerry Blick- 
man, Rogers Jewelers, Indianapolis, Ind. 
Also present were Fred Dreifus, Dreifus 
Jewelry Co., Memphis, Tenn., and Lewis 


Silberman, The Wilkens Co., Pittsburgh. 


DIAMOND COUNCIL OFFICIALS MEET IN CHICAGO 
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It was reported that close to 500 per- 
sons are now taking the course in gem- 
ology, conducted for the Council by Pro- 
fessor Paul J. Storm of the University of 
Pennsylvania. Thirty-five people have al- 
ready been certified as Guild Gemologists 
of the Diamond Council of America. 

At the meeting, the Council’s board of 
directors appointed a special Advertising 
and Promotion Committee, headed by Myer 
B. Barr. Serving on the committee are: 
Leo Weisfield, Weisfield, Inc., Seattle, 
Wash.; B. C. Helzberg, ex-officio; Meyer 
Rosenbaum and Lewis Silberman. 

This committee will draw up a national 
advertising and promotional program and 
will make arrangements for the preparation 
of suitable stuffers, ads, mats, and other 
promotional material. Its program will be 
presented at the next annual meeting of 
the Diamond Council of America which 
will be held at New York’s Waldorf- 
Astoria Hotel on January 12, 1952. 








Gotilieb Returns from Abroad, 
Finds Diamond Market Unsteady 


On the basis of a recent trip to the 
diamond markets of Europe and Israel, 
Frederick Gottlieb, president of Frederick 
M. Gottlieb and Co., prominent Chicago 
diamond importers, advised that Ameri- 
can merchants, both retailers and whole- 
salers, would do best to buy their dia- 
monds “from hand to mouth” until market 
conditions steady. 

The foreign diamond markets are fluc- 
tuating strongly from day to day as the 
world economic and_ political picture 
changes, Mr. Gottlieb said. 

The Chicago importer’s recent trip 
abroad included his first visit to a factory 
in Tel Aviv which supplies him with 75 
to 100 carats a week in full cut melee. 
Mr. Gottlieb has made more than 50 trips 
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abroad since he founded his business 30 
years ago, but this was his first trip to 
Israel. Since he was accompanied by his 
wife and another couple, his plans were 
made so as to allow a full week’s stay in 
the new state, thus giving the party a little 
time for sightseeing. 

From Israel, the party flew to Amster- 
dam, where Mr. Gottlieb reported diamond 
prices were unproportionately high. The 
Gottlieb party also visited the Antwerp 
market, where conditions were also high 
and unsettled. 

If all goes well, Mr. Gottlieb said he 
plans another trip to Europe with his 
wife this fall. 


Hirsch Co. Wins 
Hamilton Award 


The Hamilton Watch Company’s “Pretzel 
Award of the Month” was presented re- 
cently to the A. Hirsch Co., 22 W. Madi- 
son St., Chicago 2, Ill. The award, a big 
tin of Lancaster pretzels, is presented every 
month to the jobber with the best dealer 
promotion of Hamilton watches. 

The prize-winning A. Hirsch Co. mail- 
ing explained to the dealers the profitable 
merchandising methods and the Hirsch 
services that would help them sell more 
Hamilton watches. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 


























OUR 1952 
CATALOG 


is now ready 
for mailing 


Send for your copy illustrating the 
largest selection of earring, scarf 
pin, ring and watch attachment 
mountings. 


JACK T. GOLDMAN & CO. chicago 2 1c. 























24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
Prices from 75¢ 
ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 
Rm. 611 5 S. Wabash Ave. 


CHICAGO 3, ILL. 
707 So. Broadway, Room 308, Los Angeles, Cal. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 
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We SPECIALIZE... 


in special order works. Sad “us your 


specifications. W. 4 sabmil a design 
without obligation. 








(SCHUMER BROTHERS CO. 
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* CINCINAATI, OHIO 








5 EAST THIRD STREET 








DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI NEW ORLEANS DALLAS 











DIAMOND-CUTTING 


EXPERT WORK 
bY Mn) 41.8 414 
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LITWIN & SONS 
114 West 6th Strect 
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with FAITH a met 


Exclusive “omen Franchise 
WRITE TODAY for Complete Details 


A.G.SCHWAB *ixc* 


INC. 
29 East Sixth Street 


CINCINNATI 2, OHIO 


FAITHFULLY SERVING THE RETAIL JEWELER SINCE 1878 

















The Wallenstein-Mayer Co. 
31 E. Fourth St., Cincinnati 2, O. 


WHOLESALE 


Distributors of Nationally-Known 
Makes of 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


Write for our new 
1931 Catalogue 
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4 In his “Stone Night” programs now be- 
ing held in various mid-western Cities, 
Edward Herschede, Jr., certified gemologist 


and director of the Cincinnati Gemological 


Laboratory, demonstrates the relative 
values of 20 jewelry stones with a display 
of hundreds of stones valued at approxi- 
mately $150,000. It was incorrectly stated 
in the August issue that the gems were 
valued at hundreds of dollars. 


_@q The 1952 catalog of the Gerwe Brown 


'Co., which recently was 





| q@ The quarters of the Victor Corp., 


 q Benjamin 
- Gruen 


| annual family picnic of the P.A.T. Club, 


jamin 


distributed to 
company salesmen, is described by com- 
pany officials as a complete jewelry refer- 
ence book, with emphasis on heavy goods. 
It contains a new marking system whereby 


| the stock number identifies each item, thus 


providing a quicker check on the scope of 
any group of merchandise listed. 

q Officers and directors of the Gruen 
Watch Co. were re-elected at an annual 
shareholders’ meeting on July 20 in Cin- 
cinnati, O. The officers are: George J. 
Gruen, chairman; Benjamin S. Katz, presi- 
dent and treasurer; Ira R. Katz, Maurice 
Merz, William B. Ogush of New York, 
and Henri Thiebaud of Bienne, Switzer- 
land, vice presidents; George T. Gruen, 
secretary; Alfred T. Reis, comptroller, and 


Thomas F. Jeary, auditor. Board members 
include John R. Bullock, Sterling B. 
Cramer, George J. Gruen, George T. 


Gruen, Benjamin S. Katz, Ira R. Katz and 
Clifford R. Wright. 

q Adolf G. Simon, retailer in suburban 
Cheviot, O., recently answered a_ local 
newspaper “Opinionairre” question on how 
to overcome laziness in the summertime 
by declaring the installation of an air- 


_ conditioning unit in his store had made 


it possible for him and his employees “to 
get more work done during the summer 
than when we didn’t have the convenience.” 
q Henry Schulz, salesman in the retail 
store of Motch the Jeweler in suburban 
Covington, Ky., and his family enjoyed a 


_ recent vacation in New York City, which 
was made even more 
| with 
cured a leave from Camp Meade, 


pleasant by a visit 
Edward, who se- 
Md., 
Air Force. 

whole- 
salers in the Enquirer Building, have been 
redecorated and the shop facilities have 
been enlarged. The work was done while 


Mr. 


Schulz’s son. 


where he is training in the 


Victor Youkilis and Victor Kaufman of 
the firm were displaying the company 


lines at the recent National Jewelry Fair 
in Chicago. Salesman William Ford as- 
sisted in the Victor booth. 

S. Katz, president of the 
Watch Co., has endowed a chair 
in mathematics at Brandies University, 
Waltham, Mass., to be known as the Ben- 
S. Katz Family Foundation Chair. 
It will be occupied this fall by an authority 
in the field of mathematics. 


q Sports and athletic contests and a boun- 


tiful dinner were features of the recent 


j 
| 
] 
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CINCINNATI 


composed of employees of the Gerwe 
Brown Co. Highlighting the contests was 
a softball game between teams Captained 
by Jack Schmits and Con Dillon, with 
Harold Armacost serving as the unpopula, 
umpire. 

q Recent visitors here included George 
Spellmeyer of R. F. Simmons Co.; Louis 
Radt, diamond salesman of Chicago, and 
Ralph Lewis and Wallace Neumann, dia 
mond salesmen of New York City. 

q About all of the salesmen for loca] 
manufacturers and wholesalers are now 


-calling on the trade and report that there 


is expected to be excellent holiday business 
this year. Among those leaving recently 
for their territories were Robert J. Seifert 
and James L. Marshall of the Albert & 
Seifert Co., wholesalers, 18 West Seventh 
St., and R. C. Eigel and Albert Wehry of 
Klein Brothers Co., 626 Vine St. Robert 
Faigle of Faigle Brothers, manufacturers, 
528 Walnut St., who has been ill for quite 


a period, is now on a trip through the 
South. 

q The office personnel of Schira Brothers, 
manufacturers at 530 Walnut St., are en- 
joying the new air-conditioning system 
which was installed recently. 

q A. G. Schwab & Sons, Inc., wholesalers 


at 229 East Sixth St., held a late July 
two-day sales meeting for all of the com- 
pany representatives in Hotel Netherland 
Plaza. Charles Jauch, local salesman for 
the firm, won a recent guest day golf 
tournament at the Losantiville Golf Club. 
q Robert Gauche of the heavy goods de 
partment of the Gerwe Brown Co. is en- 
joying the new home into which he moved 
recently with his family. 

q Mrs. Viola Reinstatler, saleslady for 
rlmer T. Herzog, retailer in suburban 
Covington, Ky., has recovered from a minor 
operation, and Mrs. Connie Dillon, wife 
of a Gerwe Brown salesman, is recovering 
nicely from a recent operation. Louis 
Grassmuck, retailer at 34 East Fourth St., 
who became ill while on a trip to Ashe- 
ville, N. C., has resumed his business 
activities, 

q The manufacturing plant of C. Bischoff 
at 128 East Sixth St., was closed for vaca: 
tion from Aug. 25 to Sept. 4. 
q Albert Sauer of A. Sauer & Co., 


329 East 


EASTERN STAR 


Pins or Earrings 


IN CORRECT COLORS 
x*wkekwekweKk* 
Very popular sellers. 
Finest quality Austrian 
machine-cut crystal and 

colored stones hand set in beav- 

tifully finished rhodium plated mountings. Available 

in all colors as well as Eastern Star. 2 Earring sizes 

— screw back, clip, or post and nut for pierced ears. 
5 pin sizes. 
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SOUTHERN JEWELRY TRAVELERS ELECT NEW OFFICERS 











Members of the Southern Jewelry Travelers Association, Inc., elected new officers and 
directors for the coming year at their recent annual meeting. The organization's annual 
meeting followed th: Southern Jewelry Show, held July 22 to 25 in Atlanta, which the 
association sponsors. Seated, left to right, are: Charles Fram, secretary-treasurer and 
show manager; Saul Hanson, A. Cohen & Sons Corp., president, and Larry H. Kinard, 
Oneida, Ltd., vice president. Directors are, second row, left to right: Fred W. Board, Elgin 
National Watch Co.; Charles Mednikow, Mednikow & Paul, Inc., and Edward Reiwald, 
Castleton China, Inc. Back row, left to right: Verne C. Murrah, Reed & Barton; Les L. 
Holloway, Gladding, McBean & Co., and Murray H. Shure, Bulova Watch Co. 





Eighth St., made a recent business trip to { A. G. Schwab and Sons, Inc., wholesalers, 
New York City. | 229 East Sixth St., and Charles Stern, 
4 Jack Hartle is a new salesman in the | secretary-treasurer, Wallenstein-Mayer Co., | 
retail store of Louis F. E. Hummel at | wholesalers, 31 East Fourth St. | 





1 East Fourth St. 


q Recent vacationers included Edna Law, C. G. Broer Named President 
Robert Herbers, Emmett Fitzpatrick and ainsi 


Charles Hummel, salesmen, and Carl Of Broer-Freeman Company 


Hessel, bookkeeper, the Gerwe Brown Co., Carlton G. Broer, formerly secretary- 
wholesalers, Temple Bar Building; Mark treasurer of the Broer-Freeman  Co., 
Herschede, The Frank MHerschede Co., jewelers of Toledo, Ohio, was recently 
retailers, 8 West Fourth St.; Doyle L. elected president of that concern. 
Gooch, retailer in suburban Ludlow, Ky.; Mr. Broer succeeds his father, William 
Victor Hagen, store manager, Louis F. E. F. Broer, president of the firm since its 
Hummel, retailer, 1 East Fourth St.; 

Howard and Norman Rosfelder of Ros- 

felder Brothers and Co., manufacturers, 

413 Race St.; Marie Kinzalow, Schira 

Brothers, manufacturers, 530 Walnut St.; CARLTON G. 
Hobart A. Wehking, manufacturer, 914 sess 
Main St.; Chris Hirsch and Edward Wil- 
liams, Williams and Hirsch, manufacturers, 
934 Vine St.; Mrs. Omer Spears, office 
manager, Ralph E. Goebel, Inc., Provident 


President and 
Treasurer of 
Broer-Freeman Co., 

















Bank Building; Julius D. Jacobs, Jr., and Toledo, Ohio 

Edwin B. Jacobs, D. Jacobs Sons Co., 

wholesalers, 811 Race St.; John Schwab, 

RAY C. EIBEL R. J. FROMMEYER BOB GAU founding, who was made chairman of the 


board. The appointment of W. F. Broer, 
Jr., as vice president and secretary was 
also announced by the firm. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS Carlton Broer is, at the present time, 


The Line Beautiful chairman of the fair trade committee of 
626 VINE ST. CINCINNATI, OHIO the American National Retail Jewelers 
| Association. He is also a past president 
| and Certified Gemologist of the A.G.S. 
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EXPERT 
PEARL RESTRINGING 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 








American Legion Elects Eckstein 


Congratulations are in order for Robert 
EK. Eckstein, popular jeweler of Fremont, 
Prices. All jobs guaranteed. Ohio, who was recently elected vice com- 

B. FEINSTEIN mander of the American Legion, Fifth Dis- 
31 N. State St., Chicago 2, Illinois | trict. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALER JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 
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ESPECIALLY 





Sales making 
newspaper mats 
and literature 
on request. 


Write for full details— 
TEVICTOR cone: 2323 100 


“Value Is Ever Victor" 





Please send complete details regarding 
the Victor Diamond Cluster Rings. 


ADDRESS incihalieianipiltigaanainlinenaiae 
CITY —————e 

















CASH PAID FOR 


OLD MINE 
DIAMONDS 








WILL ALSO BUY JEWELRY 
CONTAINING 
RUBIES, DIAMONDS, 


SAPPHIRES, PEARLS 
& 
PRECIOUS STONES 





CARL D. LINDSTROM 


Manufacturer of 
Fine Jewelry 
Diamonds . . . Precious Stones 


Room 508 Telephone 
220 W. 5th St. MAdison 1409 
Los Angeles 13, California 

















DIAMONDS 


EMERALDS — SAPPHIRES — RUBIES 


I. WIDESS & SONS 


220 W. 5th ST.,. LOS ANGELES 13, CALIF. 

















Distinctive JEWELRY DISPLAYS 


Made to your 
Individual Specifications 


LOS ANGELES WINDOW DISPLAY CO. 


342 E. 2nd St. Los Angeles 17 
Michigan 0510 
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GEM TESTING LABORATORY 


Has only X-Ray equipment in the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 
KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 So. Hill St., Los Angeles 14, California 
Appraisals and Gem Testing Exclusively 














CATALOG 
OF CHARMS 


FRE: 


World’s biggest selection of 14K Gold and 
Sterling Silver Charms classified and beauti- 





fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manu- 
facturing Jewelers, 448 S. Hill St., Los An- 
geles 13, Calif. 
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q Hayward Jewelers, formerly located at 
1046 B St., Hayward, Calif., moved re- 
cently to new and larger quarters at 
1066 B St., that city. The firm, which is 
owned and operated by Frederic C. Keil, 
was located at the old address for the 
past six years. Stanley M. Heriot, watch- 
maker for the concern, is well known in 
the bay area. 

q Two veteran California jewelry retailers 
have joined to form a new jewelry opera- 
tion to be known as Iliff & Poole, Jewelers, 
912 “J” St., Sacramento, Calif. Owners of 
the new store are Jeff Iliff, active in Sacra- 
mento jewelry business for over 20 years 
and former owner of the shop bearing his 
name at 1021 Twelfth St., and James D. 
Poole, who has operated a jewelry store 
in Marysville, Calif., for over 35 years. 

q A special two-day event signaled the 
opening of Rogers Jewelers new store at 
117 E. Washington St., Phoenix, Ariz. 
Owner of the nine-year-old firm is Peter 
Smolak. Store was formerly located at 
31 E. Monroe St., same city. 

q Charles Stoddard is now the sole owner 
of the firm of Baker & Stoddard, 2045 
Concord Ave., Concord, Calif., having pur- 
chased his partner’s interest in the store. 
q Fred Hurst, for many years in the retail 
jewelry field in Los Angeles, has pur- 
chased Bays Jewelers, 606 S. Myrtle Ave., 
Monrovia, Calif. Mr. Hurst has completely 
remodeled the shop, installing all new 
fixtures. 

q Art Craft Jewelers, new jewelry manu- 
facturing firm, has been formed by Don 
Wonderly and Herbert Dyer. Firm is 
located at 477 15th St., Oakland, Calif., 
and will offer complete manufacturing and 
repair services to the trade. 

q Pacific Diamond Co., founded three 
years ago by Joshua Torczyner, has moved 
to new and larger quarters at 704 Market 
St., San Francisco, from their 830 Market 
St. location. 

q Richards Diamond Specialists is the 
name of the retail jewelry store recently 
opened by J. W. Davis and Harold Haus- 
man at 3781 Main St., Riverside, Calif. 
Davis is former manager of Perrin’s Credit 
Jewelers of the same city and partner 
Harold Hausman was affiliated with Tol- 
bert’s Diamond Shop of this community, 
and with Daniels Jewelers of Phoenix, Ariz. 
q New location for Hughes & Byrd, San 
Francisco retail jewelers is 11 Battery St. 
The firm, owned by Mort Hughes and 
William Byrd, was formerly located at 
40 First St. 

q Miss Olga Pedersen died recently fol- 
lowing a heart attack in her jewelry store 
located at 1215 Burlingame Ave., Bur- 
lingame, Calif. Miss Pedersen was the 
daughter of Mrs. Jeanne Pedersen, one of 
Burlingame’s pioneer jewelers. She is 
survived by her mother and a _ brother, 
Waldemar Pedersen. 
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q Archie Schoenkopf, owner of the Plaza 
Jewelry Co., 932 Fourth Ave., San Diego, 
died recently at the age of 46. He is 
survived by his widow, Mrs. Ann Schoen. 
kopf, two daughters, and his mother, 

q George P. Colgett, pioneer Oakland 
jeweler who entered the jewelry field jin 
1897, died recently. At the time of his 
death, he operated a store located at 562] 
College Ave., Oakland, Calif. Mr. Colgett’s 
son, Robert, has been an associate in the 
business for the past several years and 
will continue the firm. Mr. Colgett is 
survived by his widow, a son, two sisters 
and a brother. 





California RJA Sponsors 
Anti-Peddling Ordinance 


In line with the Supreme Court’s recent 
ruling upholding the validity of local anti- 
peddling ordinances, the California Retail 
Jewelers’ Association has drafted a sample 
ordinance that may be used as a pattern 
by interested communities. 

To date, seven California communities 
have adopted or are in the process of 
adopting the California RJA’s pattern 
legislation. It is framed so that it may 
be used either in toto to regulate direct 
selling within the community or as an 
amendment to adapt existing ordinances 
to meet the standards set up by the 
Supreme Court’s findings. 

The California ordinance impowers the 
local city council to declare solicitors, 
peddlers, hawkers, itinerant merchants 
and transient vendors as public nuisances 
and subject to punishment as a misde- 
meanor if they engage in these pursuits 
without having been requested or invited 
to do so by the individual resident. 

Copies of the suggested ordinance may 
be secured by writing, William Erb, 
Executive Secretary, California RJA, 46 
Kearny St., San Francisco. 





Products of 1000 Manufacturers 
To be Exhibited at Denver Show 


Addition of the entire third floor of the 
Albany Hotel to the Denver Gift and 
Jewelry Show, to be held September 16-19, 
will admit an imposing list of new exhibi- 
tors to this fast-growing market. 

Leading diamond importers, 
houses and manufacturers of 
semi-precious, costume and men’s jewelry 
will be more strongly represented than 
ever before in the Albany sample rooms, 
all of the mezzanine parlors and on the 
third, fourth, fifth and sixth floors of 
the hotel. 

Other commodities to be featured among 


watch 
precious, 


the displays include dinnerware, glass 
and silver, lamps and pictures, luggage 
and leather goods, decorative ceramics, 


Christmas decora- 
It is estimated that 


stationery, housewares, 
tions and gift wraps. 
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close to 40,000 individual items will be 
shown, representing the merchandise of 
more than 1,000 American and foreign 
manufacturers. 

Social functions to be held in conjunc- 
tion with market week include the popular 
buyers’ party, which is moving into the 
largest quarters obtainable in Denver, the 
Cathedral Room, on Monday, September 
17, and the semi- -annual buyers’ and ex- 
hibitors’ dinner-dance, also to be held in 
the Cathedral Room, Tuesday, Septem- 
ber 18. 

The Denver Gift and Jewelry Show will 
wind up the 1951 market program of 
Allied Exhibitors, Inc., the sponsoring or- 
canization of nationally advertised manu- 
facturers and their representatives which 
operates trade fairs for the gift and jewelry 
industries in Dallas, Denver, Los Angeles 
and New Orleans. 


California 24-K Club Picnic 
Draws Attendance of 250 


Members of The Jewelers’ 24 Karat 
Club of Southern California and _ their 
families, numbering some 250 strong, took 
over Pepper Tree Grove in Los Angeles’ 
Grifith Park on Sunday, August 5, for 
the best picnic ever by all reports. 

Each family group brought their own 
dinner but the club furnished soft drinks, 
ice cream, coffee and even hot dogs to 
all comers, as well as some 75 prizes 
awarded in the afternoon’s various games 
and in drawings. 

A variety show, following the games 
and relays, featured the Black Brothers 
(contortionists), the Pat Patterson pup- 
peteers, Hanlon and his Pals (a trained 
dog act), Googoo the clown, and an ac- 
cordionist. Following the _ professional 
show, an impromptu talent contest was 
staged among the younger generation with 
prizes for performances rating tops in 
popularity. 

Although a full program of games, re- 
lays, and entertainment was provided, the 
major activities of the day were visiting 
back and forth between tables and, as 
it properly should be on a picnic, eating. 

Arrangements for the picnic were han- 
dled by Herman Siegel, Harry Prezant 
and Irving Kaufman, who drew a_ well- 
deserved congratulation from Club Presi- 
dent Emanuel Lippett and over 200 
guests, 





Cunningham Acquires Control 
Of Sacramento Jewelry Store 


Clarence E. Cunningham, who has been 
in the jewelry business for the past 40 
years, purchased on May lst the remain- 
ing interest of Stanley F. Lovett in The 
Village Jewelers, 2613 Marconi Ave., Sac- 
ramento, Calif. For two years prior to 
that date a limited partnership operated 
doing business as The Village Jewelers, 
wih Mr. Lovett the limited partner. 

Before moving to California five years 
ago, Mr. Cunningham was employed by 
some of the finer jewelry stores in the 
East. He was, at one time, associated 
with E. J. Scheer Co., Inc., Rochester, 
N. Y., and the W. J. Lukens Co., Wheel- 
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ing, W. Va. Before purchasing an in- 
terest in Mr. Lovett’s Village Jewelers, he 
was employed by Edwin A. Grebitus in 
Sacramento. 

Mr. Cunningham announced recently 
that he will continue the business him- 


self, = 


Southern California AGS Guild 
Announces Scholarship Winner 


H. Gordon Chaves, formerly with 
Churchill Jewelers of Santa Barbara and 
now in the Counter Intelligence Corps 
of the U. S. Army, is the winner of the 
first gemological scholarship to be awarded 
by the Southern California Guild of the 
American Gem Society. 

The scholarship, which basic 
courses in gemology at the Gemological 
Institute of America, will be taken by 
Chaves through correspondence’ work. 
The award was made on the basis of re- 
sults of a competitive examination and 
essay contest held earlier this summer 
among interested Southern California 
jewelry firms. It is hoped that the schol- 
arship can be set up as an annual award 
by the Southern California Guild. 


covers 


H. GORDON 
CHAVES 


Wins 
Gemological 
Scholarship 


In announcing the award, David Widdes, 
president of the Guild said, “Chaves in- 
dicated in his twenty-one hundred word 
competitive essay on gems and_ jewelry 
based on a prepared panel of questions 
that his aptitude, knowledge and interest 
of the subjects covered deserved further 
study.” 


Chaves was with Churchill Jewelers, 
Santa Barbara, for seven 
He did jewelry repair work for 
the firm and assisted with retail selling. 
A graduate of Santa Barbara High School, 
he attended the University of California 


1009 State St., 


years. 


for two years. 


On learning of Chaves’ award, Richard 
“We are 


M. Kern of Churchill’s stated, 
very proud that Gordon won this award 


as we feel that his seven years’ experience 
Jewelers gave him a 


here at Churchill’s 
good basis for this competition.” 


Offer Booklet on Karat Golds 


A new booklet which provides the basic 
facts about karat golds and information 
helpful to craftsmen working with it has 
just been published by the Craft Service 
Department of Handy and Harman, re- 
finers and fabricators of precious metals. 
Titled “An Jntroduction to Karat Golds 
for Hand Craftsmen,” the booklet may be 
obtained by writing to: Craft Service De- 
partment, Handy & Harman, 82 Fulton 


St., New York 38. 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 

With the help of the “Silent Teacher” 
you can now learn the fine techniques 
of Engraving at Home—in your spare 
time. 

The “Silent Teacher” enables you to 
see your own errors... correct your 
own work ... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 























CASH FOR 
YOUR ANTIQUE JEWELRY 


Sterling flatware, Sterling silver hollow- 
ware, gold and Sterling silver scrap in 
any condition. Our check goes forward 
the same day your package is received, 
and is held intact in our vault for ten 
days subject to your approval—why not 
exchange your superfluous stock for 
cash money — we know you'll be 
pleased with our high prices. Remember 
there is no obligation. 


THE JEWELRY SALVAGE COMPANY 


114 Baronne Street New Orleans 12, La. 


























Solves Tarnish Problems 


TRIM Protectors 


Crystal-clear vinylite protectors 
for silver and china services... 
envelope and roll-types... proof 
against tarnish, moths, dust and 
moisture. 

For use in storage, displays and 
for re-sale. Marvelous bridal 
item in assorted sizes. 


Literature FREE 


The TRIM Company 


2669 JCK Cascade Springs Drive 
Ada, Michigan 
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CLEVELAND JEWELERS ENJOY OUTING AT BALL PARK 


(Rudolph Deutsch Co.); Bud Ficken 
(A. H. Ficken Co.); John J. Fratianne 
(Fratianne Mfg. Co.) ; Ben Gogolick (VN. 
Gogolick & Son); Merrill Gross (J, 
Gross & Co.); Julia Hovanetz (Julia 
Hovanetz Co.) ; Harry Adler (Markowitz 
& Friedman); Fred Rivchun (Chas, §. 
Rivchun & Sons); Bob Loehr (Scribner 
& Loehr, Inc.) ; George Schyatt (Swirsky 
Bros.), and Ralph Burr (Zwee & Burr Co,) 

Retailers on the outing committee jp. 


cluded: H. N. Beattie (H. W. Beattie g 





Over 900 jewelers from Cleveland and 
surrounding cities attended and enjoyed 
“Jewelers Night at the Ball Game” on 
Wednesday, July 18th. The Cleveland 
Indians met the Boston Red Sox that day 
in a hotly-contested game. 

Before the game _ started, the retail 
jewelers were guests of the following 
Cleveland wholesale jewelers at a picnic 
supper served back of the centerfield fence: | 
Charles Ascherman & Co.; H. W. Burdick | 
Co.; Rudolph Deutsch Co.; A. H. Ficken | 





ANTIQUE FRUITS 





Richly-colored borders—maroon, green or cobalt, Co.; Fratianne Mfg. Co.; N. Gogolick & Sons); Howard Cerne (Frank Cerne 
ye 60/2—7" CAKE PLATE, —, A sag Son, Inc.;: J. H. Gross & Co.; Julia Jewelry Co.): Gordon Gage (Webb ¢€ 
TS weer seers nerves eeeseses ° OZ. . . . ~ . : + = : 
No. 60/1—-10” PLATE, packed 6 ass’t — Hovanetz Co.: Markowitz & Friedman; Ball Co.) ; Mrs. C. S. Johns (C. S. Johns 
fruits 2. eee eee cere rece eeeces 27.00 doz Chas. S. Rivchun & Sons; Scribner & Jewelers); H. Bruce McCague (Cowell & 
No. 60/3——TEACUP & SAUCER, packed 3 
Terr r 27.00 doz. 






pes., one color 











“OLD VIENNESE SCENES” | 


In china with richly-colored borders—marvon, 
green or cobalt. Romantic Scenes in Pairs. 
No. 60/5—7" TEA PLATE, packed 3 
PSRs 6000008 0606600608860 60006 $18.00 doz, 
No. 60/4——10” PLATE, packed 3 prs. 27.00 doz. 
No. 60/6—TEACUP & SAUCER packed 3 | 
pes. 27.00 doz. 
Send for circulars of our other fine imports 


LIPPER & MANN.unc. 


225 Fifth Avenue New York 10, N. Y. 
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A group of happy retail jewelers being served by the wholesale jewelers of Cleveland who 





y Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 
FONDEVILLE & CO., INC. 


manned the refreshment stands at ‘Jewelers Night at the Ball Bame." Refreshments and a 
picnic supper were served back of the centerfield fence at the Cleveland ball park prior 
to the start of the game. 











149 Fifth Ave. New Yerk 10, N. Y. 
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Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 




















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 

ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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Loehr, Inc.; Swirsky Bros., Inc., and Zwee 
& Burr Co. 

Picnic tables were set in colorful sur- 
roundings under three large red, white and 
blue canopies. Gaily decorated refresh- 
ment stands were placed around the 
grounds with the wholesale jewelers serv- 
ing as bartenders to quench the unceasing 
thirst of the retail jewelers. 

Just before the start of the game and 
before a crowd of some 50,000 baseball 
fans, the jewelers presented A.S.R. Ascot 
lighters to all the Cleveland Indians. In 
addition, the rival managers, Al Lopez of 
the Cleveland Indians and Steve O’Neil 
of the Boston Red Sox, were both pre- 
sented with Hamilton watches. 

The affair was a tremendous success, 
according to all comments, and was en- 
hanced considerably by the _ delicious 
picnic supper and the perfect summer day 
provided by the weatherman. The party 
was so successful that the committee is 
already busy making plans for another 
affair next summer. 

Only sour note: The Cleveland Indians 
lost a close game to the Boston Red Sox. 

Wholesale jewelers who served on the 
outing committee included: Bud Kearns 
(Charles Ascherman & Co.) ; Andy Baxter 
(H. W. Burdick Co.); Sam Deutsch 








Hubbard Co.) ; George N. Nelson (Nelson 
Jewelers): Maurice Roberts  (Rotbart 
Bros., Inc.); J. F. Schnauffer (J. F. 
Schnauffer Jewelry), and A. E. Schultz 
(Schultz Jewelers). 


Kramer's Move Paterson Store 


Kramer’s Jewelers & Opticians, formerly 
located at 33 Main St., Paterson, N. J. 
moved recently to newly remodeled quarters 
at 35 Main St., right next door to their 
former Jocation. 
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from SWEDEN ® 
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Made in U.S. A. 


Send for new 1951 Catalog 


R. F. BRODEGAARD & CO., Inc. 


NEW YORK 106, N. Y. 
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September 


1-2—United Horological Association of 
America, Annual Convention, Hotel Albany, 
Denver, Colo. 


2-5—St. Louis Gift Show, Statler Ho- 
tel, St. Louis, Mo. 
9-6—Fall Detroit Gift Show, Hotels 


Statler and Book Cadillac, Detroit, Mich. 

9-7—Allied Gift and Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

9.7—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, Second Unit, Dallas, 
Texas. 

2-7—Dallas Lamp, Gift & Housewares 
Show, Agricultural Building, Texas Fair 
Grounds. 


9.7—Parker House Gift Show, Parker 
House, Boston, Mass. 
3.7—Boston Gift Show, Hotel Statler, 


Boston, Mass. 
9-10—West Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel 
Boone Hotel, Charleston, W. Va. 
9.12—Cincinnati Gift Show, Hotel Sin- 
ton, Cincinnati, Ohio. 





| 
; 
| 
; 
| 
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9-13—Tri-State Gift & Artware Show, 
Netherland Plaza Hotel, Cincinnati, Ohio. 
16—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 


Jefferson City, Mo. 


16-18—Ohio Retail Jewelers Association, 
Annual Convention Deshler-Wallick Ho- 
tel, Columbus, Ohio. 

16-19—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

16-19—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 

16-19—Heart of America Glass & China 
Show, Muehlebach Hotel, Kansas City, Mo. 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

17-21—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

23-24—American National Watchmakers 
Association, Annual Convention, Hotel 
Pfister, Milwaukee, Wis. 

23-24—lowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, Iowa. 

23-27—Washington Gift 
Willard, Washington, D. C. 


Show, Hotel 


October 


6-8—Florida State Watchmakers Associa- 
tion, Annual Convention, Princess Issena 
Hotel, Daytona Beach, Fla. 


January, 1952 


3-11—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. 








J. R. WOOD OUTLINES AD PLANS AT SALES MEETING 


Complete plans for J. R. Wood’s ex- 
panded fall advertising campaign were 
presented to the company’s sales force at 
the semi-annual sales conference held in 
New York’s Waldorf-Astoria Hotel. 

W. Waters Schwab, president, an- 
nounced the new advertising program as 
the most extensive ever planned by the 
company. Full page and three-quarter page 
advertisements in Life and Look will spear- 
head the national magazine campaign. A 
new and wider assortment of advertising 
aids is being offered to permit closer tie- 
in by jewelers with the national ads. 








i 


Speakers at the meeting included Mrs. 
Jean Rindlaub. recently named “Advertis- 
ing Woman of the Year,” who is a vice 
president of BBD&O, agency for J. R. 
Wood & Sons; L. A. Patrick, advertising 
manager; Arthur Muller, merchandise 
manager; Wm. Comerford, wedding ring 
manager, and Jesse Crawford, sales man- 
ager. 

At the conclusion of the four-day con- 
ference, a banquet was held in the Janssen 


Suite of the Waldorf, honoring W. J. 


O’Brien, who is retiring from J. R. Wood 
& Sons sales force after 51 years’ service. 


W. J. O'Brien (inset at right), who has been a member of J. R. Wood's sales staff for 5! 
years, officially retired from the firm following the 10-year-old ring company's semi-annual 
sales conference at New York's Waldorf-Astoria Hotel. 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section I—Designing and Cutting Monograms, Parts 4-10. 





Section |—Monograms 


*!. Construction and designing. 

*2. Special shadings. 

*3. Designing diamond monograms. 
4. Cutting diamond monograms. 
5. Designing round monograms. 
6. Cutting round monograms: 
(b) ribbon. 

. Designing square monograms. 

. Cutting square monograms. 

. Designing fancy monograms. 

. Cutting fancy monograms. 


(A) block 


lomo - 





4. CUTTING DIAMOND MONOGRAMS 


Select four of the best diamond mono- 
grams already designed. Fill-in the first 
with crosslining and shade all around 
each letter with a single shade cut. 
Monograms should measure about one 
inch across. On the second monogram 
lay-out a diamond border around the 
criginal design. Fill-in the background 
with crosslining and shade all around 
with ribbon cuts. On the third mono- 
gram, use the cross-wriggle fill-in done 
with a liner (Figure 68-G); shade all 
around with ribbon cuts, or a single 
shade line. Reduce the size of the fourth 
monogram to signet ring size. This will 
be about % inch across. Do not fill-in 
the letters but shade them all around 
with a prominent single shade line. 


5. DESIGNING ROUND MONOGRAMS 


Design on paper round block mono- 
grams. Construction will be found in 
Figure 70, upper right corner. Figure 
72 shows each letter of the alphabet in 
every position. 


6. CUTTING ROUND MONOGRAMS 


(a) Block — Select and cut four 
round monograms. Crossline the back- 
ground of the first, shade the letters all 
around. Do not fill-in the letters. On 
the second monogram, cross-wriggle 
the background with a liner, bright-cut 
the letters all around. These mono- 
grams should measure about one inch 
to 14% inch diameter. Reduce the third 
monogram to %4 inch in diameter, fill-in 
the first letter with diagonal crosslining, 
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slanting up toward center. Crossline 
the center letter with horizontal lines. 
Crossline the right letter with lines 
slanting down from center. The fourth 
monogram can be reduced to signet ring 
size, filled-in with a round tool pick, 
and shaded with a single shade cut. 

(b) Ribbon Monograms need special 
attention in designing. The formations 
of the different letters in different com- 
binations is so varied that a complete 
study of all of them would become 
much too involved. Instead a new ap- 
proach to the subject will be made with 
emphasis on simplicity of treatment. 
Refer to Figure 73 for ideas on how the 
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monograms should look when complete, 
Here is shown basic treatment of the 
two important stems by looping to the 
right and to the left. The student 
should design these and so_ become 
completely familiar with the formations 
before attempting a monogram. 

To begin the first monograms, use 
the combination “S-I-T” in different 
positions; “I-T-S” and “T-S-I.” The 
three letters are the simplest and will 
fall together with little effort. Make 
loops full and round. Be sure stems 
curve continuously. Then, try other 
simple combinations such as “O-P-Y” 
in different letter positions. After skill 





it 


ae 
re" 


NeePAt eli) 

11 \ / ; ! & 
ay if 4 
CZs HEH 
| 


a) 
Su 
CUR £4 

iF) (c 


Sie aeat 
7 





X 


uz 











eccease 


_ 





(- 


| 























( 


\ 


” oo 
i 4 
Qa” 























Lea 
— 


nm) 



































(Cc 


Fig. 72. Letters in each position in round block monograms. 
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Figure 72. Round block monograms, Continued. 






























































and confidence have been built up on 
these, aitempt the more complicated 
combinations such as “B-R-M,” 
“N-D-E,” “W-H-Q,” etc. Become famil- 
iar with letters that are similar in con- 
struction. They can be grouped. Group 
No. 1 — “A-H-K-M-N-U-V-W-X” — con- 
sists of vertical stems. Group No. 2— 
“C-E-G-0-Q”—are simple oval construc- 
tions. Group No. 3—“B-D-F-L-I-J-P-R- 
S-T-Y-Z’—-contain stem and oval com- 
binations. The “D-L and Q” have pecu- 
liar constructions at the bottom and can 
create quite a problem when fitted-in 
with other letters. Study Figure 74 to 
get this letter treatment. Figure 74 
shows each letter of the alphabet in 
every position. In using these suggested 
letter arrangements, remember that in 
combining letters the formations may 
not work out exactly as illustrated in 
the figure; some slight alteration is in- 
variahly necessary. 

There are so many systems on how to 
design ribbon monograms that it is no 
wonder the student becomes confused 
and sometimes disgusted with this all- 
important phase of engraving. Having 
given several systems a fair trial and 
noting the confusion they create, this 


Figure 73. Ribbon monograms showing 
basic treatment of two important stems. 






























































conclusion has been drawn. The gin. 
plest way to get designing results is no, 
to cross important stems but to design 
the stems of each letter slim and apay 
from each other, using the outside loop 
of the letters to connect. This produces 
an airy monogram, easily read and 
definitely not crowded. The crossing of 
stems and over-exaggeration of funda. 
mental loops if done properly and artis. 
tically produce interesting results and 
must not be considered incorrect. | 
requires more skill and aptitude than 
the average beginner has developed gs 
far. Gratifying results have beep 
achieved by students using the sug. 
gested system. 

When designing a given monogram, a 
valuable tip is to layout, on paper, five 
circles 144 inches in diameter. In the 
first circle, place the three letters at 
random letting loops fall where they 
naturally should. Study the letters and 
begin another design in the second 
circle. Here, an attempt can be made 
to loop the letters symmetrically. If the 
result is not quite satisfactory start 
another design in circle No. 3. Do not 
erase or touch-up anything in No. 2 
By studying No. 2, considerable im 

(Please turn to page 241) 
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WHERE CAN | GET—? 


LOCK DIAL AND HANDS—We are figuring on re- 

storing the dials and hands on the tower clock on 
our Court House. The old dials and hands are of wood, 
and from neglect of painting have become decayed, 
although they lasted 75 years. There is no maker’s name 
on the movement. Can you give us address of a firm 
to supply dials and hands? (Question No. 6157) N. C. 

A nswer—As we see it, there are two ways in which 
you could proceed. If you have in your vicinity an archi- 
tectural sheet metal worker who is really a resourceful 
and competent workman, he could no doubt make sheet 
metal dials with any details required, such as edge- 
mouldings, and these dials, after being installed, could be 
painted in whatever color scheme would suit the rest of 
the structure. This same man could make the hands. 

We know of cases in which this way has been satis- 
factory. We will say, however, that it requires a sheet 
metal worker perhaps above the average in ingenuity and 
resourcefulness, etc., to take care of the little problems 
that arise in a job of this kind. You would have to judge 
this about any workman under consideration. 

The other way would be to have some firm like Seth 
Thomas Clocks, Tower Clock Division, Thomaston, Conn.., 
make a design and bid or’ estimate for doing the work, 
making the dials and hands of materials they might 
advise from their experience in such work. You could 
write the Seth Thomas Company and arrange for one of 
their men perhaps to come and examine the proposed job 
prior to making estimate on it. 


7 CORROSION—We have a large quantity of sil- 
verware (sterling) to polish, and on some of the 
pieces there are black spots and patches that are so deeply 
corroded, that the buffing takes more time than we like 
to give it. Is there any process for removing these spots 
without grinding them out? (Question No. 6158) C. K. 
Answer—Such spots as these in which the corrosion 
has gone so deep as to require excessive amount of work 
polishing them out with buffs, can be largely dissolved 
out by applying paste made of chloride of lime and water. 
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Why Do fs _ , 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


Leave this on until a rub with a bit of wood shows the 
corrosion softened down to the silver surface; rinse off 
the lime paste and then polish the silver in the ordinary 
way. 


ALANCE STAFF STEEL—Two watchmakers have 
advised me differently about the right steel to use for 
making balance staffs; one says turn staffs out of soft 
steel and then harden them; another says first harden 
and temper the steel to a blue, and then turn the staffs out 
of that. Which is correct? (Question No. 6159) S. 5. 
Answer—tThe advice you received to first harden and 
temper steel and then turn staffs out of it, is correct. This 
is for two reasons: if turned first, then hardened, the steel 
may slightly warp during hardening, which would make 
the staff untrue. Also, the heat-treatment would make it 
necessary to regrind and polish the staff, a second opera- 
tion that is avoided by turning, grinding, and polishing 
the staff out of already hardened and tempered steel. 
The other method was used in the days of “fiddle-bow” 
lathes, so that roughing-out in soft steel could be done, 
because turning was more laborious. 


UDLEY WATCH PARTS—Can repair material be 

obtained for a Dudley Masonic watch that has come 

to us in very bad order; escapement badly botched up? 

It may need a new escape wheel, pallets and fork, at least. 

Our material house cannot supply this. (Question No. 
6160) E. W. 

Answer—The X-L Watch Co., Inc., 170 Broadway, 
New York 7, N. Y., bought out the unfinished watches 
and parts on hand when the Dudley Watch Co., Lancas- 
ter, Pa., was closed out about 25 years ago. This firm we 
believe could supply any parts needed. 


IRE MEASURE—What is the difference in measure- 
ments of wire by Stubs gauge, Brown & Sharpe, and 
Birmingham sizes? Also give me a list of the average 
time a good watchmaker could do the different jobs, like 
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cleaning, jeweling, putting in staff, etc. (Question No. 
6161) J. M. 

Answer—(1) You can obtain tables converting vari- 
ous gauges, such as Stubs’ wire; Brown & Sharpe; 
Birmingham, etc., into comparative measurements, by 
writing to L. S. Starrett Co., Athol, Mass., asking them 
for their catalog of tools and gauges. 

(2) It would not be practicable to state a “good aver- 
age time for different kinds of repairs.” This would 
require a study that would include hundreds of items and 
reports on hundreds of workmen’s experience in order to 
be reliable. 

Furthermore, watchmakers’ output of work is judged 
customarily, not by anything like listing periods of time 
in which a multitude of different jobs are done, but much 
more simply and effectively in dollars per week or per 
day, etc. 


YNTHETIC OR GENUINE—(1) How can I tell syn- 
thetic ruby stone from genuine ruby? (2) What kind 
of wire is best for guard pins? (3) Why do radium dials 


get dim, and can this be prevented? (4) Can doubling 
of hairspring coils in reg pins be prevented? (Question 
No. 6162) M. L. T. 

Answer—(1) For an absolute test you would have to 
use a microscope of high power. Under this, the minute 
bubbles in synthetic stone are seen to be mostly spherical, 
while those of natural stone are more elongated. 

(2) For guard pins, better use the hard-drawn brass 
wire sold by material dealers, and file to fit the hole in 
fork, the last filing being done by the uncut side of a 
“burnishing file.” 

(3) Natural slow exhaustion of the emanations from 
“radium” material occurs gradually in use, just as, we 
might say, heat diminishes by radiation, although the 
latter proceeds much more rapidly. There is no way to 
prevent this. 

(4) Precautions for preventing catching of more than 
one coil of hairspring between regulator pins are (1) 
have the pins close together without spare space; just 
enough freedom to prevent binding the outer coil as 
regulator is moved; (2) have the ends of pins reach to, 
but not beyond the bottom edge of the spring coil. 
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Artistic Engraving 
(From page 238) 


provement can be made in No. 3. If not 
yet satisfactory, try again in No. 4. 
Following this method, a satisfactory 
monogram may be reached in circle 
No. 5. The great advantage is in having 
all of the attempts before you and so 


harmonize with the particular mono- 
gram shape. For example, the mono- 
gram “P-A-E” (Figure 70) suggests 
two fill-ins, one for the letter “E,” and 
one for the smaller letters “P-A.” When 
two fill-ins are used in the same mono- 
gram, contrast is necessary. The “P-A” 
fill-in might well be crosslined to go 





with the cross-wriggle liner fill-in for 
the letter “E.” This technique is per- 
missible on all monograms where one 
letter is greatly emphasized. Mono- 
grams like the “S-R-G,” “R-D-N,” and 
“B-C-H” (Figure 70) are more effec- 
tive when only one fill-in is used. 


(To be continued) 








improving step by step. 

Select and cut the four best mono- 
grams. The first should measure 114 
inches in diameter; the second 11% 
inches; the third 34 inches; the fourth 
14 inch or signet ring size. It will be 
found that a good design leads to good 
cutting and a poor design to poor cut- 
ting. 


7. DESIGNING SQUARE MONOGRAMS 


Design, in block lettering, square 
monograms. No special explanation of 
the technique is required for this type 
design. The letters are placed side by 
side forming a square. 


8. CUTTING SQUARE MONOGRAMS 


Cut one monogram 7% inch square. 
Cut another 144 inch square. This last 
is Just right for modern signet rings. 


9. DESIGNING FANCY MONOGRAMS 


Fancy monograms may include any 
monogram whose design departs from 
the usual diamond, round, or square 
shape. Figure 70 shows many mono- 
grams of this nature with their original 
construction lines. Design one each of 
the suggested monograms, preparatory 
to cutting. 


10. CUTTING FANCY MONOGRAMS 


Cut the fancy monograms designed 
under Item 9, choosing fill-ins that 
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Fig. 74. Ribbon monograms with each letter shown in each of 


three positions. 
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ANRJA Convention 
(From page 212) 


stallments. The important thing is that 
the job can’t be done with tongue in cheek. 

“Many do not have the capital to finance 
Club Plan selling, so adopt the institu- 
tional approach to the Bridal and Gift 
markets; the pattern registry, or Bridal 
Register. It should include girls accumu- 
lating flat silver with no steady beau at 
hand, and families just starting Sterling 
because they could not afford it at the 
time of marriage. It should include hol- 
lowware, and glass and china. Probably 
you all have these registers, but do you 
work them? 

“And the market for Sterling is a broad 
one. The recent survey by the JEWELERS 
CIRCULAR-KEYSTONE indicated that in 1950 
twice as many families in Cleveland have 
some matched place settings of sterling 
than in 1940—35 per cent in 1950 versus 
only 17 per cent in 1940. Undoubtedly the 
present market is represented by well over 
90 per cent of all families. Contrast this 
with just the upper 10 per cent in the 
twenties.” 

Getman closed with the challenging 
question, “And what is being done to de- 
velop this business now—advertising? I'll 
wager very few are advertising this month, 
and August is the second largest month 
of the year for weddings. This fall will 
be a good one for those who go after the 
business. 

Concluding the Wednesday morning 
talks was the well known jewelry figure 
Gustav H. Niemeyer whose assignment was 
a summing up of the question covered by 
the foregoing speakers — “What Happens 
Now?” After a brief summary, Mr. Nie- 
meyer launched into a short dissertation 
on his favorite subject—the ethics of the 
jewelry industry. 


Broer Tells Background and 
Benefits of Fair Trade 


The business session on the final day 
of the convention, Thursday, had as its 
theme “The Case for Fair Trade.” First 
speaker on the program was Carleton G. 
Broer, of Broer-Freeman Co., Toledo, Ohio, 
and Chairman of the ANRJA Fair Trade 
Committee. Said Mr. Broer: 

“Fair Trade is what I suppose our law- 
yer friends might call permissive legisla- 
tion. It lets us do certain things that 
otherwise would be illegal. Under certain 
circumstances, it permits a manufacturer 
to enter into contracts with those who 
resell his products, stipulating prices be- 
low which these products may not be sold. 
While he is permitted to do this, he is 
under no compulsion to do so. 

“Prior to last May 2lst, when the Su- 
preme Court decided otherwise, a manu- 
facturer could enter into such a contract 
with just one retailer in a state, and the 
effect was the same as though he had en- 
tered into contracts with every retuiler. 
Whether a retailer had signed a Fair Trade 
contract or not, he was bound to main- 
tain the Fair Trade price. 

“The clauses in the various state Fair 
Trade laws which made this possible are 
what we know as the “Non-Signer” 
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clauses, and are what the Supreme Court 
declared to be unconstitutional. These 
“Non-Signer” provisions were a basic part 
of the foundation of Fair Trade, 

“The whole conception of Fair Trade 
derived from the idea that a manufacturer 
has an interest in his product which con- 
tinues after he has sold it to the retailer. 

“When this manufacturer sells his prod- 
uct to the retailer, the physical product 
becomes the property of the retailer to do 
with as he sees fit. However, the manu- 
facturer has a continuing interest in his 
brand name, and the Fair Trade laws 
recognize this continuing interest. 

“Unfortunately, even prior to last May 
21st. conditions under Fair Trade were 
not always ideal. We all know of cases 
where manufacturers, either deliberately 
or through neglect, failed to provide the 
vigilant enforcement of their Fair Trade 
contracts that is necessary to make them 
completely eftective. 

“Prior to May 2lst, in such a situation 
the damaged retailer had the right to bring 
suit against the price-cutter in order to 
force him to observe the Fair Trade price, 
and also to collect damages if he could 
show that he had been injured. However, 
this is a long and costly process, and few 
retailers availed themselves of this right. 

“You have all heard it said that Fair 
Trade has never worked. I am sure that 
there have been times when all of us have 
felt that it never would work, particularly 
when we have been confronted by some 
particularly exasperating situation. It cer- 
tainly has not worked 100 per cent, and it 
probably never will. It has, however, had 
a very potent effect on stabilizing our 
economy and we are far better off for hav- 
ing had it than we would have been if it 
had never existed.” 


DeBrier Gives Views on 
Future of Fair Trade 


The General Counsel to the New Jersey 
Retail Jewelers’ Association, Col. Daniel 
DeBrier, told of that groups’ interest in 
Fair Trade, which he described as: “Fair 
Trade is common sense.” 

Col. DeBrier, in his typically lucid style 
of delivery, continued: “Essentially our in- 








An interesting and timely address on "fair 

trade" was delivered by Carlton G. Broer, 

president and treasurer of the Broer-Free- 

man Co., Toledo, Ohio, at the Thursday 
morning business session. 














dustry is composed of small and medium 
merchants, when judged by some other 
businesses, but we deal in integrity, and 
the public has a right to depend on that 
integrity and business honesty. And fp. 
cause of the high moral requirements cast 
upon the members of our industry, we re. 
quire special protection from the deale 
who seeks to deceive the public by the Use 
of ‘loss-leaders.’ 

“In the first place, we have advised oy; 
retailer-members to insist that any {air 
trade agreement that they sign place ap 
equal obligation on the manufacturer, It jg 
my personal view that new Fair Trade 
agreements shculd meet this objective by 
containing provisions that will: a. Require 
the manufacturer to prosecute violators 
when a violation is brought to his attention, 
b. Require the manufacturer or wholesale; 
to distribute only to retailers who have 
signed Fair-Trade agreements. c. Require 
the manufacturer or wholesaler to actively 
prevent his inerchandise going to discount 
houses. d. Require the manufacturer to 
repurchase, if necessary, any of his mer. 
chandise being habitually sold at a dis 
count. e. Permit the retailer to cancel the 
Fair Trade contract if the manufacturer or 
wholesale fails to conform to the contract 
or to adhere to the contractual obligations 
placed on him. 

“The second point in our program is to 
encourage, assist, collaborate with, and 
participate in every worthwhile endeavor 
that has for its objective the immediate 
amending of the Miller-Tydings Act to re. 
move the objectionable features found 
present by the Supreme Court. 

“The third and last point in our program 
is to assist the public in obtaining a true 
picture of Fair Trade and what it means.” 

DeBrier then gave high praise to the 
advertising over the name of John Hein. 
muller, President of the Longines-Witt- 
nauer Company, entitled, “Live and Let 
Live,” which was on the subject of loss 
leaders. 





Officers Elected 


Following the Fair Trade session, a busi- 
ness meeting for ANRJA delegates and 
members was held at which time reports 
from the various committees were heard. 
Concluding this session was the election 
and installation of the new officers of the 
Association. 

Leo F. Henebry, Regional Vice-President 
from Roanoke, Va., was named President 
succeeding Kenneth I. Van Cott; Arnold 
Schiffman, Greensboro, N. C., was named 
Secretary-Treasurer. Regional Vice-Presi- 
dents elected were: H. C. Kirkberg, Fort 
Dodge, Iowa, central region (re-elected); 
Oscar Kind Jr., Philadelphia, Pa., Middle 
Atlantic region (re-elected); James M. 
Rudder, Atlanta, Ga., Atlantic Gulf re 
gion; Robert A. Abbott, Lowell, Mass. 
New England region (re-elected) ; Sidney 
L. Stevens, Salem, Ore., Pacific region (re- 
elected) ; Delbert E. Williams, Clarksburg, 
W. Va., Southeastern region; Floyd A. 
Denman, Stuttgart, Ark., Southwestern re- 
gion; John Byrne, Omaha, Neb., North- 
western region. 

Winding up the convention on Thursday 
evening was the annual banquet held in 


the Grand Ballroom of the Waldorf. 
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Seventeen Magazine Opens 
Large-Scale Trade Ad Campaign 


Seventeen magazine entered the trade 
advertising field in August with a schedule 
of monthly insertions in major advertising 
and trade publications. 

The campaign will emphasize the ma- 
turity of Seventeen’s 24% million young 
women readers, based upon latest survey 
material, which shows the importance of 
the magazine's readership as a major con- 
sumer group. Emphasis will also be put 
upon the effectiveness of Seventeen as a 
sales medium. 


-——  --- -2o 


ASIE Merit Award to Hamilton 
For Second Consecutive Year 


The Hamilton Watch Co. was cited for 
the second consecutive year by the Amer- 
ican Society of Industrial Engineers on 
July 25. During a televised presentation 
ceremony over WGAL-TV, Lancaster, Rob- 
ert L. Crinnian, national president of the 
Society, presented the ASIE’s Merit Award 
to M. F. Manby, director of engineering 
and A. B. Sinkler, manager of the Defense 
Orders Division, for “leadership in en- 
gineering and manufacture of small, high 
precision timing instruments.” 


Ladies’ Expansion Bands 
Feature of New J-B Display 





This new display was released recently 
by Jacoby-Bender, Inc., to feature six 
ladies’ full expansion J-B watch bands. 
Each band is displayed on an individual 
velvet display card. The display is litho- 
graphed in six colors and has been de- 
signed to fit into most show windows. The 
bands that accompany the display are the 
Caprice, Dixie Rose, Intermezzo and Ser- 
enade models. 
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Gen. Mark Clark Receives 
Cyma Honor Award Watch 





At a recent luncheon of the Saints & Sinners 
Club at the Waldorf-Astoria, New York, 
General Mark Clark was added to the list 
of famous owners of Cyma Honor Award 
Watches. General Clark is receiving the 
Cyma Watch from Ex-Governor Fioffman of 
New Jersey. Other Cyma Award Watches 
have been presented to General Douglas 
MacArthur and Mrs. Franklin D. Roosevelt. 


Swank Men's Jewelry Boxes 
Cited by Box Mfrs. Assn. 


The family of boxes in which Swank 
displays its men’s jewelry won honorable 
mention in the annual setup paper box 
competition of the National Paper Box 
Manufacturers Assn. The award was for 
“the best and use performance for collar 
pin, key chain, tie klip and watch chain 
boxes.” 

The boxes are gold-colored with maroon 
kidskin finish lids, constructed with plat- 
forms for a beveled effect. Jewelry is dis- 
played inside the box against background 
pads of a gray faille fabric. 

The boxes were designed by the Mer- 
chandising Department of Swank, headed 
by Sam Sampson and Lee Biagi, and 
were manufactured by Dennison Mfg. Co., 
Marlboro, Mass. 


Keepsake Prize Winners 


Grand prize winner in the Keepsake 
Diamond Ring contest, which was held re- 
cently in conjunction with the showing of 
the M-G-M picture, “King Solomon’s 
Mines,” is Miss Dorothy O’Donnell of Mar- 
shalltown, Iowa. First prize was a $5000 
Keepsake diamond ring. 

Other winners in the contest were Miss 
Josephine Smith of Maui, Territory of 
Hawaii, $3000 Keepsake; and Mrs. Lee A. 
Johnson, Watertown, N. Y., $1000 Keep- 
sake. 











Ronson's New Sunday TV Show 
Seen Coast to Coast on CBS 
Ronson Art Metal Works, Inc., of New- 


ark, N. J., is sponsoring a new and elabor- 
ate comedy-variety television program, 
“Ronson’s Star of the Family,” starring 
Veter Lind Hayes and Mary Healy. 

The first telecast of the new show or- 
iginated in New York on July 29. CBS 
Television is carrying the show each sun- 
day evening. 

In addition to the new television show, 
Ronson plans to take to the air soon with 
a new network program for radio listeners. 
Both the radio and TV shows will be 
broadcast from coast to coast. 





Community's Fall Ad Campaign 
To Run in 15 National Magazines 


Harley H. Noyes, vice president in 
charge of Advertising for Oneida Ltd., has 
announced the most intensive fall advertis- 
ing campaign ever planned for Community 
Silverplate. The campaign is scheduled for 
the last four months of 1951. 

The following 15 national magazines, 
with a total circulation of over 35 million, 
will carry Ccmmunity’s full page ads: 
Life, Ladies Home Journal, Woman’s Home 
Companion, McCall's, Good Housekeeping, 
American, Redbook, Cosmopolitan, Made- 
moiselle, Charm, Glamour, Look, Quick, 
Household, aud Bride’s. In line with Com- 
munity’s stepped-up campaign, more color 
ads will be given cover positions. 

Illustrations will continue to be in the 
“for keeps” tradition, which has marked 


the Community campaign in recent years. 


The copy will emphasize the idea, “no 
39 


waiting for place settings. 





This is the new "Autumn Leaf" display by 
Community for fall. Pattern shown is Eve- 
ning Star. 
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Jacques Kreisler Adds Men's 
14K Gold Jewelry to Fall Line 


Men’s jewelry in 14K gold has been 
added to the new fall line of the Jacques 
Kreisler Mfg. Corp., North Bergen, N. J. 
Tobias Stern, president of the firm, an- 
nounced that the new line will include cuff 
links, tie bars and money holders. 

For this entire new line, simplicity of de- 
sign has been the keynote. Mr. Stern said 
that the company aims to have the most 
complete men’s jewelry line possible. He 
said, “We have been enlarging our scope 
over the past several years and have now 
reached the point where we have, for ex- 
ample, a variety of gold-filled cuff link 
styles in a retail price range from $3.50 to 
$15.” 


Elgin Offers Jewelers 
Christmas Ad Helps 


An extensive program of dealer adver- 
tising helps for the Christmas selling 
season, from billboards to postal cards, 
is now available through the advertising 
department vf Elgin National Watch Co. 

Promotional material for use in almost 
every medium may be obtained either as 
a package or in single units. All types 
may be personalized to fit the individual 
jeweler’s needs. The following items may 
be ordered either through Elgin salesmen 
or directly from the company’s advertising 
department: full color folders for customer 
distribution, transcribed radio spot an- 
nouncements, one-minute TV cards on gift 
buying, full-color car cards and 24-sheet 
billboards. Elgin also is offering two new 
window display units to tie-in with the 
Christmas season. 


Dason Offers Free Sales Book 
To Retail Jewelry Stores 


wnt? DA SON ans 


DAVIDSON & SONS 
SEWELRY CO. INC 





This new 32-page book, offered to jewelers 
free of charge by Davidson & Sons Jewelry 
Co., Inc., New York, is intended to help 
jewelers with advertising and sales prob- 
lems. One of its main features is a new 
diamond ring merchandising plan. Another 
is a contest which the jeweler can use to 
promote business. 
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Distributors Ready for G.E. 
"Back on the Air" Promotion 


Pictures of many of the biggest stars in 
television appear in General 
Electric’s fall “Back on the Air” promo- 
tion, which was sent to distributors in 


radio and 


mid-summer. 


This second annual sales promotion of 
G. E. radio and television receivers in- 
cludes a separate or combination radio 
and television dealer window display, mer- 
chandising kit, and magazine and news- 


paper advertisements. 


Character cards of eight radio and tele- 
vision stars will appear in the G. E. win- 
Bing 
Fred 


dow display. Some of these are 
Crosby, Bob Hope, Jack Benny, 
Waring and Dave Garroway. 


Both radio and television sales promo- 
tion kits contain abundant promotional 


material. 


Four-color, full page radio and TV ad- 
vertisements will appear in Life and the 


Saturday Evening Post. 





W. H. Hahloff (right), manager of the 
General Electric Co's. receiver division, gets 
a preview of the new radio-TV sales promo- 
tion for the "Back-on-the-Air" campaign 
this fall. S. M. Fassler, manager of advertis- 
ing and sales promotion, shows him an 
array of promotional material. 


Factory Representatives 
For Lighter Parts, Inc. 


Factory representatives are being se- 
lected at the present time to service Strato- 
flame lighters, a product of Lighter Parts, 
Inc., Pittsburgh, Pa. 

Jack Levin, president of the firm, said 
that these representatives will have ex- 
clusive service rights in their own terri- 
tories. The names of all buyers of Strato- 
flame service kits are listed at the factory 
and repairs in each territory are referred 
by the factory to the territorial representa- 
tive. 





1847 Rogers Bros. Adds 
New Silverplate Service 


A new 66-piece service for eight is being 
added by 1847 Rogers Bros. Silverplate. 
The new service retails for $99.75 includ- 
ing a mahogany-finished chest. It will be 
advertised in full-color pages in Ladies’ 
Home Journa!, Life, and Look magazines in 
November and December. 
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Anson's Presentation Package 
For Men's Karat Gold Jewelry 





This ostrich-covered leather case is being 
used by Anson, Inc. to present its new line 
of karat gold jewelry for men. Individual 
trays within the case have been designed 
for use in retailers’ window and show case 
displays. The Anson Karat Gold box 
(center of case) is covered in black ma- 
terial to simulate the lapel facing of a 
man’s tuxedo. The inside of the box js 
lined in white satin with red trim. The 
new 10 and 14 karat gold jewelry line is 
being carried by Anson distributors along 
with the regular Anson line of men’s 
jewelry. 





Aisenstein Offers Sales Book 


Louis Aisenstein & Bros. Inc., American 
distributors of Mido Watches, have just 
prepared a sales training brochure for all 
Mido retailers and their salesmen. Copies 
are available on request by writing to 
Louis Aisenstein & Bros., Inc., 16 E. 40th 
St., New York. 


Toastmaster Cuts Allocations 


Due to continued and increasing short- 
ages of critical materials, Toastmaster al- 
locations will be reduced. 

W. E. O’Brien, general sales manager of 
the Toastmaster Products Division of 
McGraw Electric Co., made the announce- 
ment on August 6. He said that the 
recent Supreme Court decision on fair 
trade has created difficulties in the en- 
forcement of the fair trade program in 
the Toastmaster Products Division, where 
the company distributes through wholesale 
channels. He said that the problem is 
being studied at the present time to find 
an appropriate means to avoid injury to 
the Toastmaster name. 


New Chronograph Repair Book 
Published by Esembl-O-Graf 


The Esembl-O-Graf Research Labora- 
tories of Pittsburgh have published volume 
24 of the Esembl-O-Graf Library, which 
covers unusual functional adjustments of 
all chronograph watches. It enables the 
watchmaker to make critical adjustments 
and checks, such as are required in fitting 
a new part into a worn chronograph. 

The volume contains 226 illustrations, 
sells for ten dollars per copy. Information 
may be obtained from the Esembl-O-Graf 
Research Division, Western Pennsylvania 
Horological Institute, 807 Ridge Ave. 
Pittsburgh, Pa. 
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Arvin Distributors Shown” =; 
1952 Line of Radios, TV a 





These four-tube portable radios were intro- 
duced with the 1952 line of Arvin radio and 
television sets at the recent national dis- 
tributors’ convention of Arvin Industries, 
Inc., in Highland Park, Ill. The new designs, 
listing at $18.95, are available in maroon, 
sandalwood and red. 
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Hailparn Introduces “Tru-Fit" 
Feature in Stone-set Rings 


Through a licensing arrangement with 
Axel Bros., Inc., the “Tru-Fit” feature of 
Columbia Diamond Rings has been intro- 
duced by H. Hailparn & Co. into their line 
of stone-set rings, Albert Hailparn, Presi- 
dent, announced at a recent sales meeting. 
The new line will be known as the Crown 
Jewel “Tru-Fit.” Rings equipped with the 
“Tru-Fit” feature slide over the knuckle, 
then automatically expand to fit the finger. 

Heavy promotion and advertising pro- 
crams will accompany the launching of 
the new line, company officials said. 
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Arvin Advertising Campaign 
To Hit New High This Fall 


Seventy-seven ads in 16 national maga- 
zines will headline Arvin Industries’ fourth 
quarter advertising campaign, according 
to James Jewell, Arvin advertising man- 
ager. The canipaign, designed to back up 
Arvin’s 1952 line, will be the heaviest ever 
undertaken by the firm. 

Beginning in September, ads are sched- 
uled to appear in the following nationad 
magazines: Better Homes & Gardens, Col- 
lier’s, Country Gentleman, Good House- 
keeping, Household, Ladies’ Home Journal, 
Life, Pathfinder, Progressive Farmer, Sat- 
urday Evening Post, Small Homes Guide, 
Successful Farming, Sunset. Today’s 
Woman, Woman’s Day, Woman’s Home 
Companion. Arvin estimates that these ads 
will make 267.000,000 “sales visits” in the 
coming four-month period. 

Point-of-sales campaigns will also be ac- 
celerated to assist dealers in capitalizing 
on the national ads. 


Kreisler Sponsors New TV Show 


\ new science-fiction television series, 
“Tales of Tomorrow,” is being sponsored 
over the American Broadcasting Co. by 
Jacques Kreisler. The coast-to-coast show 
is seen every Friday evening. It is pro- 
duced in cooperation with the Science- 
Fiction League of America. 
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NEMA Distributes ‘How-To’ 
Book for Coming Promotions 


A new 20-page “How-To” Merchan- 
diser is now being distributed by the 
Electric Housewares Section of NEMA for 
fall and Christmas gift promotions. 

The two-color merchandiser puts 
dealers hands the necessary promotional 
tools and know-how for implementing the 
industry-sponsored campaign on the retail 
level. It includes such merchandising aids 
as easy-to-make seasonal displays, ways 
of setting up an electric housewares gift 
section and photographs of successful win- 
dow displays. 

The merchandiser also shows dealers 
how to use and how to order a coordi- 
nated line of promotional material at cost. 

More than 24,000 dealers have already 
tied in with the campaign by means of 
the industry’s spring display kit. Dealers 
may order copies of the merchandiser 
from Electric Housewares Section, NEMA, 
155 East 44th St.. New York. Copies sell 
for 50 cents each. 
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Short Supply, Strong Demand, 
Seen Pushing Pearl Prices 


Domestic demand for cultured pearls hit 
an all-time high for the first six months of 
1951, according to Joseph Goldstone, Presi- 
dent of Imperial Pearl Syndicate. This, 
coupled with the exhaustion of fine quality 
supplies in the Far East, will keep prices 
on the upswing, predicted Mr. Goldstone, 
establishing 1951 as “one of the greatest 
years in this field.” 

Because it requires from three to eight 
years to grow a fine quality cultured pearl, 
Mr. Goldstone estimated that, even if the 
war in the East were to stop tomorrow, it 
would take four to eight years to bring 
supplies back to normal. The lower grade 
qualities, he pointed out, are more plenti- 
ful and are ihe only grades currently being 
imported in quantity. 
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Carvel Hall Award To 
E. W. Reynolds Co. 





Tom H. Briddell (right), of Chas. D. Brid- 
dell, Inc., Crisfield, Md., manufacturers of 
Carvel Hall cutlery, presents an Achieve- 
ment Plaque to Percy Jones of the E. W. 
Reynolds Co., Los Angeles, in recognition 
of their having become the largest Carvel 
Hall distributor in the jewelry trade in 1950. 
The presentation was made at a recent 
dinner at the Biltmore Hotel in Los Angeles. 











Forty Irons & Russell Emblems 
Shown in New Display Tray 














This emblem display is a product of Irons & 

Russell Co., Providence, R. |. It has been 

designed to show 40 | & R em'lems within 

a limited display space. The © ice of the 
display is three d= ors. 


Big Reed and Barton Campaign 
to Back New "Florentine Lace” 


The greatest advertising publicity and 
promotion program in the history of Reed 
and Barton will be launched on “Floren- 
tine Lace” beginning in October, according 
to William T. Hurley, Jr., Adv. Mgr. of 
Reed and Barton. Full page ads, both in 
full color and two color, have been planned 
on “Florentine Lace” to appear in the 
coming months in Vogue, Harpers Bazaar, 
Glamour, Mademoiselle, Ladies Home 
Journal, Gourmet, House Beautiful, House 
and Garden, Brides, Bride’s Reference 
Book, and Modern Bride, among others. 

National publicity campaign is being re- 
leased which will cover every major metro- 
politan city in the country. Special 
woman’s page feature stories, radio pro- 
grams, national television shows, such as 
Arlene Francis Fashion Magic, etc., are 
already scheduled to break with the formal 
presentation of the silver to the public. 

Vogue is pianning a special section in 
the October 15 issue, heralding “the 
Fashion of Florentine Lace” in addition to 
stressing the beauty of the silver pattern. 
The editorial contents will show fashions 
designed by Jacques Fath and Jane Derby, 
inspired by the new Reed and Barton 
pierced sterling silver pattern, from which 
they take their name—‘Florentine Lace” 
—as well as design. 

Harper’s Bazaar is also planning a spe- 
cial feature devoted to the importance of 
the “Florentine Lace” pierced pattern in 
silver on new fashions. The Ladies’ Home 
Journal is devoting a double spread in full 
color in the October issue to the same 
theme. Gourmet is running a special article 
in the October issue. Glamour is doing a 
noteworthy page on the beauty and pierc- 
ing of “Florentine Lace,” and Dr. Arthur 
Frankfurter of Art News is writing a spe- 
cial story which will appear in the same 
edition of Glamour. 


H. J. Astle Co. Moves 


To New Plant 
The H. J. Astle Co. of Providence, R. [., 


manufacturers of coloring and _ polishing 
room equipment and supplies, has moved 
to a new plant at 231 Georgia Ave., same 
city. The firm reports that their entire line 
is being completely re-engineered, with 
announcements of new and improved prod- 
ucts predicted for the near future. 
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“Spectrosphere" Developed 
To Compare Precious Stones 


i 





The new "Spectrosphere," which makes it 
possible to compare the brilliance and fire 
of various gem stones. 


A device for comparing the brilliance 
and fire of gem stones has been developed 
for the Multi-Facet Co., Inc., New York 
diamond cutters. The device also can be 
used for demonstrating the perfection of 
cutting, the presence of single or double 
refraction and, in a graphic manner, the 
variation in dispersion. 

Called the “Spectrosphere,” the device 
was developed by Dr. Frederick Pough, 
curator of phvsical geology and mineralogy 
of the American Museum of Natural His- 
tory in New York. Actual construction was 
by Raymond H. De Lucia of the Museum 
staff. It was developed to observe the ef- 
fects of the patented Multi-Facet cutting. 

“The experimentation which led to the 
production of the ‘Spectrosphere’,” Dr. 
Pough said, “irdicated that it should make 
a valuable contribution to the jewelry trade 
and the field of gemology by providing a 
new tool for demonstrating the effects of 
and importance of proper cutting.” 


99 





Cramer-Tobias-Meyer Shows 
1951 Christmas Campaigns 





Cramer-Tobias-Meyer, Inc., 515 Madison 
Avenue, New Yerk, showed their latest 
catalogs and other direct mail material for 


jewelers’ Christmas promotions, at the 
ANRJA Convention held last month. 
Shown above are Murry Miller (left) 


and Elmer Adler, sales representatives of 
Cramer-Tobias-Meyer, at the firm’s display 
booth at the Convention, looking over one 
of the new four-color Christmas catalogs. 
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Feature Lock Contest Ties-In 
With New Paramount Picture 


Feature Lock’s latest advertising, promo- 
tion and merchandising campaign for jew- 
elers throughout the United States has been 
announced in conjunction with Paramount 
Pictures’ latest film, “Here Comes the 
Groom,” which stars Bing Crosby. 

The Feature Lock contest, which is in- 
tended to find the most perfectly mated 
couple, will tie in with the company’s 
theme of “Perfectly Mated Rings.” 

The contest will be held in a great num- 
ber of cities simultaneously with the show- 
ing of the new Paramount film. Prizes will 
be awarded in each city, and a grand prize 
national award winner will be selected from 
all the city winners. 

Jewelers are now being supplied with 
display material for the contest. In addi- 
tion, retailers have been offered free as- 
sistance by a thoroughly trained group of 
advertising and merchandising executives. 

Retail jewelers will be contacted by 
Paramount Pictures’ film representatives to 
work out the various details of this tie-in 
with the film. 


Freed's New Lay-A-Way Display 








To assist jewelers in their 195] Christmas 
lay-a-way promotions, Edwin Freed, Inc. 
is presenting this new “Flashing Lantern” 
display for jewelry store windows. 

The display is equipped with a 100-watt 
flashing lantern bulb. It can be converted 
into a year ‘round display by removing 
the Santa and garland. It is selling for 
$9.90 from Edwin Freed, Inc., 1233 Sixth 
Ave., New York. 


Librarian Wins Grand Prize 
In Speidel's Spring Contest 


Miss Marion Kellog, a librarian for more 
than 25 years with the Board of Education 
in Highland Park, Michigan, has been 
named the grand prize winner of the $10.- 
250 Speidel ['ather’s Day-Graduation con- 
test. Miss Kellogg’s contest entry was con- 
sidered the best of the thousands of en- 
tries which came from all parts of the 
country. She obtained her contest entry 
blank from Square Deal Miller, Detroit 
jeweler. 

Second prize was won by James H. Min- 
ick of Bordentown, N. J. His entry blank 
was obtained at Crosby Jewelers, Trenton, 
N. J. The third prize was won by Mrs. 
Violet C. Carr, Cranston, R. I. She got her 
entry blank from Baird-North Jewelers in 
Cranston. 











Ostby & Barton's Quick Change 
Display Ready for Jewelers 





A new Quick-Change-Picture Frame dis. 
play by Ostby & Barton Co., which permits 
alternate pictures and timely selling mes- 
sages to be used on short notice, has been 
designed in response to many retailers’ re- 
quests. 

The display is 14 inches high and mounts 
three ivory-plastic O-B ring boxes on a 
Karess Velvet base. The frame is made in 
sold-flecked ivory. Information is available 
from the Advertising Department, Ostby & 
Barton Co., Providence, R. I. 


Gross Offers New Catalog 


Edward Gross Co., Inc., 120 E. 16th St.. 
New York, has published a new catalog of 
framed pictures. More than 2500 pictures 
are listed in the 64-page catalog which cov- 
ers the entire Gross line. The catalog is 
offered free to picture dealers and _inter- 
ested firms. 


Two New Motion Displays 





developed 


displays, 
after more than a year of research, have 
been completed for jewelers by the Elgin 
National Waich Co. 

One display features a specially sculp- 
tured manikin, which moves from side to 


Two new motion 


side calling attention to Lady Elgin 
watches displayed at its right. The figure 
is 20 inches high in formal dress with tiny 
pearl earrings, pearl necklace and white 
gloves. 

The other motion display features the 
Durapower mainspring. 
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Special Notices 


“Situation Wanted’”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. Heavy type $5.00. 

“Help Wanted’—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 tirst 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





DIAMOND expert, including cutting: rep- 
utable gentleman: salary $5,000 to 
$25,000. Address “C., 1217,” care J C-K. 





JEWELRY repairer and engraver, first 
class, long experience: best references. 
Address “D., 2055," care J C-K. 





school graduate, three 
desires permanent 
Address “H., 


ACCREDITED 
years’ experience, 
position as watchmaker. 
2104,” care J C-K. 





WOMAN: adaptable; experienced with 
wholesale ring concern, full charge of 
orders and general detail work; refer- 





ences. Address “T., 2071,” care J C-K. 
YOUNG woman, five years’ experience 


diamond assorting and office routine; 
New York City: highest references. Ad- 
dress “‘A., 2079,” care J C-K 





LAPIDARY: all around man, cutter and 
polisher of precious and semi-precious 


stones; 35 years’ experience: willing to 
go anywhere. Address “H., 2036,” care 
J C-K. 





MANAGER-SALESMAN, thoroughly ex- 
perienced in every phase of cash and 
credit jewelry business: 20 years of 
experience: best of references. Address 
“G., 2102,” care J C-K. 





WATCHMAKER: experienced: can also 


do jewelry repair and stone setting; 
sales experience: permanent position; 
prefer Western States. Address “W., 


2023,” care J C-K. 





WATCHMAKER: completed 78 weeks at 
“Kansas City School of Watchmaking” ; 
also engraver. Robert G. Thompson, 
care H. D. Thompson, Route 4, Nampa, 
Idaho. Phone 393 J.I. 





WATCHMAKER: fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,” care 


~ 
« 4 





CERTIFIED master watchmaker: young: 
married; veteran; desires permanent 
position with first class firm; sober; 
reliable: $75 per week to start. Address 
“F., 2100,” care J C-K. 














MANAGER-salesman ; fully experienced in 
all phases of credit jewelry operation; 
best references; bondable; draft ex- 
empt; Southeast only. Address “R., 
2069,” care J C-K. 





WATCHMAKER:; skillful mechanic; 40 
years’ experience with best American 
jewelers; competent on all makes of 
fine watches; best of tools and refer- 
ences. Address “S., 2088,” care J C-K. 





EXPERIENCED designer seeks new op- 
portunities with good jewelry firm or 
free lance; fresh outlook with new 
ideas; New York preferred. Address 
‘“A., 2077,” care J C-K. 





WATCHMAKER; competent; 20 years’ 
experience with fine stores; manage 
department or benchwork; excellent 
references; salary or commission; age 
42; desires change; South. Address “G., 
2035,”’ care J C-K. 





WATCHMAKER; 17 years’ experience; 
B.T.S. graduate; clockmaker; ring siz- 
ing; chronograph expert; make parts; 
all around mechanic; best of references ; 
permanent position. Address “V., 2042,” 
care J C-Kx. 





DIAMOND man; 28; college; 10 years’ 
experience all phases, seeks position 
with reliable firm; assist buying, assort- 
ing; consider low start; excellent ref- 
erences; New York preferred. Address 
“A., 1993,” care J C-K. 





OFFICE assistant; college graduate; ex- 
perienced precious stones ; stenographer- 
typist; inside and outside duties; mod- 
est salary acceptable; pleasant man, 





best references. Address “A., 2064,” 
care J C-K. 
EXPERIENCED watchmaker, engraver, 


jewelry repairman, wants permanent 
position with well established store in 
Pennsylvania town; available October 
or November 1; can furnish reference. 
Address “E., 1996,’ care J C-K. 





BOOKKEEPER-accountant, female; 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business; highly capable executive with 
most outstanding record. Address ‘‘A., 
1641,”’ care J C-Kk. 





MANAGER-salesman; presently employ- 
ed, wants position with progressive or- 
ganization; 20 years’ experience retail 
credit jewelry operation; window trim- 
ming, promotions, advertising, person- 
nel. Address “Y., 2076,” care J C-K. 





INCOMPARABLE experience; sales build- 
ing record with independent, chain, 
major department store; buying, pro- 
motion, managerial ; diamonds, watches, 
silverware, all jewelry, associated lines. 
Address “‘W., 2043,” care J C-K. 





ENGRAVER: first class; 35 years’ ex- 
perience, lettering, monograms and in- 


scriptions; also enamel cutting; only 
first class place considered; must be 
permanent; South preferred; best of 
references. Address “K., 2063,” care 
J C-K 





MANAGER; 25 years’ experience in cash 
and credit jewelry; having owned and 
operated own store: know all phases 
of credit jewelry business, buying, mer- 
chandising, advertising and window 
trimming. Address “E., 2099,” care J 
C-K. 





WATCHMAKER: married; Elgin Watch 
College trained; 25 years’ experience; 
excellent repairman, estimator, floor 
man and manager; desires position 
with business doing quality work: all 
replies confidential. Address “K., 1947,” 
care J C-K. 








RBOOKKEEPER, head, office manager; 
long, heavy experience in jewelry busi- 
ness: competent all phases office pro- 
cedure, including production depart- 
ment: top references; seeking execu- 
tive position. Address ‘“A., 1833,” care 

J C-K. 





PARISIAN jewelry designer, current] 
employed with large New York Cite 
concern, is interested in position wit 
organization located in Los Angeles . 
San Francisco; full details of eg. 
rience, contacts and references will ‘be 
acknowledged by addressing Box «p' 
1992,” care J C-K. . 








ca, 


DESIGNER; outstanding creative ability 
thoroughly experienced all kinds 9 
jewelry, rings, watch cases; practicg) 
factory and bench experience ; recently 
with one of largest jewelry manufac. 
turers; desires interesting connection: 
full or part time. Address “V., 19735 
care J C-K. 





——————_____ 


PAWNBROKER and jewelry salesman 
under 35; over 13 years’ intensive ex: 
perience as _pawnbroker and_ jewelry 
salesman in New York City; full know). 
edge all phases of pawnbroking ang 
jewelry ; willing to locate any State jp 
Union; finest references. Address “p. 
1626,” care J C-K. 








RETAIL jewelry salesman, currently em. 
ployed, with credit collection, and pro- 
motion experience, desires permanent 
connection with aggressive concern: ob. 
jective: eventual partnership or outright 
purchase: Western Pennsylvania or 
Eastern Ohio area preferred : references 

exchanged. Address “S., 2013,” care J 


= 
, 





TOP diamond expert; experienced buyer, 
assorter, long, excellent background 
handling loose goods, buying and sell. 
ing, extensive following in New York 
State and nearby: willing to travel if 
necessary; inquiries invited from con- 
cerns needing a top notch man; appro- 
priate salary essential. Address “B, 
2080,” care J C-K. 





WATCHMAKER: §single; 34; _ college 
graduate; having 14 years’ experience 
at the bench and a complete and thor- 
ough knowledge in every phase of the 
jewelry business operation; presently 
self employed, but desirous of making 
a change; willing to go anywhere for 
suitable conditions. Address “D., 2081,” 
care J C-K. 








MANAGER-salesman, all phases of mod- 
ern retail store operation, plus estimat- 
ing, watch, jewelry repairs, special 
orders, and the “know how” of properly 
consummating a sale; eight years with 
present employer; 36 years of age: mar- 
ried and have a family: salary $150 per 
week; prefer Metropolitan area. Ad- 
dress “‘V., 2074,” eare J C-K. 





EXPERIENCED jewelry store operator, 
all classes of trade and merchandise; 
buyer, merchandiser, sales promoter; 
charge account and installment credit 
experience ; thorough knowledge modern 
retailing procedures: at present on the 
road for diamond house; desires man- 
agership going jewelry store; would 
later make small investment. Address 
“G., 2058,” care J C-K. 


——_ ) 





SALES executive with over 25 years’ ex- 
perience in silver hollow and novelties, 
interested in directing sales and distri- 
bution, and assisting general manage- 
ment from New York; thoroughly ac- 
quainted with important people in de- 
partment, gift, specialty and jewelry 
stores throughout country; very fa- 
miliar all phases of manufacturing, can 
be invaluable to reliable organization. 
Address ‘“A., 2045,” care J C-K. 








MANAGER-salesman; now employed; for 
past 30 years manager of Midtown 
(New York City) jeweler; desires to 
make a change: complete knowledge of 
all angles of estimating repairs of 
watches, jewelry, silverware; jewelry 
appraising ; window trimming, etc. ; long 
experience in buying diamonds, silver- 
ware, antique jewelry: New York and 

vicinity. Address “P., 2084,” care J C-K. 
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SITUATIONS WANTED—Continued 


__"“~ 


FIRST class diamond jewelry salesman 
and sales promoter, thoroughly expe- 
rienced for cash or credit store; not in- 
terested in managership capacity, win- 
dow trimming, or show card writing; 
interested in a position where selling 
ability only is required ; must earn mini- 
mum $100 per week; preferably New 
York or New Jersey; for unusual op- 
portunity with larger earnings, will 
consider out-of-town proposition. Ad- 
dress “F., 2034,” cars J C-K. 











—_—_——_— 


A-1 diamond setter and jeweler; both re- 
pairs and special orders, seeks perma- 
nent connection with old reliable store, 
West Coast, West or Pacific northwest; 
would consider other location, if good; 
have 30 years’ experience and can do 
second watch work; all clocks; if you 
want an all around man, who can pro- 
duce, then write complete details; if in 
need of any equipment, can supply any 
part or complete shop; available at 
once. Address “‘L., 2039,” care J C-K. 





———— 


WATCHMAKER; fine training and 25 
years’ experience in retail jewelry busi- 
ness; I do light jewelry repair, size 
rings, give estimates and take in spe- 
cial order work, buy and sell, but spe- 
cialize in fine watch repair; I am now 
employed by a large jewelry store at 
head watchmaker and manager of 
watch repair department; this position 
I have had for the last seven years; for 
personal reasons I would like to make 
a change; sober and dependable; best 
occa Address “J., 2062,” care 








Lines Wanted 





RESIDENT of Cuba to represent gift and 
jewelry line in South and Central Amer- 
ica; American references. Address “T., 
2014,” care J C-K. 





SALESMAN; with following among 
wholesalers, jobbers, department stores 
in New York, desires top line. Address 
“W., 2091,” care J C-K. 





PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones: commission 
basis. Address “F., 1352,” care J C-K. 











SALESMAN, desires first rate line for 
south and southwest; drawing against 
commission only; highest grade refer- 
ences. Address “Y., 2092,” care J C-K. 








FOR representation in Puerto Rico 
write, Miguel A. Castro, P. O. Box 
1323, Ponce, Puerto Rico, covering 
a population of 2,200,000 habitants. 








MIDDLE WEST salesman, with Chicago 
office and extensive following, wants 
line for jobbers and large outlets. Ad- 
dress, Circular 226, Room 1415, Hey- 
worth Building, Chicago 2. 








STONE rings and band rings, diamonds: 
have established jobbing and _ retail 
trade ; Pennsylvania, West Virginia and 
Ohio; best of references. Address “H. 
2061,” care J C-K. 








WESTERN representative, over 20 years 
In territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 


Oe 


SALESMAN, interested in manufacturer’s 
line only of ladies’ and gents’ stone 
rings, mountings, wedding bands, 
crosses, to retailers and wholesalers; 
travel. Address “E., 2083,” care J C-K. 











SALES representative to the jobbers 
in New York City, interested in 
watch band or watch case line with 
firm of outstanding reputation only. 
Address “A., 1320,”’ care J C-K. 





SALESMAN: with following among lead- 
ing retail jewelers in Metropolitan New 
York, New Jersey, Maryland, Delaware, 
Eastern Pennsylvania and Washington, 

C., desires connections with manu- 
facturer or importer; many years with 
well Known concern. Address “V., 
2017,” care J C-K. 





SALESMAN, over 20 years of suc- 
cessful selling jewelry, diamonds, 
mountings; available for top line 
now, for New Jersey, Philadelphia, 
Baltimore and Washington. Ad- 
dress “A., 2116,” care J C-K. 





ATTENTION manufacturers; aggressive, 
young, southwest wholesale house wants 
lines in costume jewelry, ladies’ and 
gent’s stone rings, wedding rings, fra- 
ternal rings, mountings, men’s jewelry, 
etc.; must be willing to work together 
to establish lines. For further details 
write, “E., 2056,”" care J C-K. 





SALES representative, well known to 
jobbers; Boston, New York, Phila- 
delphia, Baltimore, interested in 
popular priced costume jewelry; 
reputable house only. Address “‘H., 
2059,”” care J C-K. 





WANTED: small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





SOUTHWESTERN salesman; _ excel- 
lent reputation; 20 years established 
following Louisiana, Texas, Okla- 
homa, Arkansas, desires manufac- 
turer’s line; side lines not consid- 
ered. Address “A., 2026,” care 
J C-K. 





YOUNG MAN, 35, desires position as sales 
representative with nationally advertised 
company; desires Michigan or mid-west 
territory; what I lack in experience I 
make up in ambition; have own Car; 
veteran, draft exempt; family ; now em- 
ployed; references; background gladly 
forwarded to you; please write: Henry 
Polk, 111 N. Huron St., Ypsilanti, Mich. 





JEWELRY salesman; extensive following 
among wholesale-retailers New York, 
Philadelphia, Baltimore, Boston, Pitts- 
burgh, Cleveland, Detroit, Chicago, St. 
Louis, desires 14K line of watch and 
pearl bracelets, pearl pins, earrings, 
rings and men’s jewelry; with proper 
line this salesman is capable of doing 
minimum $150,000 business annually. 
Address “K., 2002,” cars J C-K. 








Side Lines 





SALESMAN; now calling on silver buy- 
ers, to sell tarnish preventer and qual- 
ity silver polish as side line; liberal 
oo Address “J., 2037,” care 





SALESMAN; wanted by old established 
manufacturer, for Denver West and the 
Pacific Coast, to carry a top quality 
14K mounting line; must have a follow- 
ing among wholesalers and jobbers. Ad- 
dress “V., 2090,” care J C-K. 














MEN to sell finest sterling silver identifi- 
cation bracelets direct to retailers; also, 
new line of cuff links; we also manu- 
facture class rings and pins, sold direct 
to high schools and colleges. H. W. 
Peters Co., Watertown, Mass. 





SALESMEN;; all territories: sterling sil- 
ver hollowware; excellent side line; well 
established salesmen calling on depart- 
ment, retail jewelry stores; good oppor- 
tunity right man; commission basis. 
Address “G., 1998,”’ care J C-K. 





SALESMAN, with retail following; all 
territories ; side line for popular priced 
watches; successfully introduced 
throughout the South; write giving full 
details. Nard Jewelry Co., Inc., 15 W. 
47th St., New York City. 





WELL KNOWN manufacturer of 
ladies’ and men’s 10 and 14K stone 
set rings, desires salesmen having 
following with’ better retail jewel- 
ers; commission basis. Address “T., 


2089.” care J C-K. 





SALESMEN, (five), with retail following, 
to carry small compact line of highly 
styled, rhinestone jewelry, beautifully 
boxed, and lowest priced, to meet all 
competition ; give complete details and 
references in first letter. Address ‘‘W., 
2018,” care J C-K. 





SALESMEN, with New York or West 
Coast headquarters, for world fam- 
ous Lemaire binoculars to whole- 
sale jewelers, camera, sporting and 
optical concerns; commission basis. 
Jake Levin & Son, 12th & Walnut 
Bldg., Kansas City, Mo. 





MANUFACTURER of Connoisseurs jewel- 
ry cleaner, desires side line salesmen, 
all territories; product attractively 
packaged and displayed; well estab- 
lished in limited areas; commission 
basis; state lines carried in application. 
Connoisseurs Products Corp., 12 South 
Market St., Boston, Mass. 





SALESMAN ; for Middle West and South- 
ern States, featuring an excellent line 
of popular priced costume jewelry; you 
can sell every account; also nationally 
advertised lines; no objection to non- 
conflicting other line; drawing account 
can be arranged. Address “R., 1735,” 
care J C-K. 





SALESMAN; Greater New York and 
large eastern cities; manufacturer 
beautiful complete line of wide 
wedding rings and mountings, seek- 
ing clean-cut representative with 
following among retail jewelers; 
give complete details. Address ‘*M., 
2040,” care J C-K. 


$e 








WATCH attachment salesman, for mid- 
west territory, calling on wholesale 
jewelers and watch material jobbers; 
interested only in an aggressive in- 
dividual with established following; 
non-conflicting side lines permitted; 
straight commission; full particulars 
will be held confidential. FEverfine, 157 
Orange St., Providence 3, R. I. 








SALESMEN;: three; with non-conflicting 
lines, with established following among 
retail and department stores, to repre- 
sent manufacturer of 14k gold earrings 
and pins of antique reproductions; 
Southern, central and West Coast terri- 
tories open; bondable; commission 
basis; give fullest details, age and ref- 
erences; all information confidential. 
United Jewelry Co., 56 W. 45th St., New 
York City. 





(Continued on page 250) 
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SIDE LINES—Continued 





SALESMAN with following in jewelry and 
department stores, to take on estab- 
lished side line of high quality cut 
crystal, silver as well as gold deposit 
ware; also cut crystal with sterling 
silver mountings; territory available in- 
cludes all of Illinois, Indiana, Wiscon- 
sin, Minnesota, and Michigan, except 
Detroit; straight commission basis; in- 
quiries held in strict confidence. Silver 
City Glass Co., Meriden, Conn. 





MIDWESTERN representative wanted 
for eastern manufacturer’s competi- 
tively priced expansion watch band 
line; established progressive organi- 
zation wants aggressive man with 
following among wholesalers and 
jobbers; straight commission basis; 
no conflicting side lines; letters 
held in confidence, and must con- 
tain full particulars, experience 
and references, Address “B., 2117,” 
care J C-K. 





EXCELLENT opportunity ; salesmen, 
calling on jewelry stores, to represent 
established manufacturer fine prong- 
set boxed costume jewelry, also sterling 
identification bracelets ; territories open: 
Ohio, Michigan, Kentucky, Virginia, 
West Virginia, West North Central, 
West South Central and Mountain re- 
gion; details and references first letter ; 
replies confidential; men with car re- 
siding near territory preferred: draw- 
ing when qualified. (Our men know of 
ra ad.) Address ‘“H., 1476,” care 








Help Wanted 





WANTED; jewelry engraver and chaser. 
Address ‘'M., 2007,” care J C-K. 


———. 





WANTED; jewelry repair and_ special 
order man. Address “L., 2006,” care 
J C-K. 





———————— 


WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





JEWELER; who is able to do carving 
and chasing; $2 per hour. Address “S., 
2051,” care J C-K. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





JEWELER; extra fine mechanic, with 
ability to take charge of a shop. Ad- 
dress “O., 2050,” care J C-K. 








ENGRAVER; first class letterer on jewel- 
ry and silverware. Weiss & Hauck, 
10 W. 47th St., New York 19, N. Y. 








———$—— aes 


JEWELER; fine mechanic and able to do 
his own setting; $2 per hour to start. 
Address “V., 2048,” care J C-K. 





JEWELER; on special order work; state 
experience, salary and where in the 
past employed. Address “T., 2049,” care 
J C-K. 





WANTED: first class watchmaker; mar- 
ried; sober; city of s000, southern 
Ohio; reference and salary expected. 
Address “P., 2041,” care J C-K. 











sneinnemeeesesnte ee 





EXPERIENCED repairman and setter for 
Ohio trade shop; permanent job; air 
conditioned ; complete details in first 
letter. Address “N., 2111,’ care J C-K. 








LEADING retail jeweler, in large Florida 
city, needs expert engraver; permanent 
position for right man. Address “K., 
1792,” care J C-K. 





SALESMAN, with following: exclusive 
sterling marcasite jewelry line; in Mid- 
dle West and West Coast; good commis- 
sion. Address “‘N., 2067,” care J C-K. 





JEWELRY polisher; new factory ; perma- 
nent work; state salary and ability in 
reply. Southern Scholastic Mfg. Co., 
Box 2278, Norman, Okla. 


—- ee 





WANTED: diamond setter and new work- 
er; steady position for the right man; 
state salary expected. Jack Russell & 
Sons, 312-314 K.P. Bldg., Des Moines, 
Iowa. 


WATCHMAKER; experienced, for leading 
jewelry store; permanent position; 
pleasant working conditions. Jay Jewel- 
ry Co., Inc., 335 State St., Schenectady, 
N. Y. 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,” care J C-K. 








MANAGER and watchmaker, for jewelry 
store in city of 150,000, in central Penn- 
sylvania; established many years; op- 
portunity for live man. P.O. Box 126, 
Harrisburg, Pa. 











SALESMAN for jewelry tags, celluloid 
ring tags (Arch Crown), Dennison’s silk 
string jewelry tags, watch repair tags, 
Kum Kleen price labels; 15% commis- 
sion. Pergament, 3224 Grand Concourse, 
New York City. 


DIAMOND and stone assorter; we have a 
good position in jewelry factory, with 
chance for advancement, for girl with 
background in diamond or stone assort- 
ing. Goodman & Co., 42 W. Washington 
St., Indianapolis, Ind. 











DIAMOND salesman; responsible man, 
with thorough background, aggressive 
selling, for leading Seattle credit store; 
unusual opportunity in salary and per- 
manent future for man of ability. Ad- 
dress “J., 2001,’ care J C-K. 








WANTED, watchmaker, engraver and 
stone setter; permanent position in 


western Montana University city; we 
keep two workmen; oldest jewelry store 
in the city. Kohn Jewelry Co., Missoula, 
Mont. 





WANTED: a young man as second 
watchmaker and able to help on 
other repair work; one with ability, 
personality and a desire to own or 
manage a store, Address R. E. 
Brigham, Oneonta, N, Y. 





WATCH SALESMEN, with good follow- 
ing among retail jewelers, wanted for 
West Coast, Middle West and Texas, by 
established importer of popular priced 
complete Swiss watch line; commission 
basis; no objection to non-conflicting 
line. Address “L., 2109,’ care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 








WATCH salesmen, with good following 
among retail jewelers, wanted for re- 
gional territories, by established im- 
porter of popular, Swiss watch line; 
straight 714% commission; no objec- 
tion to non-conflicting lines; state ref- 
erences. Address “‘C., 2097,” care J C-K. 








SPLENDID opening, for watchmaker and 
jewelry repairer with well establisheq 
firm in progressive town in Western 
North Carolina; permanent; 50-50 
basis; all material furnished; submit 
references with first letter. Address “p 
2073,” care J C-K. ' 





— 
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SALESMEN: for manufacturer of fine 
line, suitable only for the better stores 
14K, s/s and g/f charms, charm brace. 
lets, earrings, necklaces, tie clips, cuff 
links, bill clips, key chains; Ohio ang 
West territories open. Address “4 
2094,"" care J C-K. Ps 





EXCEPTIONAL opportunity; nationally 
known diamond ring house wants gales. 
man with established following in re. 
tail jewelry stores; must have gar. 
liberal drawing against COmmission; a}] 
information kept in strict confidence. 
Address ‘“H., 1999,” care J C-K. 





— aie: 


WANTED; salesman with following to 
represent distributor of nationally ad. 
vertised flatware, clocks, electrical ap- 
pliances, jewelry and other lines for 
Maryland, District of Columbia, Vir. 
ginia, West Virginia, North Carolina 
and South Carolina. Answer, giving ex. 
perience to, ‘“D., 1995,” care J C-K., 





—_— —— EE — 


WATCHMAKERS; we have several open- 
ings in our Toledo shop for watchmak- 
ers who can later be placed in perma- 
nent positions in many large cities 
throughout the country: state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit S&t, 
Toledo, Ohio. 





mee 


JEWELRY manager-salesman for re 
tail credit chain store; excellent op- 
portunity for aggressive salesman 
and top merchandiser in long estab- 
lished store, in good middle west 
city; top salary, commission and 
bonus. Send details and experience 


to “F., 1997,” care J C-K. 





SALESMAN: experienced for manufac- 
turer of gold filled and sterling silver 
costume jewelry selling direct to the 
credit, retail and department § stores; 
car essential: 15°. commission; to 
cover Virginia, North Carolina, South 
Carolina, Georgia, Florida and _ Ken- 
tucky. Apply, B. & ©. Chain Co., 144 
Pine St., Providence, R. I 





SALESMAN wanted to call on the better 


retail jewelry trade, by manufacturer 
of a gold and gold filled line, in the 
following states: Missouri, Kansas, 
Colorado, Nebraska; excellent oppor- 
tunity; firm has long established ac- 
counts ; applicant must have car; would 
prefer resident of Kansas; give full 
details in first letter; replies confiden- 
tial. Address “W., 1768,” care J C-K. 





ASSISTANT manager, for successful 


leading credit jewelers and the larg- 
est jewelry advertisers in_ Illinois 
town of 70,000 population; must 
be aggressive and of excellent steady 
character; good salary and future 
opportunity to become manager of 
another store in this small outstand- 
ing chain operation; please give 
full details; replies confidential. 
Address “N., 2008,” care J C-K. 


ee ee ee 








SALESMEN ; 





three: aggressive, long es- 
tablished New York jewelry wholesaler, 
carrying extensive diamond line and 
nationally advertised lines; excellent 
opportunity for men calling on retailers; 
Southern territory Washington, Mary- 
land, Virginia and Carolinas; New 
England, Pennsylvania and surrounding 
areas; resident men preferred; send de- 
tails and experience. Address “‘I.., 1904,’ 
care J C-K. 
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HELP WANTED.—Continued 


I 


SALESMEN; to represent established 
manufacturer of high quality rhine- 
stone jewelry selling direct to re- 
tailers; prefer resident men with 
following for intensive coverage; 
high commissions; good territories 
available on protected basis; please 
write details. Address “F., 1981,” 
care J C-K. 














SALESMAN; New England and Metro- 
politan New York ; experienced salesman 
with following among better rated re- 
tail and credit jewelers, to sell well 
known line of competitive priced gold 

_and platinum diamond rings, mountings 
and watches; exceptional opportunity 
and conditions for the right man. Wil- 
berg Jewelry Corp., 31 W. 47th St., 
New York 19, N. Y. 





SALESMAN: long established manu- 
facturer of gold, gold filled and 
sterling staple and costume jewelry, 
with following in the better retail 
trade, has Coast territory from New 
York City to Washington, D. C., now 
available to an experienced and 
competent man of the highest cali- 
bre; give complete experience de- 
tails in first letter; replies strictly 
confidential. Address “P., 2010,” 
care J C-K. 





WANTED: sterling silver salesmen for 
Southeastern States, by one of the top 
line silver manufacturers with well es- 
tablished trade; fine line of flatware 
and hollowware; prefer men living in 
the territory who are familiar with the 
best retail jewelry stores and depart- 
ment stores; will consider men who 
carry a side line; give full information 
and experience. The Watson Company, 
Attleboro, Mass. 


——— 





FACTORY superintendent wanted in 
New York City, who can set up plant 
to manufacture ring mountings, 
then take full charge; must under- 
stand casting, tool making, model 
making; write qualifications and 
full particulars; all replies strictly 
confidential; position available Oc- 
tober 1. Address “P., 1927,” care 
J C-K. 





JEWELRY salesmen wanted; experi- 
enced, with good following among 
first rated accounts; straight com- 
mission, no drawing; non-conflict- 
ing side line permitted; direct from 
manufacturer to retailer; state all 
qualifications in first letter; our 
sales foree knows of this advertise- 
ment; all replies strictly confiden- 


tial. S. O. Bigney Co., Jewelry 
— 98 County St., Attleboro, 
ass. 








OPPORTUNITY for an outstanding loose 
diamond salesman to represent us in 
the southwest; nationally known, pro- 
gressive diamond house has well estab- 
lished territory, ready to take over and 
expand further; headquarters would be 
in Dallas; sales’ efforts would be 
throughout the entire Southwest: the 
right man for this job is an unusual 
Salesman, qualified in every way to ful- 
fill the requirements of an exceptional] 
Opportunity ; if you believe you are the 
nan, please write us in confidence, out- 
lining your experience, background, ete. 
Address ‘“‘A., 2024,” care J C-K. 


eee 














WANTED; good right arm; one of 
America’s leading nationally adver- 
tised watch companies needs several 
good right arms in the form of 
experienced salesmen; openings in 
several major territories for men 
who know how to sell top quality 
merchandise to credit jewelers, who 
know how to take maximum 
advantage of a million dollars worth 
of advertising and promotions; 
write giving former affiliations, com- 
plete experience, references’ in 
credit jewelry field; top earnings 
available to right men; all letters 
held in strictest confidence. Ad- 


dress “G., 2101,” care J C-K. 


erate i sr mena mma 08 
For Sale 


Stores, Stecks and Businesses 





STORE for sale; one mile from Army 
camp; reason for selling, husband has 
been called back into service. Address 
“N., 1484,” care J C-K. 





FOR SALE; jewelry store on East Coast 
of Florida; long lease, in modern new 
building; $20,000 full price. Address 
“K., 2038,” care J C-K. 





TWO, New England jewelry stores; $13,- 
500; well stocked; large repair depart- 
ment; must sell due to illness, Address 
“D—., 2098,” care J C-K. 











OUTSTANDING value; small, old estab- 
lished jewelry store; excellent location, 
New Haven, Conn.; clean stock; busi- 
ness 45 years old. Address “R., 2011,” 
care J C-K. 





FOR SALE; small established jewelry 
store and repair business, in town of 
4000; low overhead; nationally adver- 
tised lines; western Oklahoma. Ad- 
dress “T., 2020,” care J C-K. 





MODERN jewelry store for sale without 
stock; choice location uptown Manhat- 
tan, New York; established 21 years; 
opportunity for credit business. Address 
“P., 2113,” care J C-K. 





FINE store in southern West Virginia; 
all sterling, china, crystal and watch 
lines; $30,000, terms; must go to Ari- 
zona for health. Address “B., 2047,” 
care J C-K. 





MODERN jewelry store in central In- 
diana; gross $50,000 yearly; Christmas 
sales will make half of purchase price; 
$10,000 plus inventory. Address “C., 
2054,”’ care J C-K. 








JEWELRY store established 1903, down- 
town business section Brooklyn, N. Y., 
near all large department stores: rea- 
son, Sickness of owner: no. brokers: 
splendid chance. Address ‘“Z., 2065,” 
care J C-K. 


SE —_ $$ 





COMPLETE trade shop doing excellent 
business ; good lease; $14,000 complete 
with name and over 200 good accounts; 
moving to California reason for selling ; 
located in Ohio; details. Address ‘“M., 
2110,” care J C-K. 
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JEWELRY store; one of best towns on 
San Francisco peninsula; good location 
on main street; all franchises; plenty 
of repair work; wonderful opportunity 
for right person. Address ‘“R., 2087,” 
care J C-K. 





SOUTHWEST Michigan jewelry store; 
sell at inventory, about $12,000; no 
charge for fixtures: clean stock; low 
rent and good lease; newly decorated 
and air conditioned; industrial city of 
almost 50,000. Address “‘V., 2021,” care 
J C-K. 








JEWELRY store, 50 miles from New 
. York; good, clean stock; established 26 
years; all the repairing one man can 
do; doing about $10,000 a year busi- 
ness; can be increased; only jewelry 
store in town; price $9,000. Address 
“W., 2075," care J C-K. 








FOR SALE; leading jewelry store; 
County seat city, California; immediate 
trading area, 50,000, city and suburbs; 
trading center three Counties; prime 
downtown location; always profitable 
operation; low rent; will stand rigid 
investigation. Address “D., 2029,” care 
J C-K. 
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JEWELRY store in western Washington ; 
established 28 years; stable community 
of 25,000, 13 miles from large military 
center; merchandise $25,000; will re- 
duce to suit; low overhead; 100% loca- 
tion; expecting call into service; will 
sacrifice for quick sale. Address “A., 
2032,” care J C-K. 





MODERN jewelry store in Piedmont, 
North Carolina industrial town; clean 
stock of nationally known lines; exclu- 
sive franchises; good location; will sell 
for inventory and fixtures; no competi- 
tion in credit business: outstanding op- 
portunity for expanding chain or in- 
dividual; owner must retire. Address 
“P., 2068,” care J C-K. 








JEWELRY store; central business loca- 
tion; good payroll town near Pitts- 
burgh; modern fixtures; best lines mer- 
chandise; excellent volume; 90% cash; 
sale includes R.E., six rooms, bath, 
newly decorated thruout; will earn pur- 
chase price for all in three years; owner 
retiring; terms. A. Koryta, Inc., 1311 
Schofield Bldg., Cleveland, Ohio. 





FORCED to sell, because of illness, es- 
tablished jewelry business, including 
good will and accounts receivable; fac- 
tory fully equipped with latest model 
casting machines, stamping, polishing 
and rollers, moulds, models and waxes ; 
also available complete line of about 
600 numbers. Address “A., 735,” care 
J C-K 





TEXAS Gulf coast jewelry store; good 
location; reasonable rent; clean, 
nationally advertised stock; fully 
equipped watch repair department; 
inventory, fixtures, equipment, 
about $20,000; can be reduced; 
have other interests; good climate; 
good fishing. Address “J., 2106,” 
eare J C-K. 





FOR SALE: two established jewelry 
stores, stocked with nationally adver- 
tised lines; modern display windows 
and fixtures; best locations in two Berk- 
shire County, Massachusetts towns; op- 
portunity to gross $100,000 yearly; 
suggest expanding jewelry chain or in- 
terested individual investigate this out- 
standing offer; price $20,000 each store, 
cash. Address “T., 1738," care J C-K. 





(Continued on page 252) 
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FOR SALE—Continued 





HAVE complete shop equipment, mate- 
rials, several thousand imitation job- 
bing stones, all shapes and sizes; flat, 
4%, in. and square rolls; Leiman dust 
collectors ; plating, work __ benches, 
torches, oxygen gauges, fluorescent 
bench, lamps, safe, New Hermes en- 
graving; five sets type; diamond and 
gold scales, draw plates, shaping 
blocks; punches all kinds, complete in 
every respect; quitting trade shop, rea- 
son for selling ; will sell equipment or as 
business. Coleman’s Manufacturing 
Jewelers, P.O. Box 1627, Billing, Mont. 








For Sale 


Teols, Equipments 





USED tools, benches, lathes, cleaning 
machines, staking tools, etc. : ‘ 
Gallien, 220 W. Fifth St., Los Angeles 


13, Calif. 





FOR SALE; 18 drawers G.S. crystals, 
$125 cash; shipment free any place in 
U.S.A. Abe Novak, 507 Central Ave., 
Nebraska City, Nebr. 





FOR SALE; “Watchmaster” about two 
years old; used less than one year; 
looks and operates like new; $475 cash. 
Paul D. Steiner, Jeweler, Sutton, Nebr. 





KINGSLEY stamping machine, like new, 
automatic feed; one, 18th Century type, 
practically new; other type and foil; 
priced right. Contact, R. J. Litschert & 
Son, Winchester, Ind. 





FINE imported jeweler’s regulator clock, 
also useful as fine hall clock; English 
walnut case; jeweled movement with 
mercury pendulum; reason for selling, 
death in family. Mrs. O. W. Piper, 206 
W. Washington St., Ashland, Ohio. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
Jurnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








WANTED; jewelry store; southern Michi- 
gan, Indiana or Ohio; small town: es- 
tablished store; good location. Address 
“E., 2033,” care J C-K. 








SMALL jewelry store or pawn _ shop: 
small town, Florida, or Deep South 
preferred; all details first letter, please. 
Address “F., 2057,” care J C-K. 





JEWELER; old established firm, who 
manufactures a very fine line, is seek- 
ing a partner; will require an invest- 
ment of over $100,000. Address “‘J., 
2052,” care J C-K. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references fur- 
nished ; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
a Blackstone Avenue, Chicago 





Sn 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


GORDON BROTHERS oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





AUCTIONEER; 8. successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write Bob Jones, 
care Robert E. Jones Sales Service, 
702 E. 185th St., Cleveland, Ohio. 
Tel. Kenmore 1-8683. Nationally 


known for 25 years. 





WANT to raise cash reduce inventory; 
I will conduct an auction sale for 
you on a commission or profit shar- 
ing basis; over 30 years’ experience 
as a jewelry auctioneer; best refer- 
ences; write, call or wire today. 
Phone Chapman 5-3061. Lewis 
Cohen, 119 N. Brand Blvd., Glen- 
dale 3 Calif. 
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GOING out of business; overstocked ; 
need immediate cash; we will con- 
duct an auction sale for you, or buy 
your store lock, stock and barrel 
and pay you cash; over 30 yeacs’ 
experience; write, wire or phone 
now. Tel. Citrus 1-5824. Peter 
William Forester and _ Associates, 
110 N. Brand Blvd., Glendale 3, 
Calif. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 














AUCTIONEER V. C. Kelley; just fp. 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per. 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or yijj 
pay spot cash for your stock and 
fixtures. Write or wire today, V, 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, II. 


a 


CASH for you immediately R, A. Zan. 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na. 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today, 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 





——— —_———$—$—_—_— -— ——-- SS 


* 


JACOBS BROS., Ben and Henry, 
America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references, 
Write or wire, 510 Madison Ave., 
New York City; 324 Irwin Keasier 
Bldg.. Dallas. Texas. 


I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business: all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





ESTABLISHED eash or credit jewelry 
store in Florida, Georgia, Alabama, 
North or South Carolina. Address ‘“S., 
2070,” care J C-K. 


——— 








ee 


SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of pay- 
ment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc., Diamond Jewelry Co., 668 M. 
& M. Bldg., Houston, Texas. 


ai) 
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WANTED TO PURCHASE—Cont. 


—_— 
— 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold and any other precious metals 
and jewels for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 
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Watch Work, etc., for 
the Trade 








KNOW your specialist ; mail direct ; same 
day service; vibrating, staffing, jewel- 
ing. Hairspring Vibrating Co., 406 32nd 
St., Union City, N. J 








GUARANTEED precision watch repair- 
ing for the trade; Watchmaster timing; 
established 1913. Ben Marinoff, 170 
Broadway, New York 7, N. Y. 








FINE Watch repairing for the trade; 
prompt service; Watchmaster rated; 
reasonable prices. H. B. Boyer, 513 

E. Main St., Elizabeth City, N. C. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
3roadway, New York 10, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request: mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches: all 
watches timed by the Watchmaster; 
fuaranteed service. I. Altay, 22 W. 48th 
st.. New York 19, N. Y. 





RELIABLE watch répairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 


——— 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 


a 





EXPERT watch repairing: eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 225 Ft. Washington 
rey alae York 32, N. Y. Lorraine 
$-6H370. 


_—-— 


HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, Ill. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts’ solicited; all 
work guaranteed; hairsprings vibrated, 
isochronal errors corrected, electronic 
timing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2208. 








EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out-of- 
town and mail orders solicited; 15 
years’ experience; price list, refer- 
ences on request. A. Guarino, P. O. 
Box 42, Fordham Station, New 
York 58, N. Y. Mu. 7-6865, 6866. 








MY ambition is to build up a circle of 
satisfied steady customers; I am relia- 
ble, my job is one of finest, guaranteed 
workmanship; my prices are moderate, 
my service will be prompt for mail 
orders; be convinced and try sample 
order. Louis Rauner, 572 W. 187th St., 
New York 33. Phone Tompkins 7-0232. 





—E - - que 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed ; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
N. Y. Recutting and Repairing Dia- 
mond Cutter. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Iexxchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





STONE encrusting, engraving and drill- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings; 
lodge emblems encrusted and engraved ; 
coats of arms; monograms and ini- 
tials; military insignias; fraternal em- 
blems; stone cameos up to 50 mm. size; 
onyx crosses; special jobs _ invited. 
Braunfeld & Mehlman, 108 Fulton St., 
New York City. 





—— —_—_____ —— 


COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling ; spe- 
cializing in diamond melee, Rutile 
(Titania), all sizes; cameos, all 
colors and _ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; géunuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, ete.; servicing the jew- 
eler for over 35 years. Max Stern & 
Co., Inc., 17-23 John St., New York 
38. 








Wanted to Rent 








DIAMOND and colored stone firm desires 
to rent space uptown on 47th or 48th 
Street: can also use the services of 
bookkeeper. Address “C., 2082,” care 
J C-K. 








To Let 





OFFICE space for rent; private; very 
light; reasonable; Fifth Avenue at 46th 
St.. New York City. Call Plaza 7-5890. 








SUB-LEASE; manufacturing jewelers’ 
shop setup, complete; located upstairs 
in leading established jewelry store in 
downtown business section in Miami. 
Address “K., 2107,” care J C-K. 





TO LET: part of diamond office; ex- 
cellent North light, in large office 
building, opposite Radio City, on 
48th St. Address “B., 2095,” care 
J C-K. 





MAIDEN Lane (Nassau Section) four 
floors, singly or together, each approxi- 
mately 1000 sq. ft.; suitable jewelry or 
other light manufacturing; automatic 
heat and elevator; A.C. & D.C. current; 
reasonable rental. Wh. 3-2856, New 
York. 





Miscellaneous 





WATCHMAKER’S JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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. News of Personnel 











Louis Amsterdam, Amsterdam Asso- 
ciates, 29 W. 34th St., New York, has been 
appointed the Dunbar Glass Corp. direct 
sales representative for New York City 
and Eastern New York State. 


Cecil M. Arrowsmith, formerly man- 
ager of government contracts, has been 
appointed director of industrial and public 
relations for Schick Ine. C. H. Pease, 
formerly with Swank, has assumed the 
responsibilities previously held by Mr. 
Arrowsmith. He will be in charge of the 
company’s relations with the federal gov- 
ernment, as well as facilitating the pro- 
curement of defense contracts. 


Larry Sloan has been appointed sales 
representative for Swank, Inc. in Montana 
and part of Washington and Idaho. He 
has been with the firm for more than two 
years, after several years in retail selling 
in Illinois. 





DONALD E. PERRY 
Telechron, Inc. 


LARRY SLOAN 
Swank, Inc. 


Donald E. Perry, formerly commercial 


engineer, will assume the responsibilities 


of W. F. Greenwood, 


Electric Co., Ashland, Mass. Mr. Green- 
wood has been recalled to active military 
service. 
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EDWIN C. PEASE 
Telechron, Inc. 


JOSEPH DUNN 
Telechron, Inc. 


Joseph Dunn, formerly field sales man- 
ager for the company’s consumer products, 
has been appointed clock sales manager. 


Edwin C. Pease, formerly advertising 
manager, has been named merchandising 
manager for both clocks and _ industrial 
products. His duties include advertising, 
sales promotion and public relations. 


industrial sales 
manager of Telechron Department, General 
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Lou Jacobs has been named to the sales 
force of the Helbros Watch Co., NYC. 


LOU JACOBS 
Helbros Watch Co. 





The firm announced that Mr. Jacobs terri- 
tory would cover parts of New Jersey and 
Pennsylvania. 


Simon Rubin is the West Coast repre- 
sentative for the M.F.G. Watch Band Co., 
Inc., New York manufacturers of Admiral 
Watch bracelets. His headquarters will be 
at the firm’s offices and showroom at 707 
South Broadway, Los Angeles, Calif. 


D. C. Spooner, Jr. has been appointed 
assistant to the general manager of the 
General Electric Traffic Appliance Dept. 
in Bridgeport, Conn. R. O. Fickes and 
M. M. Wheeler have been appointed man- 
agers of the automatic blanket division 
and clock division, respectively. 


C. R. McLean and A. H. Heitzler 
have been appointed sales managers of the 
automatic blanket and clock divisions, re- 
spectively. 

The appointments were announced by 
Charles K. Rieger, general manager. 


Stephen Villari has been appointed 
Midwest and upstate New England sales 
representative for Barasso & Blasi, manu- 
facturing jewelers of Newark, N. J. He 
replaces Richard D. Blasi, who was re- 
called to active duty recently by the U. S. 
Air Force. Robert F. Kalklosch is rep- 


resenting the firm on the West Coast. 


Sheldon Shapiro has been named sales 
representative in Kansas and Missouri for 
Jacques Kreisler Mfg. Corp., North Bergen, 
N. J.. it was announced by Julien Keilus, 
sales manager. 


Thomas J. Hickey, of Byard F. Bro- 
gan, Phila., Pa., has been appointed ex- 
clusive sales representative for the firm’s 
line of Royal Cultured Pearls. Mr. Hickey 
will service wholesalers throughout the 
country. 


New Label for Jewelry Cleaner 


Connoisseurs Products Corp., Boston, 
Mass., has designed a new package label 
for its product, Connoisseurs Jewelry 
Cleaner. The new label is transparent and 
is printed in four colors. A_ three-color 
counter display has been designed to ac- 
company the new package. 
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A SURE THING 


There is a saying among stockbrokers that “When the 
public is in the market to the extent that even elevator 
operators are buying and recommending stocks, it is 
time to sell.” 


This brings to mind the buying sprees that merchants 
—and everyone—indulged in this time last year. In 
retrospect we know it was unnecessary, unwise and 
much too expensive. Many are still paying off on their 
error. 


Now today what is “everyone” saying about business 
during the coming four months? Everyone we have 
heard expresses unqualified opinions that “Business will 
be good.” 

But last year “everyone” was wrong. 


They were wrong, not on the trend, but in the degree 
of the trend. So we had careless, indiscriminate buying 
by retailers; hysteria. 

Currently, from our observations, there is every indi- 
cation that the needle of the business barometer is moving 
toward “Good,” but we don’t know to what degree it 
will swing. 

Speaking of swings, there is one which deserves analy- 
sis. That is the swing of the merchants’ psychological 
attitude. During the past year this has changed from 
hysteria, through panic to its present state of narcosis. 
This is currently characterized by typical expressions of 
retailers which can be summed up as “Thank Heaven, 
business is going to be good this Fall.” 


Such unqualified thinking is a dangerous narcotic in- 
ducing mental lethargy. It could create a state of sus- 
pended animation. It could mean that jewelers will be 
lulled into a false sense of hope while failing to make 
the efforts which would capitalize on favorable conditions. 


It is while such a state of mind dominates that you 
will find retailers with incomplete and unbalanced stocks, 





where you will see management more interested in sales 
records than in sales promotion, where, for example, we 
find retailers cutting off their advertising to spite their 


profits. 


If ever our industry needed a good selection of stock 
on its shelves, wide-awake management in active control 
and aggressive alertness in its merchandising, it’s now 
and during the next four months. 


It’s a sure thing that business will be good for those 
merchants who aren’t sure about it. Among the others 
who are sure you'll find, next January, hundreds who 
have lost a good Christmas business—by default. 


WERE YOU THERE? 


During the recent ANRJA convention, many Govern- 
ment and jewelry-trade leaders spoke on what each con- 
sidered to be vital subjects, of interest to retail jewelers. 
These speakers were men of stature with reputations to 
maintain. They, therefore, each spent many hours in ihe 
preparation of their papers. 

The few hundred who heard these speakers were but 
a handful of the thousands of retailers throughout the 
country who could benefit from the material. Therefore, 
in this issue we are presenting a comprehensive, if con- 
densed, report on the proceedings at the convention. This 
special reportorial effort is also illustrated with pictures 
of some of the new and outstanding items offered by 
various exhibitors. It begins on page 199. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 





























2K4561 Synthetic Birth- 
stone, 10K. $15.50 Key- 


stone. 


2K2521 Synthetic Birth- 
stone, 10K. $10 Keystone. 


2K2721 Synthetic Birth- 
stone, 10K. $10 Keystone. 


24X981 Synthetic Birth- 
stone, 10K. $11 Keystone. 





25X621 Synthetic Birth- 
stone with two Rose Dri- 
amonds, 10K. $11.50 Key- 
stone. 


2K4651 Synthetic Birth- 
stone with two Real White 
Zircons, 10K. $15.50 Key- 
stone. 




















FREE DISPLAY! 


Genuine gray Karess Velvet, 
combined with rich natural 
wood. Free with order of 
$100 or more . . . fo help 
you sell! 


2X7071 Synthetic Birth- 
$9.50 Key- 


stone, 10K. 
stone. 


25X002 Synthetic Birth- 
stone with 
White Zircons, 
Keystone. 


four Real 


10K. $13 





10K HAND SET 


Boost your profits by tying-in with the O-B 
“Partnership” Plan. By selling direct to you, 
it brings you extra benefits through 1) Better 
Values, 2) Lower Prices, and 3) Greater Than 
Ever Merchandising Support. 


25X791 Synthetic Birth- 
stone with four Real 
White Zircons, 10K. $14 
Keystone. 


25X781 Synthetic Birth- 
stone with four Real 
White Zircons, 10K. $14.50 
Keystone. 
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| » OSTBY & BARTON 


COMPANY 4 











118 Richmond Street, Providence 2, R. I. 
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Mark of Quality Since 1879 
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BUFFEI-IRA 


Service tor 6 


TUDOR’ PLATE 


by Oneida Community Silversmiths 








TO RETAIL FOR $23.50 


“ tied 
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THIS DISPLAY AND 
PROTECTO-PANE INCLUDED 


Pe fy 
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26 PIECES 
INCLUDE 


6 Forks 


6 Knives 


A great new idea in silverware packaging—this handsome plastic buflet- 
tray holding 26 pieces is certain to make a hit with many of your customers. 
It’s a starter set, grand every day for budget-conscious newly-weds! A fine 
second set for use in kitchen, picnic, barbecue or week-end cottage. 
A Protecto-Pane cover is furnished for display use. The duvetyn-covered 
silverware rack lifts out easily for table-setting, fits into a buffet drawer or 


6 Teaspoons 
kitchen cabinet. The tray is sparkling plastic with an attractive embossed 


6 Soup Spoons 


design on the bottom—useful for cocktails or hors d’oeuvres. 1314” x 85%’. 






1 Sugar Spoon 
] Butter Knife 


"TPADE MARK OF ONEIDA LTD. 
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